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ABSTRACT
Consumers increasingly relied on Word-of-Mouth (WOM) and Electronic-Word-of-Mouth
(eWOM) to make purchase decisions and share consumption experiences. However, the
inconclusive views about the differences between WOM and eWOM, along with their
associated issues suggested that studies in this domain are still underdeveloped. Particularly,
the common understanding of these phenomena largely relied on the unsuitable process model
of communication (i.e., Shannon and Weaver). This study showed the differences between
WOM and eWOM along with their characteristics across different product types by using a
well-established theory from linguistic domain, SFL.
The researcher took a mixed methods embedded design (Statistical and Linguistic) by
conducting a 2x2 experiment and recruiting 40 participants. The results from the statistic
stream showed that consumers’ WOM was not linguistically equivalent to eWOM.
Furthermore, the results indicated that hedonic products were highly loaded with information
and lexis in comparison to utilitarian products. The results from linguistic stream indicated
that the differences in the peer-to-peer communication’s characteristics (e.g., tie-strength,
valence) were likely to be an artefact of other factors like communication mediums (i.e.,
WOM and eWOM) or the service types (i.e., Hedonic and Utilitarian) being considered, not
differences in the actual characteristics of message. Together, this research has made wide
ranges of contributions. As such, this thesis: exposed the inappropriateness (appropriateness)
of process model (SFL) for studying peer-to-peer communication (Theoretical), and assisted
marketers (consumers) to know what criteria they needed to focus on when promoting
(searching for) different products (Practical).
Keywords: WOM, eWOM, Shannon and Weaver’s Communication Theory, SFL, Linguistic
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1. INTRODUCTION
1.1 Introduction
The purpose of this chapter is to provide a brief discussion of this study. In particular, this
chapter helps the reader to understand different aspects of this researcher without proving
specific details of the study at this stage. Thus, the following sections will be discussed in this
chapter.
Primarily, this chapter delivers an overview of the research topic in terms of background
(section 1.2). In particular, section 1.2 discusses the significance of WOM and eWOM from
researchers and consumers’ perspectives. This section also questions the misapplication of the
underlying communication process model (i.e., Shannon and Weaver) that has been used to
study these phenomena, and introduce of a new theory (SFL) that can be used in the
peer-to-peer communication context. Next, section 1.3 outlines the research problem,
hypotheses and, questions by linking them to the identified gaps in the literature. Moreover,
this section discusses the linguistic resources that have been used in relation to each
hypothesis and research question. Section 1.4 outlines the motivation for conducting of this
study. Specifically, this section justifies the importance of this research by proving a list of
contributions (i.e., Theoretical, Substantive, Methodological, and Practical) this thesis has
made in relation to the identified gaps in the literature. Section 1.5 outlines the design of this
research. This includes the details on the selection of sample, procedures, linguistic tools and
measures, etc. Next, section 1.7 provides a schematic structure of this thesis. That is, this
section offers a short description of each chapter in this thesis. Lastly, section 1.8 outlines the
limitation of this study and clarifies how each limitation can provide opportunities for the
future work.

1

1.2 Background to the Research
Consumers regularly refer to Word-Of-Mouth (WOM) and Electronic Word of Mouth
(eWOM) to evaluate goods and services (Christodoulides et al., 2012, Sweeney et al., 2014).
WOM is as an informal and non-commercial form of person-to-person verbal communication
between consumers concerning evaluations of goods and services. The emergence of the
internet has extended consumers’ communication from WOM to Electronic Word-Of-Mouth
(e-WOM). Therefore, eWOM refers to an informal and non-commercial form of
communication between two or more consumers that could be known or unknown, about
brands, products, or services while the communication occurs via the internet.
Research shows that 3.4 billion discussions about brands take place between consumers every
day (Angelis et al., 2012). Furthermore, these peer-to-peer communications have a strong
influence on consumer’s behaviour and decision making (Floyd et al., 2014, Sweeney et al.,
2014, Tham et al., 2013). Previous studies confirmed that peer-to-peer communications have
a substantial impact, nearly 70%, on all of the buying decisions (Angelis et al., 2012, Balter,
2008) across different industries. For instance, WOM has shown to affect consumer’s
purchasing decision in variety of industries and domains including: financial services
(Sweeney et al., 2014), energy providers (Wangenheim and Bayón, 2004), entertainment and
movie (Brown and Reingen, 1987), tourism (Confente, 2014, Lim and Chung, 2011), cloths
and appliances (Richins, 1983), personal computer, camera, stereo, video recorder, and car
(Price and Feick, 1984). Similarly, eWOM has shown to have a large impact on consumer’s
decision across different fields like video games (Zhu and Zhang, 2010), airlines, telephone
companies, resorts, movies, restaurants, stocks and, the like (Floyd et al., 2014).
Evidence shows that peer-to-peer communication impacts on the consumer’s decision for
different reasons. For instance, WOM and eWOM are believed to be less biased and more
truthful and effective than any other types of information (Day, 1971, Floyd et al., 2014). So,
consumers frequently refer to WOM and eWOM to find the relevant information (Chiu et al.,
2014). Furthermore, the recommendations to buy a product usually derive from a consumer’s
positive consumption experience while suggesting not to purchase a product regularly forms
on the basis of a negative consumption outcome (e.g., Carroll and Ahuvia, 2006, Gauri et al.,
2008, Hou Wee et al., 1995, Song et al., 2008). Therefore, WOM and eWOM have been
acknowledged to be particularly important in forming consumer’s behaviour and purchasing
decision (Gilly et al., 1998, Zhu and Zhang, 2010).
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The substantial influence of WOM and eWOM on consumers has attracted a lot of
researchers to study these phenomena. The theorisation of WOM and eWOM is largely
routed in the Shannon and Weaver’s (1949b) Mathematical Theory of Communication (e.g.,
Aitken et al., 2008, Bruwer and Reilly, 2006, Swani et al., 2014, Tham et al., 2013, Weiss et
al., 2008, Baker et al., 2016, Miles, 2014). The Mathematical Theory of Communication
evolved around the simple communication model of sender-channel-message- receiver
(McQuail and Windahl, 2015). Shannon and Weaver (1949b) theorised spoken and written
communications are equal, that these are not distinctly different types of communications.
This theory led many WOM and eWOM researchers to see these phenomena as conceptually
similar (See Chapter 2) and many scholars treated and viewed WOM and its relevant
concepts as equivalent to eWOM. For instance, some of the characteristics that studied across
both mediums are: “homophily” (i.e., communication between similar individuals), “source
expertise” (i.e., a sender owing to his superior competence), “tie-strength” (i.e., the potency
and closeness of the bond between members of a network), “valence” (i.e., messages can be
positive, negative, or neutral) and the like (Cheung and Thadani, 2012, Sweeney et al., 2014).
However, the findings in the literature about the role of these characteristics are inconclusive.
For example, the findings about the role of tie-strength in the previous studies are mixed:
some WOM studies support the premise (e.g., Bansal and Voyer, 2000, Sweeney et al., 2008)
while some eWOM studies do not (e.g., Steffes and Burgee, 2009). Similar mixed results
could be found in relation to other characteristics across both mediums (e.g., homophily,
source expertise, valence, cognitive content, and affective content) (See Chapters 2 and 6).
Using Shannon and Weaver’s (1949b) process model has resulted in a lot of uncertainties in
this domain. This theory was initially developed for the context of radio-telephone
communication not human’s transmission of meanings (Bowman and Targowski, 1987).
Several attributes have been identified that lack details in the (Shannon and Weaver, 1949b)
communication theory that include: i) Meaning, ii) Context, iii) Linearity, and iv) Metaphor
(Bade, 2009, Bowman and Targowski, 1987, Campbell and Level, 1985, Chandler, 1994, Day,
2000, Varey, 2000); See Chapter 2, Section 2.4.2. These attributes found to be the major
weaknesses behind this theory may also lead to the mixed results in the previous WOM and
eWOM studies.
Viewing WOM and eWOM from a different communication perspective might improve our
understanding of the peer-to-peer interactions. Given that: i) WOM and eWOM are
communications amongst humans, and ii) language is the major means of human’s
3

communication (Mateas and Sengers, 2003), deriving a theory from the linguistic field may
enhance our understanding of these phenomena. Saussure’s semiotics theory was one of the
early studies that laid the foundations for better understanding of human’s language.
Semiotics is the study of “signs” (Mick et al., 2004) as the “… arbitrary social conventions by
which we conventionally agreed that a particular meaning will be realised by a particular
representation” (Eggins, 2004, p.14). Understanding how meanings are made when
communicating has been formative in one of the two major paradigms of 20th Century
Linguistics- functional linguistics- while being a point of contrast to the other major
paradigm- formal linguistics.
The formal perspective of language has been a search for “universal features” of language
where the structure of grammar becomes the exclusive foundation of language. That is, the
ways different elements of language are linked together as systems of formal rules. As a
result, formalists view language as an independent unit to be analysed in isolation without
taking in to account the use to which it is put (Dirven and Fried, 1987). On the other hand,
functional perspectives takes meaning as their foundation (Halliday, 1994). This implies that
the grammar is “natural” and organised around the ongoing communication discourse
(Halliday, 1994, p.F38). A particular linguistic approach called Systemic Functional
Linguistics (SFL) developed by Halliday (1985/1994) is the dominant comprehensive
functional theory. Further details about formal and functional are discussed in Chapter 2.
SFL theory accounts for the different weaknesses of the process model of communication
(Shannon and Weaver 1949) like the absence of semantics (meanings), contexts and so on.
SFL is a functional-semantic approach to language which explores both how people use
language in different contexts (that is cultural and situational), and how language is structured
to make meanings (Eggins, 2004, Halliday, 1994). Further details about SFL are provided in
Chapter 3. This thesis applies SFL theory to peer-to-peer communication in order to address
the mixed results in the previous WOM and eWOM studies.

1.3 Research Problem, Hypotheses and Research Questions
The theorisation of WOM and eWOM is largely routed in this unsuitable process model of
communication: (Shannon and Weaver, 1949b). This process model has led researchers to
view eWOM equal to WOM and apply various concepts from WOM to eWOM. This has
resulted in a lot of uncertainties in this domain. Building on the review of relevant literature
and using a well-established theory from linguistic domain, SFL, this thesis aims to:
4

“Demonstrate how SFL can provide insight into peer-to-peer communication”

Several hypotheses (statistical stream) and research questions (linguistic stream) were
developed to address the above research problem. The hypotheses (i.e., H1 and H2) in this
study were developed to show WOM is not equivalent to eWOM, which these are distinctly
different types of communication.
Halliday (1985) theorised that one of the major differences between spoken language and
written language is the intricacy with which the text is organised. Spoken language is more
intricate than written language. The other main difference between spoken language and
written language is one of density. Spoken language is sparse whereas written language is
dense. In this particular functional theory of language (i.e., SFL), the way these differences
measured are through Lexical Density (LD) and Grammatical Intricacy (GI). Reinterpreting
LD and GI from WOM and eWOM perspective means: the complexity of WOM is in its
grammatical (i.e., GI), whereas the complexity of eWOM is lexical (LD) (See Chapter 3).
This resulted in the following hypotheses:

H1: LD is greater with eWOM than with WOM
H2: GI is greater with WOM than with eWOM

The major product classifications in the literature are goods versus services and hedonic
versus utilitarian (Verhagen et al., 2010). The goods versus services continuum reveal
fundamental differences in product’s form (Verhagen et al., 2010); this includes the
tangibility and intangibility of products that ranges from search (mainly tangible such as
clothing) to experience (tangible and intangible such as vacation) and credence (mainly
intangible like appendix operations) products (Zeithaml, 1981, Zeithaml et al., 2013). The
hedonic versus utilitarian dichotomy captures differences in product’s functions (Verhagen et
al., 2010); pleasure versus utility (Hirschman and Holbrook, 1982). The focus of this thesis is
on the latter classification of products (i.e., Hedonic versus Utilitarian) for two reasons. First,
the different nature of goods and services has been investigated extensively in the marketing
literature (Verhagen et al., 2010) and, in WOM and eWOM domains (e.g., Sweeney et al.,
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2008, Yap et al., 2013). Second, there is an explicit need for the theoretical approach that this
thesis is taking in the hedonic and utilitarian literature. In particular, some recent studies have
indicated the lack of research in the hedonic and utilitarian domain using linguistic approach
(e.g., Kronrod and Danziger, 2013). Therefore, it seems feasible to focus on the latter
product’s classification (i.e., Hedonic versus Utilitarian) due to the existing theoretical
demand for our approach. Thus, the next hypothesis proposes that:

H3: There are differences in LD or GI due to the type of services (Hedonic/ Utilitarian)
considered

Some of the key WOM and eWOM characteristics that researchers are still uncertain about
and might be better understood through SFL include tie-strength and source expertise that are
relevant to “communicator” (i.e., the person that transmits the communication or the message)
and valence that is related to “message” (i.e., the thought, idea, attitude, image, or other
information that a sender conveys to an intended audience). Relevant precedents in both
WOM and eWOM studies confirm taking this approach (e.g., Mazzarol et al., 2007, Sweeney
et al., 2008, Yap et al., 2013). Therefore, several research questions were developed to offer
further support for a more in depth understanding of language use across different
communication’s contexts. The initial research questions that this thesis answers are:

Research Question 1: How, and to what extent, do linguistic indicators of tie-strength and
source expertise vary across different communication mediums and different services?

Research Question 2: How, and to what extent, does valence vary across different
communication mediums and different services?

In order to address the second research question, three additional questions will also need to
be posed. Three resources that will be used to address RQ 2 are: i) affect that shows our
positive or negative emotions or reaction to behaviour (RQ 2.1), ii) judgement that concerns
with our positive or negative attitudes towards people (RQ 2.2) and, iii) appreciation that
signifies our positive or negative feeling about things (RQ 2.3). The linguistic resources of
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affect (RQ 2.1) and appreciation (RQ 2.3) are comparable respectively to the affective and
cognitive message’s characteristics in the peer-to-peer communication literature. Therefore,
the three additional questions that this thesis will address are:

Research Question 2.1: How, and to what extent, does affect vary across different
communication mediums and different services?

Research Question 2.2: How, and to what extent, does judgement vary across different
communication mediums and different services?

Research Question 2.3: How, and to what extent, does appreciation vary across different
communication mediums and different services?

Tables 1.1, 1.2, and 1.3 provide a summary of the above hypotheses, research questions, SFL
and appraisal resources that were used to address them. Chapters 3 and 4 of the thesis will
discuss and justify the work in detail.
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Table 1.1: Summary of Research Hypotheses and Employed SFL Resources

Research Hypotheses

SFL Resources Employed (Detailed in chapters 3and 4)

H1- LD is greater with eWOM than with WOM

Mode: measured LD and GI by identifying several criteria:
i) Clause Complexes, ii) Clauses (Parataxis, Hypotaxis and, Embedded), iii) Lexical Items
and, iv) Functional Items

H2- GI is greater with WOM than with eWOM

H3- There are differences in LD or GI due to the type of services (Hedonic/
Utilitarian) considered

Table 1.2: Summary of Research Question 1 and Employed SFL Resources

Research Question 1

SFL Resources Employed (Detailed in
chapters 3and 4)

RQ1- How, and to what extent, do linguistic indicators of tie-strength and source expertise vary across different
communication mediums and different services?

Mood: Speech Function of Command
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Modality: Modalisation

Table 1.3: Summary of Research Question 2 (RQ 2.1, RQ 2.2, and RQ 2.3) and Employed Appraisal Resources

Research Question 2 (Detailed in chapters 3and 4)

Research Questions 2.1, 2.2, and 2.3 (Detailed in chapters 3and 4)

RQ2- How, and to what extent, does valence vary across different communication
mediums and different services?

RQ2.1- How, and to what extent, does affect vary across different communication
mediums and different services?
RQ2.2- How, and to what extent, does judgement vary across different communication
mediums and different services?
RQ2.3- How, and to what extent, does appreciation vary across different
communication mediums and different services?
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The design of the study requires this study to present hypotheses (quantitative analysis) prior
to research questions (qualitative analysis). As such, this thesis uses Embedded Mixed
Methods Design. This design involves collection of the data that would be quantiatively and
qualitatively analysed. However, one form of data in this design plays a supportive role
compared to the other form of data. Specifically, there is a primary method that guides the
project and a secondary or embedded method that provides support for the primary method
(Creswell, 2009). The priority in this project is to establish WOM and eWOM are different
types of communication. This is because Shannon and Weaver (1949) communication model
that has been heavily used by the previous peer-to-peer communication studies assumed that
WOM (spoken) is equal to eWOM (written). This view led peer-to-peer communication
researchers to apply different concepts that studied in WOM into eWOM. This resulted in to
mixed results in the literature (Discussed in chapter 2). Therefore, testing the hypotheses
(statistical stream) has been the primary method in this research, as the identified results could
determine the appropriateness of the underlying process model of communication for WOM
and eWOM studies. The research questions (linguistic stream) provide support for the primary
method (statistical stream) by taking a different approach to the collected data. While this may
be a usual approach Therefore, this study presents the hypotheses prior to the research
questions.

1.4 Anticipated Research Values
Consumers increasingly engage with WOM and eWOM when sharing consumption
experiences and making purchase decisions. Consumers’ reliance on these mediums has
attracted researchers and managers to have a better understanding of these phenomena.
Consequently, the motivation for conducting this study is defensible from the potential values
this research offers. Pre-emptively, the potential contributions from this study can be divided
into Theoretical (T), Practical (P), Methodological (M), and Substantive (S) values.

1.4.1 Anticipated Theoretical Values
This thesis is anticipated to offers several theoretical values. As such, one of the expected
theoretical values this thesis anticipates to make is to expose the inappropriateness of using
Shannon and Weaver’s process model in the peer-to-peer communication context. A review on
the previous WOM and eWOM studies reveals that the findings in the literature are
inconclusive. Despite the inconclusiveness of the results in the previous studies, most
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researchers have not yet attempted to question the underlying theory of peer-to-peer
communication (i.e., Shannon and Weaver, 1949). Therefore, one of the theoretical values this
thesis expects to achieve is to expose the inappropriateness of Shannon and Weaver’s process
model of communication. This anticipated value can benefit peer-to-peer communication
domain by revealing the need for revision of this domain.
This thesis also expects to add another theoretical value by establishing the relevance of a
linguistic theory (i.e., SFL) as an appropriate approach for studying peer-to-peer
communications or other domains that rely on the process model of communication. This
process will involve: i) identifying the drawbacks of previous process model, and ii) selecting
a theory than can address all the identified drawbacks. Pre-emptively, the theory of SFL will
be selected as the only theory that could: 1) address the key weaknesses of the process model
of communication (e.g., aSemantic), and 2) provide relevant solutions for each of the
identified issues (e.g., Semantic). The anticipated implication of this theoretical value will
suggest all marketing studies of communication to apply at the very least a functional and
surely a semantic model of communication. This could also include other fields of marketing
such viral marketing and advertisement that rely on the process model of communication.

1.4.2 Anticipated Practical Values
This research anticipates providing several practical values. As such, one of the practical
values of this study that can benefit online marketers and website managers (e.g., review sites,
social media) is relevant to appraisal or valence. A review on most of the well-known
websites such as social media sites (e.g., Facebook), business review sites (e.g., Google) and
electronic commerce sites (e.g., Amazon) shows that their feedback areas have not been
designed to fully capture consumers’ evaluations. For example, websites like Facebook,
Google, and Amazon have only two options for consumers to provide feedback on the
consumed product: i) Star Sign Rating, and ii) Write a Review. However, appraisal (valence)
shows that consumers evaluation is comprised of several subsystems that can capture
consumer’s evaluations based on affect (i.e., emotion), judgement (i.e., people), and
appreciation (i.e., things). Thus, this study expects to add a practical value by informing
online marketers and website managers to consider modifying the design of their websites so
as to easily track and understand consumer’s consumption experiences.
Another practical value this study expects to make is relevant to the manual sentiment
analysis. That is, to encourage online marketers to use manual sentiment analysis to better
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understand consumers’ sentiments. The convenience and growth of datasets for machine
learning algorithms increased marketers’ interest in using text-mining tools to perform
sentiment analysis (Pang and Lee, 2008). However, such programs disregard context and
some other elements like irony and sarcasm (Tausczik and Pennebaker, 2010) that are pivotal
to understand the meaning of a text. This research expects to illustrate the drawback of using
machines by submitting a text derived from this study to the sentiment analysis software
called NaSent, and then to compare the result to this study’s manual sentiment analysis
approach. This research expects to recommend marketers to use manual sentiment analysis on
the whole corpora, or at the very least on a large part of the corpora to have an accurate
understanding of consumers’ sentiments.

1.4.3 Anticipated Methodological Values
This research expects to provide several methodological values. In detail, the first two
methodological values will be based on the mapping of SFL to peer-to-peer communications.
That is, the use of the SFL properties to develop a language resource selection process as a
foundation for analysing WOM/eWOM communication, and the development of an analysis
framework for sequencing and workflow of the selected language resources. Considering that
no peer-to-peer communication study has yet attempted to use SFL, this study will provide a
full insight toward the language resource selection and analysis framework of this
functional-semantic theory. These potential contributions largely benefit other studies that are
interested in understanding consumer’s language given that the number of studies that took
linguistic approach in peer-to-peer communication domain is limited (e.g., Kronrod and
Danziger, 2013, Moore, 2012, 2015, Packard and Berger, 2017, Schellekens et al., 2010).
This study anticipates adding other methodological values by developing a design framework
for ensuring linguistically standardised test for stimulus materials in experiments. In particular,
this research will employ SFL resources to design linguistically standardised scenarios that are
equal in terms of different characteristics such as valence. To the best of this researcher’s
knowledge, such an approach has not been applied in the marketing field before.

1.4.4 Anticipated Substantive Values
This study expects to offers several substantive values by understanding different peer-to-peer
communication characteristics based on SFL resources. There is an increasing attention to
different peer-to-peer communication characteristics through consumer’s language (e.g.,
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Kronrod and Danziger 2013, Moore 2012, 2015, Packard and Berger, 2017, Schellekens et al.,
2010). For instance, Packard and Berger’s (2017) recent study used some linguistic indicators
such as explicit recommendations (e.g., people should read this) to determine source expertise.
The equivalent of this explicit linguistic indicator in SFL is labelled as modality (e.g., should).
This study anticipates to add further insight into this small but growing stream of research that
focuses on consumer’s language to better understand peer-to-peer communications and their
associated characteristics (i.e., source expertise, tie-strength, valence, affective content, and
cognitive content) across different mediums and services.
This research also anticipates to make several substantive values by producing linguistic
corpora (i.e., collection of texts) in peer-to-peer marketing communications. The importance
of developing collection of texts is widely established in fields like linguistic. This is because
the corpora can be used as a substantial source for other scholars for their investigations (e.g.,
grammarians) (Thornbury and Slade, 2006). However, to the best of this researcher’s
knowledge, no study in the peer-to-peer communications’ context has yet attempted to
produce and collect corpora of texts that are established upon standardised input. This
research will standardise the inputs based on several peer-to-peer communication
characteristics like valence, tie-strength, and the like.

1.5 Research Design
This research used embedded mixed methods by conducting a 2x2 experimental design.
Embedded design involves simlutanouse collection of the data that would be quantiatively and
qualitatively analysed, but to have one form of data play a supportive role to the other form of
data (Creswell, 2012). The independent variables consisted of (i) communication medium and
(ii) products’ type while 1) LD and GI were the dependent variables for the statistical analysis
of the data and, 2) SFL characteristics of mood and appraisal (attitude) as the linguistic
analysis of the dependent variables. In SFL, mood captures different interpersonal
relationships amongst interactants while attitude is a broad framework that captures all of our
positive and negative evaluations by classifying our assessments in to affect (emotion),
judgement (ethics), and appreciation (aesthetics); see (Eggins, 2004, Martin and White,
2005)).
Different analyses methods were developed to analyse the collected data (i.e., texts). The
development of analysis approach shows how different linguistic resources in a text (i.e.,
WOM or eWOM) can be analysed and interpreted based on peer-to-peer communication’s
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characteristics. The developed methods indicated that the analyses of LD, GI and, mood are
relatively objective while appraisal analysis is more open to different interpretations. The
development of analysis approach was conducted in the following order: 1) LD and GI, 2)
mood, and 3) appraisal. The first step in this research was to establish that WOM and eWOM
are linguistically different types of communication (i.e., H1 and H2). This is because previous
theories, that is Shannon and Weaver (1949) assumed WOM and eWOM are similar. This is
followed by examining the potential differences across hedonic and utilitarian products (H3).
Preparing LD and GI for the quantitative analysis also included an extensive process and
different analysis steps; refer to Chapter 4, Section 4.2.3. The quantitative analysis of LD and
GI data involved a paired t-test and an independent t-test. Steps two and three involved
exploring how different WOM and eWOM characteristics (RQ 1: Indicators of Tie-Strength,
Source Expertise, and RQ 2: Valence) varied across different contexts. Answering these
research questions involved qualitative analysis of the experimental data.
In total, 40 participants were recruited for this study. The choice of participants was based on
the groups who represent the WOM/eWOM and Hedonic/Utilitarian users’ population.
Previous studies indicated university students are the best sample that represents peer-to-peer
communication users. This is because they are: i) more susceptible to different WOM sources
as they are more actively searching for such information than mature individuals, and ii) more
likely than average consumers to spend time online to read and to use eWOM (De Matos and
Rossi, 2008, Chan and Ngai, 2011). Furthermore, the selection of students deemed to be
relevant for the employed services in this study. This study selected one hedonic and one
utilitarian service: Holiday Destination and University Elective Subject. Previous studies have
confirmed students are a good sample for some hedonic services like holidays and vacations.
This is because: i) the number of university students engaging in some form of holiday and
vacation break is growing every year, and ii) they are amongst the consumers who enjoy long
and periodical holidays (Gallarza and Saura, 2006). Moreover, the major consumers of some
utilitarian services such as colleges and universities are this age group (Oldfield and Baron,
2000). Thus, selecting students for the utilitarian service of university elective subject also
deemed appropriate. This study selected those students who have provided information to
others, concerning hedonic and utilitarian services in the previous twelve months. In addition,
selecting Australian students as their first language is English was considered important in this
research. This is because the focus of this research is communication in the English language.

14

The experimental procedures generated two types of data: written transcripts (eWOM) plus
audio and video files (WOM). 80 texts were generated in total: 40 WOM (i.e., 20 Hedonic and
Utilitarian – 20 Utilitarian and Hedonic) and 40 eWOM (i.e., 20 Hedonic and Utilitarian – 20
Utilitarian and Hedonic). The researcher transcribed WOM scenarios given that eWOM
scenarios were originally produced in written format. This research ensured the equivalence of
the linguistic input by holding these constant. Specifically, this research developed and
provided participants with hedonic and utilitarian scenarios that had consistent levels of LD,
GI, indicators of tie-strength and source expertise, and positive and negative information
(valence) across the service types (See section 4.2.4 and appendix 3 (i.e., appraisal: A3.1, A
3.2, and A 3.3 / LD and GI: A 3.4, A 3.5, and A 3.6 / Mood: A 3.7, A 3.8, and A 3.9)).

1.6 Thesis Structure
This thesis comprised of six chapters. Chapter 1 provides a brief introduction of the conducted
research. This chapter discusses the background, the identified gaps and, the developed
research problem. The justification for this research is then introduced. This chapter ends by
providing an overview of the research design and limitations of the study.
Chapter 2 presents a review of extant literature. This chapter provides an exhaustive overview
of peer-to-peer communications. This proceeds by discussing the key communication models
and different communication elements relevant to this study (i.e., communicator, message,
and channel). This chapter ends by unpacking peer-to-peer communication process model (i.e.,
Shannon and Weaver Theory of Communication) and a review of the previous studies that
used linguistic approach.
Chapter 3 starts by presenting discussions on why: i) a linguistic perspective is required, ii) a
functional approach has advantageous over formal approach, and iii) the theory of SFL is the
most theory to this domain. This continues by discussing SFL theory in detail. This chapter
selects, justifies and, reinterprets the relevant SFL resources from WOM/eWOM perspective.
This chapter ends by presenting the research problem, developed hypotheses and, research
questions.
Chapter 4 describes and justifies the overall research design. In particular, this chapter
discusses employed mixed methods design followed by participants’ selection, procedure and
instruments, development of analysis approach and scenarios, preparation and analyses of
data, and research design.
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Chapter 5 provides a discussion on the analyses’ results. This chapter starts by providing a
justification for the presentation of results. This chapter continues by discussing the results for
the developed hypotheses (i.e., statistical stream). This chapter ends by outlining the findings
for each research question (i.e., linguistic stream).
Chapter 6 concludes the thesis by discussing the findings from the statistical stream based on
the hypotheses’ findings and their relevance to the previous studies. The same approach is
employed for the linguistic stream. The contributions of this research along with the study’s
limitations and suggestions for the future research are discussed at the end.

1.7 Limitations and Directions for Future Research
Pre-emptively, this thesis has several limitations. Some of these limitations are due to the
ground-breaking nature of the methods (SFL) applied to the topic (peer-to-peer
communications). However, the limitations offer opportunities for the future research. The
limitations and directions for the future studies are thoroughly discussed in chapter 6 (See
section 6.6). Therefore, to avoid repetition, this section briefly discusses some of the
limitations and directions for the future studies.
Primarily, this thesis will not consider the full communicative cycle. That is, this study used
those elements of communication that are relevant to initiating an interaction. This includes
communicator, message and, medium. This thesis did not use the full communication cycle, as
the purpose of this ground-breaking work was to establish that communication differences
exist at any level prior to looking at the more complex cycle. Therefore, future research could
address this limitation and expand this work by considering the full communicative cycle or at
very least the recipient’s perspective.
Next, the selected online medium (i.e., email) for this study will represents a small portion of
eWOM mediums. However, there are different eWOM mediums such as forums, blogs,
review websites, and the like. Chan and Ngai’s (2011) eWOM literature study identified
review sites and blogs to be the most widely investigated eWOM channels while, email or
one-to-one mediums found to be the least studied channels. Less attention to mediums like
email could be because marketers and consumer frequently use other eWOM mediums like
Facebook or review sites that are highly visible. For instance, social media sites like Facebook
have outpaced email as the most popular online activity that consumers use to interact with
each other (Chu and Kim, 2011). In addition, 77% of consumers refer to review sites (e.g.,
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Tripadvisor) when making a purchase decision (Xie et al., 2016), which makes these mediums
to be attractive for both consumer and marketers. However, compared to these popular
mediums, the eWOM findings in this study are derived from a less prevalent channel (i.e.,
email) that may not represent all form of eWOM used by consumers and/or marketers.
Consequently, future research could replicate this study’s findings by using mediums that are
more prevalent amongst consumers, marketers, and researchers.
Furthermore, this research will disregard the relevance of communication’s scope to different
types of services. Previous eWOM studies used communication scope and classified online
mediums into three groups: one-to-one (e.g., email), one-to-many (e.g., review sites), and
many-to-many (e.g., forum) (Litvin et al., 2008). Previous studies confirmed that consumers’
use of different mediums could be relevant to the product’s type. For example, there is an
emerging tendency for consumers to use many-to-many eWOM sites (e.g., forums) to
evaluate utilitarian services (e.g., university’s course and lecturer: RateMyProfessors.com)
(Steffes and Burgee, 2009). However, consumers use one-to-many eWOM sites (e.g., review
sites) when assessing hedonic services (e.g., hotel: Tripadvisor) (Xie et al., 2016). Unlike this
emerging trend, this research ignored the relevance services’ of types to communication’s
scope and employed one-to-one medium (i.e., email) for both hedonic and utilitarian services.
This is because the purpose of this research was to see how linguistic characteristics vary
across different topics but within one medium. Therefore, future research can extend this
research work by considering the relevance of products’ types and the scope of
communication when selecting eWOM mediums.
In addition, the findings in this study are constrained to hedonic-utilitarian dichotomy in the
context of services. However, there are different product classifications. Another product
classification that has been central to the previous WOM/eWOM studies is
“search-experience-credence”. Moreover, previous studies used this classification across both
goods and services (e.g., Davis and Khazanchi, 2008, Jiménez and Mendoza, 2013, Sweeney
et al., 2008, Yap et al., 2013). However, the findings from this study are narrowed to
“services” and “hedonic-utilitarian” dichotomy. Accordingly, to be more confident that the
findings of this study are relevant to other product’s classifications, future research should
repeat this research’s approach by employing: i) other product’s types such as
“search-experience-credence” or, ii) hedonic-utilitarian dichotomy but in the context of goods
instead of services.
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Lastly, the findings of this study will not be applicable to some new forms of peer-to-peer
communications such as viral marketing or Word of Mouth Marketing (WOMM). Viral
marketing or WOMM refers to the influence that marketers have on consumers to discuss,
“Like”, “Share”, or spread marketing-relevant information with other consumers through
Facebook, tweeters, blogs, e-mails, and the like (Chiu et al., 2014, Hu and Ha, 2015, Kozinets
et al., 2010 ). For example, a consumer "Likes" of a brand’s post will automatically appear in
his/her the news feed, which directly spread the eWOM online (Hu and Ha, 2015). The focus
of this research was using scenarios that were genuinely generated by another consumer
without the influence of marketers. Thus, the findings of this research may not be applicable
to other forms of peer-to-peer communication such as WOMM. Nonetheless, future research
can extend this work by replicating our approach in the context of viral marketing or WOMM.

1.8 Conclusion
This chapter provided a succinct discussion of the whole thesis. Initially, this chapter provided
an overview of the research topic in terms of background (section 1.2). In particular, section
1.2 delineated the importance of WOM and eWOM from researchers and consumers’
perspectives. This was followed by questioning the underlying process model of
communication that has been used to study these phenomena, and introduction of a new
theory (SFL). Next, section 1.3 outlined the research problem, hypotheses and, questions by
linking them to the identified gaps in the literature. Furthermore, this section elucidated the
linguistic resources that would be used in relation to each hypothesis and research question.
Section 1.4 indicated the motivation of this study. That is, this section justified the motives for
conducting this research by proving a list of contributions this thesis will make ranging from
Theoretical and Substantive to Methodological and Practical contributions. Then, section 1.5,
offered a discussion on the design of the study. This included the research methods, data
collection procedure, analyses tools, and the like. Section 1.6 outlined the structure of the
thesis. To be precise, this section provided a brief description of each chapter in this thesis.
Finally, section 1.7 discussed the limitation of this study and delineated how the future
research could improve this work.
The next chapter, chapter 2, will provide a thorough discussion on the literature. Chapter 2
provides an extensive review of the previous studies and highlights the key gaps and
inconclusiveness in the previous peer-to-peer communication studies. Chapter 2 will also
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clarify why this domain needs to be revised, specifically by adopting a new theory from the
linguistic field.
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2. LITERATURE REVIEW
2.1 Introduction
The purpose of this chapter is to show the need for revision of peer-to-peer communication
domain. Hence, this chapter provides a review of the previous studies and highlights the
identified gaps in the literature. The sections that will be discussed in this chapter are as per
below.
Drawing on the literature, section 2.2 illustrates the significance of Word of Mouth (WOM)
and Electronic Word of Mouth (eWOM) for consumers and marketers. This section continues
by reviewing different product’s categories that have been the topic of WOM and eWOM
communications. That is, a review of the hedonic and utilitarian studies and the identified
differences between these two product’s categories. Section 2.3 reviews the communication
process models (e.g., Shannon and Weaver, 1949) that informed most of the WOM and
eWOM studies. Then, this section provides a brief discussion of initiating communication
elements, their associated characteristics, and the inconclusiveness of findings in this domain.
The last section highlights the inappropriateness of Shannon and Weaver’s Communication
theory in the WOM and eWOM field. In particular, section 2.4 illustrates Shannon and
Weaver’s (1949) weaknesses are the main reason for the mixed results in the literature. This
section ends by suggesting the need for adopting a new theoretical approach in this domain
from other fields like linguistic.
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2.2 Overview of Peer-to-Peer Communications
2.2.1 Mediums
Peer-to-Peer communications involve dissemination of information about products and
services amongst consumers (Grifoni et al., 2013). Peer-to-Peer communications take place in
two major mediums: i) Word of Mouth (WOM), and ii) Electronic Word of Mouth (eWOM).
i) Word of Mouth
The term Word-Of-Mouth (WOM) has received increasing attention from academics and
practitioners as a major influence on what people know, feel and do in relation to products and
services (e.g., Buttle, 1998, Sweeney et al., 2014). The first studies of WOM characterised this
concept as a face-to-face communication between a communicator and a receiver who were
perceived as not having connections to any commercial entity (Arndt, 1967a ). Latter studies
defined WOM as “exchange of ephemeral oral or spoken messages between a contiguous
source and a recipient who communicate directly in real life” (Stern, 1994, p.7)
or "interpersonal communications in which none of the participants are marketing sources"
(Bone, 1995, p.213). Consistent with Arndt’s ( 1967a ), Stern’s (1994),and Bone’s (1995)
definitions, most recent studies referred to WOM as an oral and informal communication
between private parties regarding a brand, a product, an organization, or a service (Anderson,
1998, Christodoulides et al., 2012, Sweeney et al., 2012, Choi and Choi, 2014, Huang et al.,
2011, Harrison-Walker, 2001) .
All the definitions of WOM have some common core themes such as (i) informality of
consumers’ (e.g.,Bansal and Voyer, 2000, Sweeney et al., 2014) (ii) spoken interaction (e.g.,
Buttle, 1998, Harrison-Walker, 2001) and (iii) an orientation towards the evaluation of goods
and services (e.g., Anderson, 1998, Solomon et al., 2012). This appears to be a reoccurring
conception of WOM in the minds of academics and practitioners in the marketing field (e.g.,
Buttle, 1998, Sweeney et al., 2014). This thesis will also refer to WOM as an informal and
non-commercial form of person-to-person verbal communication between consumers
concerning evaluations of goods and services.
WOM communication ranges from a simple discussion with a friend about the product related
information (e.g., Lim and Chung, 2011, Mazzarol et al., 2007) to the receiving of a
recommendation from a co-worker for trying of a new service (e.g.,Chu and Kim, 2011) .
During these communications, consumers exchange opinions about, and experiences of,
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products as well recommendations to buy or not buy products (Solomon et al., 2012). The
WOM recommendation to buy a product usually derives from a consumer’s positive
consumption experience while suggesting not to purchase a product regularly forms on the
basis of a negative consumption outcome (e.g., Carroll and Ahuvia, 2006, Gauri et al., 2008,
Hou Wee et al., 1995, Song et al., 2008). WOM recommendations have been acknowledged to
be particularly important in forming consumer’s behaviour and purchase decision (Engel et al.,
1969, Gilly et al., 1998).
Researchers frequently recognised WOM as an influential source of information impacting
consumer’s product choice and purchase decision (Dichter, 1966). Various researchers
indicated that WOM communication has a substantial impact on, nearly 70%, all of the
buying decisions (Angelis et al., 2012, Balter, 2008). This is due to the fact that WOM are
believed to be less biased and more truthful and effective than any other types of information
(Day, 1971). To exemplify, Day (1971) predicted that WOM is nine times more effective than
advertising in changing consumer attitudes. Different studies indicated that WOM is seven
times as effective as newspapers and magazines, four times as effective as personal selling,
and twice as effective as radio advertising in influencing consumers’ behaviour (Brown and
Reingen, 1987, Cheung and Thadani, 2012). WOM is recognised as an influential source of
information impacting consumer’s product choice and purchase decision (Dichter, 1966,
Sweeney et al., 2014). Given the substantial role of WOM on consumer’s decision, the
emergence of the internet has led consumers’ communication to extend from offline WOM to
Electronic Word-Of-Mouth (e-WOM). The next section will discuss the definition and
importance of Electronic Word-Of-Mouth (e-WOM) communication.
ii) Electronic Word of Mouth
With changes in technology and the emergence of the internet, consumers’ communication
behaviours have been extended in the domain of computer mediated communication. Buttle
(1998) was one of the first scholars to acknowledge the impact of technological changes in the
way oral or ephemeral WOM interaction could be communicated. He theorised that WOM
communications that take place on electronic channels function analogously to face-to- face
WOM in that they both occur between consumers about products or services (Buttle, 1998).
Similarly, Stauss (2000, p.243) conceptualised this communication as when “customers
report/interact about consumption-relevant circumstances on the Internet”. Accordingly,
various researchers employed WOM conceptual foundation to theorize the communication
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that takes place on internet as Electronic Word of Mouth (eWOM) (Goldsmith and Horowitz,
2006, Park and Kim, 2008, Tham et al., 2013).
Researchers found eWOM conceptually similar in various ways to WOM (Tham et al., 2013).
For instance, both forms involve (i) informal (e.g., Litvin et al., 2008) (ii) evaluation of goods
and services (e.g., Chu and Kim, 2011, Hennig-Thurau et al., 2004) (iii) between consumers
(e.g., Chan and Ngai, 2011). Furthermore, they both involve consumers gaining information
that helps to select between product alternatives (De Bruyn and Lilien, 2008). Like offline
WOM, research showed that consumers’ communications on the internet have higher
credibility to consumers than other sources of information (Chiu et al., 2014). Despite these
presumed similarities, eWOM is not just an online version of WOM. Rather, eWOM and
traditional WOM also have a number of substantial differences.
The differences between WOM and eWOM show that traditional WOM is (i) typically spoken
and includes non-verbal communication (e.g., body language, facial expressions) (e.g.,Huang
et al., 2008, Wang, 2011) and takes place among (ii) friends, family, and acquaintances in
small face-to-face or telephone settings (Blackwell et al., 2006). In contrast, eWOM is
predominantly (i) text based with images in some instances (e.g., Park and Lee, 2009, Yap et
al., 2013) that occurs on the (ii) internet sites like email, blogs or micro-blogs (e.g., twitter),
discussion forums (e.g., zapak), review websites (e.g., TripAdvisor) and, social networking
sites (e.g., Facebook) by both unknown and known contributors (Cheung and Thadani, 2012,
Goldsmith and Horowitz, 2006, Floyd et al., 2014, Hennig-Thurau and Walsh, 2003, Litvin et
al., 2008). In detail, unlike WOM that predominantly occurs between friends and
acquaintances, eWOM could occur between both friends and strangers (Hennig-Thurau and
Walsh, 2003). Hennig-Thurau and Walsh (2003, p. 51) argued that in eWOM, “consumers are
able to obtain information related to goods and services not only from friends, acquaintances,
and colleagues, by means of personal communication, but also from a myriad of other people,
otherwise unknown to them, who have had experience with the relevant products”.
Hennig-Thurau et al. (2004) was one of the first scholars that defined Electronic Word of
Mouth (eWOM). Hennig-Thurau et al. (2004) definition contained some core themes that
were in common with traditional WOM (e.g., customers’ communication about products) and
some that were different from traditional WOM (e.g., available to more than two people).
Specifically, Hennig-Thurau et al. (2004, p.39) defined eWOM as “any positive or negative
statement made by potential, actual, or former customers about a product or company, which
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is made available to a multitude of people and institutions via the Internet”. Some other
scholar’s definition, however, mainly formed on the basis of similarities between WOM and
eWOM communication (e.g.,Litvin et al., 2008). For example, Litvin et al. (2008) employed
Westbrook (1987) definition of WOM to define eWOM by adding internet as the medium in
which communication takes place. Litvin et al. (2008, p.461) defined eWOM as “all informal
communications directed at consumers through internet-based technology related to the usage
or characteristics of particular goods and services, or their sellers”.
A review of various studies shows that all definitions of eWOM focused on both, similarities
and differences between offline and online WOM (e.g., Christodoulides et al., 2012).
Furthermore, most of the definitions have some common themes such as (i) informal (ii)
evaluation of goods and services (iii) between two or multiple number of consumers that
could be known (e.g., friends) or unknown (iv) on the internet (Abrantes et al., 2013, Cheung
et al., 2008, Chu and Kim, 2011, Eisingerich et al., 2015, Floyd et al., 2014, Wang, 2011,
Hennig-Thurau and Walsh, 2003). This thesis will refer to eWOM as informal and
non-commercial form of communication between two or more consumers that could be
known or unknown, about brands, products, or services while the communication occurs via
the internet.
Given the presumed conceptual closeness of WOM and eWOM, both forms of the
communications have been established as a credible source of information for consumers’
decision. A major tenet behind such credibility comes from the belief that social interaction
between consumers is the main driver of such a communication (Phelps et al., 2004).
Accordingly, viewing WOM and eWOM from the perspective of communication theory has
simplified and heightened our understanding of such phenomena. The next section will
discuss the content of these peer-to-peer communications.

2.2.2 Message Content
Content of a message reflects what consumers communicate about (Kotler et al., 2002).
Specifically, the contents of a message is the ‘subject’ matter being communicated about the
relevant products’ type (Chiu et al., 2014) That is, the products’ type and their relevant
characteristics determine the content of a message in a peer-to-peer communication (Chiu et
al., 2014).
One of the major products’ classification in the literature is hedonic versus utilitarian
(Verhagen et al., 2010). The differences between hedonic and utilitarian products have been
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widely established and discussed in the previous studies (e.g., Batra and Ahtola, 1991,
Chakravarty et al., 2010, Chang et al., 2014, Chitturi et al., 2008, Hirschman and Holbrook,
1982, Okada, 2005). This dichotomy emerged after 1960s in the direction of understanding
consumer choices of products and the symbolic meaning that can be achieved through
obtaining those products (Hirschman and Holbrook, 1982). This led to one theoretical break
down by classifying products into two types: Hedonic and Utilitarian (Batra and Ahtola, 1991,
Dhar and Wertenbroch, 2000). A hedonic product theorised in terms of whether they can offer
enjoyable experiences, such as fun, pleasure, and excitement for the consumer (Dhar and
Wertenbroch, 2000, Floyd et al., 2014). Therefore, consumption of a hedonic product
confirmed to provoke emotive and multi-sensory aspect of consumer’s experience (Hirschman
and Holbrook, 1982). Instead, consumption of utilitarian products found to be primarily
instrumental, cognitive driven, and functional in nature (Dhar and Wertenbroch, 2000, Floyd
et al., 2014). That is, utilitarian products theorised as those ones that are goal driven and
mainly accomplish a practical task (Dhar and Wertenbroch, 2000).
Past research has shown that some products are multifaceted and can represent both hedonic
and utilitarian features at the same time (Chitturi et al., 2008). For example, a consumer
evaluating a pair of sneakers may consider both utilitarian characteristics (e.g., durability and
hedonic attributes, for example, design (Khan et al., 2005). Therefore, researchers classified
hedonic and utilitarian products based on various attributes they represent and the value they
offer (Kakar, 2015). In other words, researchers distinguished hedonic and utilitarian products
based on the relevant attributes that represent hedonic or utilitarian values (Kakar, 2015).
Babin et al. (1994, p.645) referred to Holbrook and Corfman (1985) and theorised value as
"an interactive relativistic preference experience. . . characterising a subject's experience of
interacting with some object. The object may be anything or event". Recent studies referred to
value as a person’s relativistic preference after he or she interacts with things that can be
either hedonic or utilitarian (e.g., Chiu et al., 2014). Hedonic value is subjective and personal
and stems from fun and playfulness (Babin et al., 1994). So, hedonic value is viewed to be
associated with pleasure seeking goals of the users (Kakar, 2015). However, utilitarian value
is less subjective and less personal (Babin et al., 1994). That is, utilitarian value is formed on
the basis of task completion and associated with pain avoidance goals of the users (Babin et
al., 1994, Kakar, 2015). Therefore, when evaluating a utilitarian value, consumers act as a
rational problem solver (Kakar, 2013).
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Another fundamental distinction between hedonic and utilitarian products is in their intrinsic
and extrinsic value (Ahtola, 1985). Consumption of a hedonic product entails intrinsic value
as it is fun in nature (Kakar, 2015). A hedonic product is being consumed for the emotional
responses it provokes and thus, for its own sake (Ahtola, 1985). In comparison to
consumption of a utilitarian product, hedonic consumption is perceived as relatively more
discretionary and optional (Khan et al., 2005). Consumption of a utilitarian product entails
extrinsic value as it tends to result from beliefs about the way product imagery serves
consumption needs (Ahtola, 1985). In other words, a utilitarian product is being consumed as
there is a need for that product rather than the enjoyment itself (Ahtola, 1985, Kakar, 2015).
Therefore, hedonic products are claimed to be “sought for their own sake” while utilitarian
products are sought as “a means to an end” (Chandon et al., 2000, p.66).
Dhar and Wertenbroch (2000) used “want” and “should” as another attribute that represent the
differences between hedonic and utilitarian products. Bazerman et al. (1998) originally
theorised “want” and “should” as a distinction that can be found in consumer’s preferences.
Bazerman et al. (1998) referred to “want” as the emotional or affective preference of the
decision maker, while “should” defined as cognitive or reasoned preference of the decision
maker. Dhar and Wertenbroch (2000, p.61) applied this in hedonic and utilitarian context and
argued that “The want/should distinction is broadly compatible with the distinction between
hedonic and utilitarian goods - items that are high on hedonic value are likely to be subject to
want preferences, and items that are high on utilitarian value are likely to be subject to should
preferences”. For example, consumers may purchase products that they feel they “should”
obtain, for example, healthy or less expensive instead of the ones they truly “want”- less
healthy but more tasty or expensive (Khan et al., 2005).
Some researchers used the terms “luxury” and “necessity”, respectively, to distinguish
hedonic and utilitarian products (Khan et al., 2005). This difference established upon
Maslow’s universal hierarchy of human needs (Kakar, 2015, Khan et al., 2005). Maslow’s
theory identifies various levels of human needs that rank based on importance from low level
needs to high level needs (Schiffman et al., 2014). Interpreting hedonic and utilitarian
products from Maslow’s perspective, luxuries hold a lower status in terms of importance
compared to necessities (Kakar, 2015). In particular, luxury products are associated with
desire that provides a condition of abundance, pleasure, ease and comfort while necessity
products involve basic requirements of life that relieve an unpleasant state of discomfort
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(Khan et al., 2005). Therefore, luxury and necessity labelled as another attribute that
differentiate hedonic from utilitarian products.
The major tenet behind the above discussion is to show that hedonic and utilitarian products
are different. Kakar (2015) provided a consolidated summary of hedonic and utilitarian
product characteristics that is presented in the following table.

Table 2.1: Consolidated Summary of Hedonic-Utilitarian Product Characteristics- Based
on Kakar (2015)
Utilitarian Value

Hedonic Value

Represents ‘‘shoulds’’

Represents ‘‘wants’’

Is functional and practical

Represents novelty, aesthetics, unexpectedness,
fun

Is a means to an end

Is an end in itself

Represents cognitive or reasoned preferences of the
user

Represents emotional or affective preferences of the
user

Generates cognitive satisfaction response when
fulfilled

Generates affective delight response when fulfilled

Can be objectively appraised

Are subjective, experiential

Represents Maslow’s lower level needs

Represents Maslow’s higher level needs

Represents Herzberg’s hygiene factors

Represents Herzberg’s motivators

Serves pain avoidance goals

Serves pleasure seeking goals

Fulfil preventive goals

Fulfils promotional goals

Results in disgust/anger when unfulfilled

Results in dissatisfaction when unfulfilled

2.3 Process Models of Communication Informing WOM and
eWOM
Communication is “the human activity that links people together and creates relationships”
(Duncan and Moriarty, 1998, p.2). The word communication has been used in a very broad
sense to encompass all the procedures in which one mind may affect another (Shannon and
Weaver, 1949). This includes a wide range of disciplines from marketing and information
system to politics, sociology, economics, and psychology. For that reason, various
communication theories have been widely established and used in various disciplines to
disseminate knowledge (Duncan and Moriarty, 1998). A review on the literature reveals that
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communication models have been developed out of the initial work of some prominent
scholars like Lasswell (1948), Hovland (1948), and Shannon and Weaver (1949).
Some studies of communication theory focused on the effects of communication on individual
audience members (Buttle, 1995). Over the years, their ground breaking work has helped to
lay a foundation for better understanding of consumers’ communication and marketing
communication process (Duncan and Moriarty, 1998). For instance, the American political
scientist Lasswell (1948, p.12) offered a communication model involved a framework that
simply states “who says what to whom in which channel with what effect”. In other words,
Lasswell (1948) framework identified five communication elements. These included “who”
that represented the message source or the sender; “says what” which indicated the message;
“to whom” that signified the audience; “in which channel” that considered as the means used
to communicate; and “with what effect” which emerged as the response of the communication.
The simplicity of Lasswell (1948) framework led different studies to use this model (e.g.,
Cheung and Thadani, 2012, Chiu et al., 2014).
Hovland (1948, p.317), one of the founding fathers of social communication research, also
noted that social communication involves “the process by which an individual (the
communicator) transmits stimuli (usually verbal symbols) to modify the behaviour of other
individuals (communicatees)”. Hovland (1948) communication framework comprised of a
communicator (sender), a stimuli (message), a receiver (audience), and a response (main
effect). This framework has also been used to study peer-to-peer communication (e.g.,
Sweeney et al., 2008). However, one of the first and perhaps most fundamentally important
researches in the field of communication is Shannon and Weaver (1949) The Mathematical
Theory of Communication (Kernan, 1995). Similar to Hovland (1948) and Lasswell (1948)
communication models, Shannon and Weaver’s (1949) theory of communication has been
used to study consumers’ communication.
The seminal work of Shannon and Weaver (1949) is the dominant model of communication
used in Marketing. Similar to the other communication models (e.g., Hovland, 1948, Lasswell,
1948), the Mathematical Theory of Communication evolved around the simple
communication model of sender-channel-message- receiver (McQuail and Windahl, 2015). In
detail, Shannon and Weaver (1949) communication theory has five elements: “information
source”, “transmitter”, “channel”, “receiver”, and “destination” (See Figure 2.1). In the
beginning, Shannon’s (1948) Mathematical Theory of Communication was an engineering
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theory of the ways in which electrical signals are transmitted inside a mechanical system that
intended to transfer those signals from one source to a destination point (See Figure 2.1).

Information
Source

Receiver

Transmitter

Destination

Channel

Signal
Message

Received
Signal

Message

Noise Source

Figure 2.1: Schematic diagram of a general communication system (Based on Shannon
and Weaver, 1949)
Shannon (1948) developed a general communication system starting from an information
source that encodes the desired message and transmits the message via a channel. A channel is
a path for the message as it moves from the communicator to the receiver (Chitty et al., 2015).
The message is formed into signals by a transmitter (McQuail and Windahl, 2015). The
signals that are moving through the channel are subject to the influence of extraneous and
distracting elements called noise (Chitty et al., 2015). The transmitted signal that is affected
by noise leads to the receiver (McQuail and Windahl, 2015). The receiver then reconstructs
and decodes the message from the signal at the destination source (Shannon, 1948). A
message that is sent by the communicator may not always be reconstructed in the same way
by the receiver (McQuail and Windahl, 2015). This inability to determine the meaning in this
model could lead to communication’s failure as a sent and a received message is not always
identical.
Shannon’s (1948) work was initially developed for the engineering field and it made sense in
that domain. However, Weaver (1949) , who was also an engineer, incorrectly assumed that
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Shannon’s Mathematical Theory of Communication could also be employed in to human
communication. Consequently, Shannon and Weaver (1949, p.3) theorised communication as
a comprehensive term that could be used “in a very broad sense to include all of the
procedures by which one mind may affect another”. Shannon and Weaver’s (1949) work
turned from engineering and mathematics focused field in to all human related disciplines.
Various fields started to employ this model of communication. In particular, diverse
disciplines like biology, journalism, library work, psychology, psychiatry, communication
education, and business used their prominent work (Dahling, 1962). One of the specific areas
that Shannon and Weaver’s (1949) work contributed to is consumer’s research (e.g., Neisser,
1963). Specifically, numerous consumer studies used the analogy of information flow in
Shannon and Weaver’s (1949) work and applied it to consumers’ communication (e.g.,
Greenwald and Leavitt, 1984, Mick, 1992). Many consumer behaviour researchers recognised
Shannon and Weaver’s work as a relevant source for employing on information theory of
communication (e.g., Malhotra, 1982, Mick, 1992, Thomas, 1992, West and Broniarczyk,
1998). For example, Mizerski (1976) used the information theory of communication for
measuring consumer causal attributions.
Various studies also employed Shannon and Weaver’s (1949) communication theory to
conceptualise consumers’ WOM and eWOM communication (Tham et al., 2013). Shannon
and Weaver (1949) emphasised that that their developed communication framework could
involve both written and oral speech of human behaviour. Accordingly, different WOM and
eWOM studies made an explicit or an implicit use of Shannon and Weaver’s communication
theory to have better understanding of consumers’ communication (Jang, 2007, Swani et al.,
2014). For instance, Tham et al. (2013, p.148) referenced Shannon and Weaver (1949)
communication model to “conceptualize the dimensional distinctions between WOM and
eWOM”.
Drawing on a synthesis of Shannon and Weaver (1949) communication theory and similar
communication models, it could be inferred that the best way of understating consumers’
communication is to understand the role of each element – that is, by understanding the
communicator (sender), the stimuli (message), the channel (medium), the receiver (audience),
and the response (main effect). For that reason, numerous researchers considered different
communication’s elements to understand consumers’ WOM and eWOM interaction (e.g.,
Cheung and Thadani, 2012, Chiu et al., 2007, Chiu et al., 2014, Sweeney et al., 2008). The
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adoption of this communication framework could be due to its simplicity, inclusiveness, and
comprehensiveness (Chiu et al., 2014). Here the focus is on the communication elements that
involve initiating an interaction. This includes three elements of “communicator”, “stimuli”,
and “channel”. The following sections will provide a brief discussion of initiating
communication elements of “communicator”, “stimuli”, and “channel” across previous WOM
and eWOM studies.

2.3.1 Communicator (Sender)
This section discusses the “Communicator” as the first communication element. It provides a
discussion of the key characteristics of the communicator studied in previous WOM and
eWOM studies. This section will end by discussing the communicator in the hedonic and
utilitarian context. Seeing that the term “communicator” has been also labelled as “sender” in
the literature, this thesis will use these two terms interchangeably.
The communicator is the person that transmits the communication or the message (Ahrens et
al., 2013, Anderson, 1998, Brown and Reingen, 1987, Harrison-Walker, 2001, Mazzarol et al.,
2007, Sweeney et al., 2012). In WOM, the communication usually originates from a sender or
a source that is known to the customer who is the receiver of the information (Cheung and Lee,
2012, Eisingerich et al., 2015). Knowing the communicator enhances the credibility of the
message to the receiver. Consistently, a review on the WOM literature reveals that familiarity
with the communicator has an impact on the receiver’s purchasing decision (Arndt, 1967a ,
Herr et al., 1991, Lazarsfeld and Katz, 1955). In eWOM, however, the communication may
emanate from a communicator that is unknown to the customer or the receiver of the
information (Cheung and Lee, 2012, Eisingerich et al., 2015).
Consumers in eWOM communicate out of their routine personal social networks (Chu and
Kim, 2011). The anonymity of an eWOM source might lessen the credibility of the
communicator and the message. Although some eWOM studies doubted that anonymity of the
communicator can lessen the source credibility (e.g., Cheung et al., 2009a) the consensus
view supports the premise that the anonymity of an eWOM source might lessen the credibility
of communicator and the message (e.g., Park and Lee, 2009, Park et al., 2007). Notably, Park
et al. (2007) claimed that a message that emanated from an unknown communicator in eWOM
interaction has less credibility than a message that originated from a known source in WOM
communication. Park and Lee (2009) argued that this might be due to it being more difficult
to determine the communicator’s identity in eWOM communication. However, the consensus
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view in both WOM and eWOM is that the credibility of the communicator plays an influential
role in the perception of the receiver (Brown et al., 2007, Cheung and Thadani, 2012).
Early studies referred to credibility as the believability of message and/or its source (Hovland
et al., 1953). Later studies elucidated that credible communicators are believable people and
credible information is believable (Tseng and Fogg, 1999). Others defined credibility as
judgments made by consumers about the believability of a communicator (O'Keefe, 2002).
Cheung and Thadani (2012) integrative literature review also found that source credibility is
the most frequently investigated factor associated with the communicator in the literature.
Two of the major dimensions of source credibility are Expertise and Trustworthiness. These
are two other source characteristics that have been studied extensively (Cheung and Thadani,
2012, Lis, 2013).
i) Expertise and Trustworthiness
Several dimensions ranging from “dynamism” and “attractiveness” to “authoritativeness” and
“character” have been used to assess source credibility (Ayeh et al., 2013). However, the
literature shows an agreement for using “expertise” and “trustworthiness” as major
dimensions of source credibility across WOM and eWOM studies (e.g., Bansal and Voyer,
2000, Chang and Wu, 2014, Gilly et al., 1998, Lis, 2013, Martin and Lueg, 2013, Sweeney et
al., 2008, Tham et al., 2013, Hyan Yoo and Gretzel, 2008, Wangenheim and Bayón,
2004).Therefore, it can be argued that source credibility is a function with the dimensions of
“expertise” and “trustworthiness” where expertise refers to a sender owing to his superior
competence, and trustworthiness describes the objectivity and honesty of the communicator
(Ayeh et al., 2013, Hovland et al., 1953, Lis, 2013). However, the results about the role of
these characteristics are mixed.
There is a large stream of WOM research that confirms the substantial role of source expertise
in WOM communication (e.g., Bansal and Voyer, 2000, Bone, 1995, Gilly et al., 1998,
Wangenheim and Bayón, 2004).This stream claims that source expertise has a direct or an
indirect impact on consumer’s decision. On the other hand, there is another stream of thought
that refutes this claim (Martin and Lueg, 2013). For example, Martin and Lueg (2013) found
that source expertise has no impact on the usage of positive WOM that could eventually lead
to a purchase intention.
This inconsistency also exists in eWOM studies. For example, Lis’ (2013) study of eWOM
credibility and eWOM adoption found that source expertise has a large impact on the
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credibility of eWOM that will lead to adoption of the received message. Then again, some
other studies rejected this claim (Ayeh et al., 2013, Cheung et al., 2008, De Matos and Rossi,
2008). For instance, Ayeh et al. (2013) found a non-significant relationship between source
expertise and intention to use eWOM for travel planning. Similarly, De Bruyn and Lilien’s
(2008) research claimed that source expertise has no role in consumer decision process. They
further claimed that the absence of this impact is because their research just focused on
eWOM communication and not WOM. However, Martin and Lueg (2013) that investigated
source expertise across both mediums found a similar result with no differences in the role of
source expertise between WOM and eWOM.
Similar to expertise, there are also mixed results in the literature about the other dimension of
source credibility: source trustworthiness. There is a stream of study in WOM domain that
emphasises on the importance of source trustworthiness in WOM communication (e.g.,
Dichter, 1966, Martin and Lueg, 2013, Sweeney et al., 2008). For example, Dichter (1966)
argued that receivers of WOM are very concerned with whether they can rely on and trust the
speaker's comments. Similarly, Sweeney et al. (2008) found that sender’s trustworthiness will
increase WOM’s influence which might lead to the receiver’s buying decision. Other
empirical studies also confirm such a positive effect (e.g., Wilson and Sherrell, 1993).
However, the findings in the eWOM literature are inconclusive. More specifically, some
studies argued that source trustworthiness has low impact or no impact on the consumer
decision. For example, Ayeh et al. (2013) found a weak relationship between source
trustworthiness and intention to use eWOM for travel planning. Cheung et al.’s (2008) study
on information usefulness and adoption also found that source trustworthiness has no
influence on perceived information usefulness. On the other hand, some other studies
supported the notion that source trustworthiness has a substantial impact on the consumer
buying decision. For example, Martin and Lueg (2013) found that sender’s trustworthiness
will increase positive WOM usage which eventually leads to the receiver’s purchase intention.
Similarly, Lis’ (2013) study on eWOM credibility and eWOM adoption, or acceptance of the
recommendation, confirmed that source trustworthiness will increase eWOM credibility
which eventually leads to the receiver’s eWOM adoption. Chu and Kim’s (2011) eWOM
study on social network also found trust to be an important characteristic to engage and pass
on eWOM on social network sites.
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The frequency in studying these characteristics implies the large part they have in our
understanding of communicator’s role. And again, despite the significant insights provided by
these studies, a consensus regarding the role of these characteristics has yet to emerge.
ii) Tie-Strength and Homophily
Another personal characteristic of the sender that has been intensively studied, yet lacks
unanimity is tie strength. The early studies show that similarity and closeness of the
communicator and receiver facilitate WOM communication (Engel et al., 1969). Later studies
emphasised that: “a fundamental principle of human interaction is that people tend to interact
with others who are like themselves” (Brown and Reingen, 1987. p.354). Accordingly, various
researchers acknowledged the notion that the ability of WOM or eWOM to successfully
influence consumer’s decision depends on the intensity of the social relationship between
communicators and receivers (Bansal and Voyer, 2000, De Bruyn and Lilien, 2008, Gilly et al.,
1998, Granovetter, 1973, Sweeney et al., 2014, Tham et al., 2013). Whether the relationship is
weak and shallow or strong and deep, it can be claimed that all WOM and eWOM
communications happen within some social relationship. For that reason, numerous studies
focused on the core social relationship characteristic and interpersonal factor like “tie strength”
(De Bruyn and Lilien, 2008, Sweeney et al., 2008).
Granovetter (1973, p.1361) defined tie-strength as a “combination of the amount of time, the
emotional intensity, the intimacy (mutual confiding), and the reciprocal services which
characterize the tie”. Later literature referred to tie-strength as “the potency of the bond
between members of a network” (Mittal et al., 2008. p. 196). Granovetter (1973) classified
tie-strength into two groups; strong and weak. Strong ties encompass closer relationships that
are within an individual’s personal network such as family and friends whereas, weak ties
involve less personal social relationships that comprised of a broad set of acquaintances and
colleagues (Chu and Kim, 2011, De Bruyn and Lilien, 2008). Therefore, people in a strong tie
relationship are inclined to interact more frequently and exchange more information, in
comparison to those in a weak tie relationship (Wirtz and Chew, 2002)
Seeing that WOM communication mainly occurs on a personal level and eWOM happens in
more dispersed groups, it can be argued that the influence of tie-strength varies across WOM
and eWOM communications (Brown et al., 2007). For instance, Brown and Reingen (1987)
WOM study identified that information derived from strong tie connections are more
influential in consumers’ decision making than weak tie’s information. Similarly, Bansal and
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Voyer (2000, p.175) found that “when the tie between the sender and the receiver is strong,
the WOM information will have a significant influence on the receiver’s purchase decision”.
Similar results also could be found in other WOM studies (e.g., Sweeney et al., 2008, Wirtz
and Chew, 2002). However, the findings in eWOM studies are different. Particularly, some
eWOM researchers found that some weak tie information sources are rated as more influential
than strong ties (e.g., Steffes and Burgee, 2009). For example, Wirtz and Chew (2002, p.158)
argued that “in an internet environment weak ties might become a more important source of
WOM than in the physical world”. Wirtz and Chew (2002) further cited other studies (e.g.,
Constant et al., 1996) to support their argument. According to Wirtz and Chew (2002),
Constant et al. (1996) conducted a study in an organization and found that weak ties helped
solve technical problems and often had superior resources to do so. Similarly, Steffes and
Burgee’s (2009) study found eWOM passed from virtual strangers with weak ties are more
preferred than receiving information from strong ties to make a purchase decision. On the
other hand, some studies refuted this claim (e.g., Chiu et al., 2014, Chu and Kim, 2011). For
instance, Chu and Kim (2011, p.65) study found “tie strength is positively related to
consumers’ intention to seek and pass product-focused information in the online social media”.
Similarly, Chiu et al’s. (2014, p.1255) eWOM study found that “the greater the tie-strength
between the sender and the receiver, the more actively they share information”. De Bruyn and
Lilien’s (2008) research found mixed results claiming that tie-strength can only have impact
on the “awareness” stage of the consumer decision making process. Although the differences
in the role of tie-strength across WOM and eWOM could be justified due to the differences
between these mediums, the mixed results in the eWOM context shows the role of tie-strength
is still unclear.
Another personal characteristic that has been frequently investigated in WOM and eWOM
domains, but lacks unanimity is homophily. Some scholars suggest that tie-strength and
homophily are highly correlated and synonymous (e.g., Gatignon and Robertson, 1985),
however, others view these two constructs as distinct and separate (e.g., De Bruyn and Lilien,
2008, Steffes and Burgee, 2009). The latter group argued that homophily discusses the
similarities in characteristics of individuals in relationships whereas tie-strength is a
characteristic of the strength of the relationship itself (Steffes and Burgee, 2009). Therefore,
some scholars defined homophily as communication between similar consumers (e.g., Brown
and Reingen, 1987, Wangenheim and Bayón, 2004). Gilly et al. (1998, p.85), however,
conceptualised homophily as “the degree to which individuals in a dyad are congruent on
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certain attributes, usually demographic variables”. Gilly et al. (1998) claimed that homophily
consists of demographic similarity as well as perceptual similarity regarding values,
preferences, and lifestyle.
Lazarsfeld and Merton (1954) conceptualised homophily by explaining that most human
communication take place between a communicator and a receiver who are similar in terms of
status (e.g., race, ethnicity, sex, or age) and value. The premise is that homophily (heterophily)
increases (decreases) the influence of WOM communications (Sweeney et al., 2014). The
reason for this is that the effectiveness of communication from a homophilous source is
perceived to be more credible and reliable than a message from a heterophilous communicator.
Studies in eWOM, however, have produced mixed results: some support the premise (e.g.,
Ayeh et al., 2013, Steffes and Burgee, 2009), others do not (e.g., Brown et al., 2007, Chu and
Kim, 2011). Notably, Ayeh et al. (2013) and Steffes and Burgee (2009) stated that homophily
increases the influence of eWOM communications whereas Brown et al.’s (2007) and Chu
and Kim’s (2011) studies disclaimed such a premise. While some studies findings confirm the
role of homophily and other do not, some other studies offer a partial support for homophily.
In particular, De Bruyn and Lilien (2008) found mixed results claiming that the perceptual
similarity between message sender and the receiver of the message can only have impact on
the “interest” stage of the consumer decision making process and not the others (e.g., final
decision). Therefore, like tie strength, the results about the homophily are mixed. The mixed
results show the role of this characteristic is still uncertain.
The importance of different characteristics that are relevant to WOM and eWOM studies has
been discussed above. Despite the centrality of these characteristics to WOM and eWOM, the
findings are mixed across both of the mediums (WOM vs. eWOM) and in some instances
within one medium (e.g., eWOM). The uncertainty about these characteristics implies that
these concepts are still under researched, and/or might be better understood using a different
perspective. Similar inconsistencies about the role of communicator were found in hedonic
and utilitarian products.
iii) Hedonic, Utilitarian and, Communicator
Some of the commonly investigated communicator’s concepts from hedonic and utilitarian
perspective are interpersonal characteristics, for example tie-strength and expertise (e.g.,
Chang et al., 2012, Duhan et al., 1997, Smith, 2002). A WOM study conducted by Duhan et al.
(1997) investigated the role of affective cues (i.e., aesthetic aspect of product - Hedonic) and
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instrumental cues (i.e., technical aspect of product - Utilitarian) in relation to tie-strength. In
particular, they found that when the importance of instrumental cues increases, consumers
mainly refer to the weak ties. The importance of affective evaluative cues does not have
impact on the likelihood of seeking a recommendation from a strong tie source. Unlike Duhan
et al. (1997), Smith (2002) eWOM study placed an emphasis on the role of strong tie sources
in the hedonic context. In particular, Smith (2002) examined the relevance of communicator’s
tie-strength and expertise on consumer’s decision outcome and found that when shopping
goals are primarily hedonic, recommenders with strong ties will have a greater impact on the
decision making process than weak ties’ sources. On the other hand, when shopping goals are
primarily utilitarian, eWOM sources with a high level of expertise will have a greater impact
on the decision making process than recommenders with a low level of expertise (Smith,
2002). More recent eWOM studies also found similar results (e.g., Chang et al., 2012, Wen et
al., 2009). Chang et al. (2012) looked at recommendation on Social Networking Sites (SNS)
in particular Facebook and identified strong-tie endorsers were more effective than weak-tie
endorsers in influencing purchase intention for hedonic products. However, high expertise
endorsers were more effective than endorsers with low expertise for utilitarian products. Wen
et al. (2009) eWOM study’s findings are similar to Chang et al. (2012) and Smith (2002). The
summary of source expertise and tie-strength studies are presented respectively in tables 2.2
and 2.3.
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Table 2.2: Some of the Key Peer-to-Peer Communication Studies: Tie-Strength
Medium(s)

Hedonic-Utilitarian

Products’ type

Brown and
Reingen
(1987)

WOM

Utilitarian (within one
service)

Service (Piano teacher’s
selection)

Bansal and
Voyer (2000)

WOM

Utilitarian (across
different services)

Service (12 options like child
care, dentist, legal services,
etc.)

Duhan et al.
(1997)

WOM

Both (within one service)

Services (Medical service
provider)

Brown et al.
(2007)

eWOM

Hedonic

Product (Experiential)

Steffes and
Burgee
(2009)

eWOM

Hedonic

Service (Experience)

Chang et al.
(2012)

eWOM

Both (across different
products)

Products (vacuum cleaners,
laser printers, candy bars and
music albums)

Smith (2002)

eWOM

Both (within one product)

Product (Restaurant)

De Bruyn and
Lilien, (2008)

eWOM

Not specified

Product

Baker et al.
(2016)

WOM and
eWOM

Both (across different
products and services)

Products and services (14
categories like food, apparel,
beverages)

Author(s)

Findings/Discussions
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- Strong ties found to be more influential than weak ties, and they were more
likely to be utilised as sources of information.
- Information seeking is more likely to occur from weak-tie sources than
strong-tie of referrals
- When the tie between the sender and the receiver is strong, the WOM
information will have a significant influence on the receiver’s purchase
decision.
- The greater the tie-strength between the sender and the receiver, the more
actively sought the WOM information.
- WOM information will not be sought from strong ties for products with
affective cues (aesthetic aspects of product)
- WOM information will be sought from weak ties for products with
instrumental cues (technical or performance oriented aspects of product)
- The ties between individuals found to be less relevant in the eWOM domain.
- The tie-strength between the information seeker and the information “source”
(Web site) found to be important.
- Information from non-existent tie referral sources are rated as most influential
in the consumer’s decision-making process
- Information seeking is more likely to occur from non-existent tie sources as
primary information sources
- Strong-tie endorsers, as well as weak-tie endorsers, are associated with
similar levels of purchase intention for utilitarian products.
- Strong-tie endorsers, compared to weak-tie endorsers, are associated with
higher levels of purchase intention for hedonic products.
- When shopping goals are primarily hedonic in nature, recommenders with
strong ties will have a greater impact on the decision making process than
recommenders weak ties.
- Tie-strength positively influences the likelihood of consumer’s awareness
while it will not have any impact on the other stage of the decision making
process (e.g., interest, final decision)
- The strength of the social tie relationship tends to influence a WOM/eWOM
receiver’s intentions to purchase a brand

Table 2.3: Some of the Key Peer-to-Peer Communication Studies: Source Expertise
Medium(s)
used

Hedonic-Utilitarian

Products’ type

Findings/Discussions

WOM

Both (across different
products and services)

Products and services (e.g.,
microwave, computer
hardware/software, insurance,
video cassette recorder)

- Sources’ expertise impact positively on seekers’ decision.

Gilly et al.
(1998)
Bone (1995)

WOM

Both (within one
product)

Product (audiotape)

Bansal and
Voyer (2000)

WOM

Utilitarian (across
different services)

Service (12 options like child
care, dentist, legal services,
etc.)

Wangenheim
and Bayo´n
(2004)

WOM

Utilitarian

Service (energy provider)

Sweeney et al.
(2014)

WOM

Both (across different
services)

Services (e.g., restaurants,
cafes, finance, insurance)

Duhan et al.
(1997)

WOM

Both (within one
service)

Services (medical service
provider)

eWOM

Hedonic

Product (travel)

eWOM

Hedonic

Products (restaurants and
food)

eWOM

Both (within one
product)

Product (Restaurant)

eWOM

Both (across different
products)

Products (vacuum cleaners,
laser printers, candy bars and
music albums)

eWOM

Not specified

Product

WOM and
eWOM

Both (across different
products and services)

Products and services (e.g.,
electronics, music, movies)

Author(s)

Ayeh et al.
(2013)
Cheung et al.
(2008)
Smith et al.
(2005)
Chang et al.
(2012)
De Bruyn and
Lilien (2008)
Martin and Lueg
(2013)
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WOM is stronger when provided by an expert than when provided by a
non-expert on product judgment
- When a sender is perceived to possess a high level of expertise, the receiver is
likely to attend closely to the incoming WOM information. That is, the greater
the sender’s expertise, the greater the influence of the sender’s WOM on the
receiver’s purchase decision.
- As perceived source expertise increases, the influence of a WOM switching
referral increases.
- The more the sender knew about the service, compared to the receiver, the
more effective the receiver perceived the message to be
- Consumers with more subjective knowledge (self-assessment of product
domain knowledge) are more confident in their abilities to assess products with
instrumental cues (technical or performance oriented aspects of product).
- Perceived expertise does not influences the behavioral intention to use eWOM
for decision making (i.e., travel planning).
- Source expertise do not play a significant role in influencing information
usefulness
- The more utilitarian (or less hedonic) the shopping goal, the stronger the
impact of expertise on the perceived influence of the recommender.
- High-expertise endorsers, as well as low-expertise endorsers, will be
associated with similar levels of purchase intention for hedonic products.
- High-expertise endorsers, compared to low-expertise endorsers, will be
associated with higher levels of purchase intention for utilitarian products.
- Source expertise does not have impact on the consumer’s decision making
process (e.g., awareness, interest, final decision)
- The expertise of the source does not lead to greater WOM/eWOM usage.

The above discussion shows the importance of some interpersonal characteristics in the
context of hedonic and utilitarian products. However, as discussed above, the findings across
WOM and eWOM domains are inconclusive (e.g., Chang et al., 2012, Duhan et al., 1997).
The uncertainty about these characteristics in the hedonic and utilitarian contexts implies that
these concepts (e.g., tie-strength) are still under researched and might be better understood
using a different perspective.

2.3.2 Message (Stimulus)
This section identifies message as the next communication’s element of consumer’s WOM
and eWOM interaction. This research is interested in the details of each individual message.
While some characteristics of message, like volume, have been studied extensively in the
literature, they are not relevant to this study. Following precedents (e.g., Sweeney et al., 2012),
this section focuses on valence. This key characteristic of the message has been extensively
investigated in the previous studies. This section will end by discussing the message in the
hedonic and utilitarian context.
Hovland (1948) conceptualised message as a stimulus transmitted in verbal symbols. Later
studies, however, expanded and developed this definition by modifying it and not limiting the
message to just verbal symbols. For example, Ajzen (1992) replaced verbal symbols with
‘subject’ by conceptualising message as the subject matter being communicated to the
audience. Recent studies have also adopted Ajzen's (1992) definition (e.g., Chiu et al., 2014).
However, some scholars developed and theorised the message to encompass various forms of
stimulus content (e.g., image) that could be conveyed and transmitted (e.g., Schiffman et al.,
2011). One of the broader definitions that encompass various forms of message is “the
thought, idea, attitude, image, or other information that a sender conveys to an intended
audience” (Schiffman et al., 2011 p.638).
In WOM or eWOM communication, a message can convey a positive, neutral, or a negative
feeling to its audience depending on the communicator’s product experience (Buttle, 1998,
Christodoulides et al., 2012). Therefore, in both WOM and eWOM marketing literature, one
of the most important characteristics that have been studied is “Valence”.
i) Valence (Message Frame)
Valence is one of the most important characteristics of a message (e.g., Mahajan et al., 1984,
Mizerski, 1982) as it has been argued to be the best predictor of sales (e.g., Davis and
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Khazanchi, 2008). Valence is the idea that WOM or eWOM messages can be either positive or
negative (Buttle, 1998, Davis and Khazanchi, 2008).Valence has also been conceptualised as
the nature of WOM or eWOM messages (Anderson, 1998, Christodoulides et al., 2012, Liu,
2006, Sweeney et al., 2012). A positive message typically offers either a direct or an indirect
recommendation for a good or a service purchase, whereas a negative message is the mirror
image (Buttle, 1998, Liu, 2006). The major premise behind valence is that a positive message
facilitates expected quality and therefore consumers' attitudes toward a product, whereas a
negative message reduces it (Liu, 2006). This led a lot of researchers to examine the role of
positive or negative WOM and eWOM messages on consumer’s decision (Halstead, 2002,
Heitmann et al., 2007, Lee et al., 2008, Park and Lee, 2009, Park et al., 2007). However, the
results for positively valenced messages are different from negatively valenced forms across
both mediums.
In the realm of WOM, some studies reported that negative WOM has a greater impact on
purchase than positive WOM (e.g., Arndt, 1967b), some argued that they are both equal (e.g.,
East et al., 2007), and yet some others claimed that positive WOM has a greater impact on
purchase than negative WOM (e.g., East et al., 2008). For instance, Arndt (1967b) early study
of WOM claimed that positive WOM leads to acceptance of a new product whereas a negative
WOM hinders it. He further argued that despite the fact that positive WOM leads to purchase
decision, negative WOM seems to have a greater impact on purchase. This has also been
acknowledged in the later WOM studies (e.g., Buttle, 1998).
Later researchers argued that this finding is consistent with the theory of “negativity bias”
(Christodoulides et al., 2012). Negativity bias posits that negative input or bad experiences are
usually unforgetable and thus play a greater role than positive input or experiences
(Christodoulides et al., 2012). Therefore, people have this tendency to remember and react
more strongly to bad things than good things (Cheung and Thadani, 2012). Although these
findings are consistent with the theory of negativity bias, some other studies found equal
impact across both negative and positive messages. For example, East et al. (2007) WOM
study suggested an equal impact across both negative and positive WOM. Some other
researchers found some results that are not consistent with any of the above findings. For
example, East et al.’s (2008) WOM research reported that positive WOM has greater impact
on purchase probability than negative WOM. This has also been confirmed in the later WOM
studies (e.g., Sweeney et al., 2012).
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Similar to WOM studies, the findings about the role of valence in eWOM domain are
inconclusive (Rosario et al., 2016, Floyd et al., 2014). Rosario et al.'s (2016) meta-analytic
review of eWOM literature reported that the role of positive and negative eWOM on product
sales is mixed. In particular, some studies reported that positive eWOM has a greater impact
on sales than negative eWOM (e.g., Doh and Hwang, 2009) while some others claimed that
negative eWOM has a greater impact on sales than positive eWOM (e.g., Chevalier and
Mayzlin, 2006, Christodoulides et al., 2012). For instance, Ho-Dac et al. (2013) eWOM study
shows that positive eWOM tend to be more impactful in increasing brand sale than negative
eWOM. On the other hand, Chevalier and Mayzlin (2006) study refutes this claim. In
particular, Chevalier and Mayzlin (2006) found that increasing valence or reviews’ rating for
some products (i.e., book) on some websites (e.g., Amazon) will lead to higher relative sales
of that product. However, they further reported that negative eWOM are more powerful in
decreasing sale than positive eWOM in increasing the sales. Similar to Chevalier and Mayzlin
(2006), later eWOM studies confirmed this result (e.g., Christodoulides et al., 2012, Park and
Lee, 2009).
Christodoulides et al. (2012) found that negatively valenced eWOM messages on consumers’
purchase decisions are greater than that of positively valenced eWOM messages. Similarly,
Park and Lee (2009) found that eWOM effect is greater for negative eWOM than for positive
eWOM. Unlike the work cited above, some other studies claimed that negative eWOM can
actually increase the purchase likelihood and eventually the sales of a product (e.g., Berger et
al., 2010). More specifically, Berger et al. (2010) reported that negative reviews increase
purchase likelihood by making people more aware of the product. In other words, Berger et al.
(2010, p.815) argued that “negative publicity can increase purchase likelihood and sales by
increasing product awareness”. In essence, the inconclusiveness of previous findings makes it
quite clear that researchers are still not sure about the role of positive or negative valenced
messages in WOM and eWOM communication.
Some other studies argued that two-sided messages, those that contain both negative and
positive information, can actually lead to the best result. Cheung and Thadani (2012)
conceptualised a two-sided message as both positively and negatively valenced information.
Some of the early studies in the realm of communication effectiveness and persuasiveness
show that a two-sided message leads to greater acceptance of communication than a single
sided message (e.g., Allen, 1993, Hass and Linder, 1972). For instance, Hass and Linder (1972)
found that a two-sided message led to greater acceptance of communication than a single
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sided message when the counterarguments were available to the receiver of the message.
Similarly, Allen (1993) claimed that the two-sided message represents a superior persuasive
strategy than a one-sided message. This is due to the fact that consumers believe that every
product or service has its strengths as well as weaknesses (Cheung et al., 2009b). Therefore, a
receiver of two sided message will have less scepticism about the message and therefore more
open to accept the messages (Belch, 1981).
Some other scholars rejected this claim that a receiver of two-sided message is open to accept
the messages. For instance, Swinyard (1981) study found that the main effect of two-sided
claims on claim acceptance is not significant, and eventually might lead to lower purchase
intention. Some other scholars have concluded that there is no significant difference between
one and two-sided messages (e.g., Belch, 1981). To exemplify, Belch’s (1981) study on the
effect of claim variation and message acceptance in television commercials revealed that a
two-sided message has no advantages over a single sided message. Similar inconclusive
results exist in eWOM domain: some support the premise that two-sided messages are more
credible (e.g., Doh and Hwang, 2009), while others do not (e.g., Brown et al., 2007, Chu and
Kim, 2011). Notably, Doh and Hwang (2009) emphasised the importance of double sided
valence. Doh and Hwang (2009, p.196) reported that “although positive messages should be
helpful in promoting positive attitudes toward the products, a few negative messages within
the majority of positive messages are not critically harmful”. On the contrary, Cheung et al.’s
(2009b) eWOM study found that two-sided eWOM do not perceived as more credible than a
one-sided message. Therefore, similar to one-sided valence findings, the findings in the
two-sided valence messages seem to be mixed. In other words, regardless of being one-sided
or two-sided, it is quite clear that researchers are still not sure about the role of valence in
WOM and eWOM communication (Yang et al., 2012). Accordingly, using a different
approach to study and understand this characteristic is necessary and appropriate.
ii) Hedonic, Utilitarian, and Message
Researchers confirmed that the evaluation process for utilitarian products tend to be
cognitive-driven whereas the evaluation process for hedonic products likely to be
affective-driven (Chang et al., 2012). This led to an increasing attention on how different
characteristics and contents of a message can reflect rational or cognitive and emotional or
affective aspects of hedonic and utilitarian products (Chiu et al., 2014). Although WOM and
eWOM researchers agree that message characteristics and its contents influence consumer
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behaviour, they do not always agree on the most appropriate labels (See Chiu et al., 2014,
Sweeney et al., 2012).
One of the classifications of messages content is: rational appeal and emotional appeal (Wu
and Wang, 2011). The rational appeal in a message reflects the benefits and attributes that a
product claims to offer like performance (Kotler et al., 2002). The emotional appeal in a
message elicits negative or positive feelings and emotions that could lead to consumer’s
purchase (Kotler et al., 2002). The rational and emotional appeal in a message is important as
the communicator has to think and develop a message that can have impact on the receiver
(Kotler et al., 2002). One of the fields that largely focused on the message appeal is
advertising (Johar and Sirgy, 1991). Studies in the advertising field showed that advertisers
use emotional or rational appeals depending on the type of product being advertised (e.g.,
Albers-Miller and Royne Stafford, 1999, Johar and Sirgy, 1991, Schiffman et al., 2014, Voss
et al., 2003). For instance, rational appeals in advertisement’s messages were found to be
more dominant in utilitarian products whereas emotional appeals were used more heavily in
hedonic products (Albers-Miller and Royne Stafford, 1999, Johar and Sirgy, 1991).
The rational and emotional message appeal has also been discussed in peer-to-peer
communication (e.g., Chiu et al., 2014, Wu and Wang, 2011). Chiu et al. (2014) found that
consumers that receive marketing messages that contain high degree of pleasure and
entertainment (i.e., hedonic) or product’s quality (i.e., utilitarian) information are more willing
to share it with the other consumers. The intention to share the received marketing
information as an eWOM message is due to the impact it has on the consumers (Chiu et al.,
2014). The characteristics of a hedonic message (e.g., eWOM) entail the pleasant, gratified
product experience, while the utilitarian message’s characteristics encompass product
functionality and effectiveness (Wu and Wang, 2011). Wu and Wang (2011) argued that either
appeal (i.e., rational or emotional) can be used to generate positive eWOM about brands and
products. Chiu et al. (2014) also confirmed that companies should provide both types of
rational (i.e., utilitarian) and emotional (i.e., hedonic) contents in their messages to encourage
eWOM generation. They argued a message that contains rational (i.e., utilitarian) details will
be shared with other consumers due to its usefulness while an emotional (i.e., hedonic)
message will be shared due to the strong emotions it provokes.
Another classification for rational and emotional message is i) simple recommendation and iii)
attribute-value (Park and Lee, 2008). Park and Lee (2008) classified rational and emotional
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eWOM reviews based on their emotional and rational contents. In particular, simple
recommendation reviews show emotional, subjective, and abstract based details in a message
about a product (Park and Lee, 2008). On the contrary, attribute-value reviews are rational,
objective and reflect concrete details and facts in a message about a product (Park and Lee,
2008).
Several WOM studies conducted by the same group of scholars (i.e., Jill Sweeney, Geoff
Soutar, and Tim Mazzarol) discussed the importance of rational and emotional elements of
WOM message but under different terms (Mazzarol et al., 2007, Sweeney et al., 2014, 2012,
2008). They classified WOM message into three types: cognitive content, message richness
and, delivery strength. While cognitive content reflects rational aspect of a message, message
richness and delivery strength show emotive aspect of a message (Sweeney et al., 2012, Yap
et al., 2013). In detail, cognitive content conceptualised as the extent to which the factual or
technical details in a message about a product (for example size, colour, and price) are
specific, clear, informative, and reliable (Sweeney et al., 2014, 2012). Message richness,
which is relevant to emotive aspect of WOM, refers to the vividness, depth, intensity, and
elaborateness of a message (Sweeney et al., 2014, 2012). In other words, message richness is
when a WOM sender uses highly descriptive and evocative terms to describe their own or
others’ WOM experience (Mazzarol et al., 2007, Sweeney et al., 2012). The last characteristic
is delivery strength or strength of advocacy that focuses on the power and enthusiasm of the
message sender’s delivery in terms of the words and body language that are used (Mazzarol et
al., 2007, Sweeney et al., 2008). This characteristic deals with the manner in which the
message is conveyed (e.g., enthusiasm) rather than with the content (Sweeney et al., 2012).
While some of the unique features of these characteristics (e.g., body language aspect of
delivery strength) led researchers to mainly apply them on WOM context (e.g., Sweeney et al.,
2012), they have also been employed in eWOM domain (Yap et al., 2013). Furthermore, these
characteristics have been established upon the product’s form (i.e., services). However, this
classification is relevant to hedonic and utilitarian as: i) the nature of services that are studied
(e.g., financial) also reflects product’s functions (e.g., utilitarian) and, ii) there are a lot of
overlaps between rational (e.g., product attributes) and cognitive (e.g., product attributes)
categories and between emotional (e.g., feeling) and emotive (e.g., feeling and emotion)
classifications. The summary of the above discussion is presented in the following table.

45

Table 2.4: Some of the Key Peer-to-Peer Communication Studies: Affective and Cognitive Contents
Author(s)

Medium(s)
used

Sweeney et
al. (2012)

WOM

Sweeney et
al. (2014)

WOM

Park and Lee
(2008)

eWOM

Chiu et al.
(2014)

eWOM

HedonicUtilitarian
Both (across
different
services)
Both (across
different
services)
Both (within one
product)
Both (within one
service)

Products’ type

Findings/Discussions

Services (e.g.,
restaurants, cafes,
finance, insurance)
Services (e.g.,
restaurants, cafes,
finance, insurance)
Product (Portable
Multimedia Player)

- Receivers indicated that the cognitive information they receive was greater when WOM
was positive. However, the richness of the content (emotion) remained the same, regardless
of whether WOM was positive or negative.
- For both positive and negative WOM, the greater the strength of the message (both
affective and cognitive), the greater the receiver’s perception of WOM message influence.

Service (tour package)

Positive cognitive eWOM (attribute-value) are perceived to be more informative than
positive affective eWOM (simple-recommendation).
- Consumers are more willing to share messages with others when the messages contain
higher degrees of utilitarian values (cognitive contents) or hedonic values (affective
contents).
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The above discussion shows that rational and emotional aspects of a message reflect different
characteristics of hedonic and utilitarian products. While this reinforces the fundamental
differences between hedonic and utilitarian products, the classification of WOM and eWOM
message’s contents could go beyond the traditional rational and emotional taxonomy. For
instance, in other disciplines (e.g., linguistic), a message could be classified based on emotion,
people, and things. Therefore, looking at hedonic and utilitarian messages from a new
perspective could reveal another fundamental difference between these two categories of
products.
Another characteristic of a message that has been discussed from hedonic and utilitarian
perspective is valence. Previous studies argued that valence could vary due to the utilitarian or
hedonic aspects of products (Sen and Lerman, 2007). Some studies focused on one side of
valence (e.g., Chang et al., 2014) while some others used both sides (e.g., Sen and Lerman,
2007). Chang et al. (2014) focused on positive WOM. In the major stream of their study (i.e.,
experiment 2), they found that for products with superior and inferior hedonic attributes,
longer delays after consumption of products increase positive WOM and repurchase intentions.
However, longer delays for superior and inferior utilitarian products decrease positive WOM
and repurchase intentions. Similar differences between hedonic and utilitarian products have
been found in studies that focused on both positive and negative WOM and eWOM. For
instance, Chitturi et al. (2008) study revealed that when consumption experience is positive,
consumers are more likely to indulge in positive WOM with hedonic products than with
utilitarian products. When consumption experience is negative, consumers are more likely to
indulge in negative WOM with utilitarian products than with hedonic products (Chitturi et al.,
2008). Sen and Lerman (2007) found negative hedonic eWOM are less useful than positive
eWOM. However, in the utilitarian products, consumers find negative eWOM more useful
than positive eWOM (Sen and Lerman, 2007). The summary of the valence from previous
studies is presented in the following table.

47

Table 2.5: Some of the Key Peer-to-Peer Communication Studies: Valence
Author(s)

Medium(s)
used

HedonicUtilitarian

Products’ type

Arndt (1967b)

WOM

Hedonic

Product (food)

East et al. (2007)

WOM

East et al. (2008)

WOM

Sweeney et al.
(2014)

WOM

Both (across
different
products and
services)
Both (across
different
products and
services)
Both (across
different
services)
Both (across
different
products)

Products and services (e.g., car insurance,
restaurant)

Products and services (e.g., credit card,
computer, holiday destination)
Services (e.g., restaurants, cafes, finance,
insurance)

Chitturi et al.,
(2008)

WOM

Christodoulides et
al. (2012)

eWOM

Both (across
different
products)

Doh and Hwang
(2009)

eWOM

Both (across
different
products and
services)

Products and services (movies and digital
cameras)

Chevalier and
Mayzlin (2006)

eWOM

Both (within one
product)

Product (book)

Park and Lee
(2009)

eWOM

Both (across
different
products and

Products and services (Search: book vs.
Experience: language school program)

Products (cell phone vs. laptop)

Products (Search: camera vs. Experience:
hotel)
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- Exposure to positive WOM aids acceptance of a new product, while
negative WOM hinders it. However, negative WOM is more
effective than positive WOM.
- Positive WOM is more common than negative WOM based on 15
studies. The incidence ratio averages 3 to 1.
- The impact of positive WOM on brand choice is much the same as
the impact of negative WOM in familiar categories.
- The impact of positive WOM is generally greater than negative
WOM.

- Positive WOM have more influence than negative WOM on the
receivers of messages.
- In the case of positive consumption experience, customers are more
likely to indulge in positive word-of mouth behaviour with a hedonic
product than with a utilitarian product
- The effect of negative eWOM on consumers’ purchase decisions is
greater than that of positive eWOM.
- The more positive sets of multiple eWOM messages would yield
higher eWOM effects than the less positive sets. That is, positive
eWOM is helpful in promoting positive attitudes toward the products
while, a few negative messages within the majority of positive
messages are not critically harmful.
- Positive eWOM results in an increase in the sales of the product
(book).
- Negative eWOM has a greater impact on sales than positive
eWOM.
- eWOM effect is greater for negative eWOM than for positive
eWOM
- Negativity effect appears to be more significant when the eWOM is

Author(s)

Medium(s)
used

Berger et al.
(2010)

eWOM

HedonicUtilitarian
services)
Both (within one
product)

Sen and Lerman
(2007)

eWOM

Both (across
different
products and
services)

Baker et al. (2016)

WOM and
eWOM

Both (across
different
products and
services)

Products’ type

Product (book)
Products and services (Utilitarian: cell phones,
digital cameras, PDAs, computer monitors and
printers vs. Hedonic: music CDs, fiction
books, general magazines, movie videos, and
DVDs)
Products and services (14 categories like
food/dining, retail/apparel, beverages)
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for experience goods rather than for search goods.
Negative eWOM increase purchase likelihood and actual sales of
unknown products by making people more aware of these product.
- In hedonic products, negative eWOM are less useful than positive
eWOM.
- In the utilitarian products, negative eWOM are more useful than
positive eWOM.
- The impact of positive WOM/eWOM is greater than negative
WOM/eWOM on consumer’s purchase intention.
- Valence has a stronger relationship with purchase intentions when it
occurs offline (WOM) than online (eWOM).

The above studies confirm that the utilitarian or hedonic nature of products have impact on
valence. However, in these studies, classifying messages into positive or negative WOM and
eWOM has no theoretical foundation. There are some linguistic resources that could be used
to identify valence in messages across hedonic and utilitarian products. The need for this
approach has been raised by some recent studies (e.g., Kronrod and Danziger, 2013).

2.3.3 Channel (Medium)
This section provides an overview of the key differences between WOM and eWOM
communications. Seeing that the term “channel” has been also ladled as “medium” in the
literature, this thesis will use these two terms interchangeably.
Shannon (1948, p.2) referred to channel as “the medium used to transmit the signal from
transmitter to receiver”. By the same token, channel in WOM and eWOM domains referred to
medium used by communicator and receiver to transfer the message (Chang and Wu, 2014,
Tham et al., 2013). In other word, channel is a path for the message (McQuail and Windahl,
2015). As it has been discussed earlier in section 2.2.1, eWOM and WOM channels have
some fundamental differences. Thus, a large stream of studies in marketing discussed the
differences between these two mediums.
Researchers presumed that WOM and eWOM are conceptually similar (e.g., Hennig-Thurau
et al., 2004, Buttle, 1998). However, some scholar have also admitted the differences between
two forms of communication (e.g., Blackwell et al., 2006, Christodoulides et al., 2012,
Eisingerich et al., 2015, Goldsmith and Horowitz, 2006, Huang et al., 2008, Huang et al.,
2011, Jin and Phua, 2014, Lis, 2013, Park and Lee, 2009, Wang, 2011). Evidence shows that
Shannon and Weaver’s (1949) generic communication model inaptly laid the foundation for
WOM and eWOM studies (Section 2.3) (e.g., Bruwer and Reilly, 2006, Gligorijevic, 2014,
Jang, 2007, Pentina et al., 2015, Baker et al., 2016, Miles, 2014). Although this
communication model might be suitable for engineering field, some studies used this model to
conceptualise the distinction between WOM and eWOM communications (e.g., Tham et al.,
2013).
Some researchers conceptualised the distinction between WOM and eWOM by referencing
Shannon and Weaver (1949) generic communication model (Tham et al., 2013). Tham et al.
(2013, p.148) reported that “from the generic communication model, it appears that both
WOM and eWOM share similar characteristics in having the components of a source, a
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message, and a receiver. However, dimensional distinctions between WOM and eWOM
suggest that the same mechanisms of influence may not be attributable to both”. A stream of
studies discussed the differences identified between WOM and eWOM communication
(Cheung and Thadani, 2012, Huang et al., 2011, Park and Lee, 2009, Tham et al., 2013,
Goldsmith and Horowitz, 2006, Zhang et al., 2010) . However, a lack of a consistent view
about the number of characteristics that discern WOM from eWOM is salient.
Tham et al. (2013) referenced Shannon and Weaver (1949) generic communication model and
provided five characteristics to differentiate WOM from eWOM. Specifically, Tham et al.
(2013) reported i) source-receiver relationships, ii) channel variety, iii) opportunities for
information solicitation, iv) message retention capabilities, and v) content provider
motivations for disclosure. Similarly, Goldsmith and Horowitz (2006) identified five
characteristics to differentiate WOM from eWOM: i) variety of avenues, ii) anonymity, iii)
physical cues, iv) geographic and time constraints, and v) permanence of online conversations.
A more recent study by Eisingerich et al. (2015) also found five characteristics to differentiate
WOM from eWOM: i) receivers, ii) communicators, iii) interaction, iv) communication, iv)
social connection between communicators and receivers. However, Huang et al. (2011)
presented seven characteristics to differentiate WOM from eWOM: i) communication medium,
ii) form, iii) synchronicity, iv) type of interaction, v) format, vi) relationship between sender
and receiver, and vii) ease of transmission.
It is evident that different studies reported various numbers of characteristics that differentiate
WOM from eWOM (Blackwell et al., 2006, Goldsmith and Horowitz, 2006, Park and Lee,
2009, Zhang et al., 2010). Despite the disagreements in the numbers of characteristics that
differentiate WOM from eWOM, there are some similarities amongst the identified
characteristics. For instance, Tham et al.’s (2013) discussion of “channel variety” overlaps
with Goldsmith and Horowitz’s (2006) “variety of avenues”, Eisingerich et al.’s (2015)
“communication”, and Huang et al.’s (2011) “communication medium” and “type of
interaction”. Similar overlaps could also be found across the other characteristics.
In particular, Table 2.6 lists the above studies’ characteristics and highlights their overlaps by
using same colours; “white” indicates no overlap. For instance, Tham et al.’s (2013)
“source-receiver relationship” characteristic is conceptually parallel to Goldsmith and
Horowitz’s (2006) “anonymity”, Eisingerich et al.’s (2015) “social connection between
communicators and receivers”, and Huang et al.’s (2011) “relationship between sender and
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receiver”. All of these characteristics have been highlighted with the purple colour. However,
“information solicitation” or “content provider motivations for disclosure” are only found in
Tham et al.’s (2013) research and thus, not highlighted (white).
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Table 2.6: Overlaps of WOM and eWOM Characteristics
source-receiver
relationships (i.e., known
vs. unknown) (Tham et
al. (2013))

channel variety (i.e., face
to face vs. online sites)
(Tham et al. (2013))

information
solicitation, content
provider motivations
for disclosure (Tham
et al. (2013))

message retention
capabilities (i.e.,
recall vs. stored
online) (Tham et al.
(2013))

communication
(i.e., spoken words
vs. written)
(Eisingerich et al.
(2015))

simultaneous vs.
non-simultaneous
(Eisingerich et al.
(2015))

anonymity (i.e., known
identities vs. unknown
identities) (Goldsmith
and Horowitz (2006))

variety of avenues (i.e.,
limited vs. various sites)
(Goldsmith and Horowitz
(2006))

physical cues,
geographic, and time
constraints (Goldsmith
and Horowitz (2006))

permanence of
online conversations
(Goldsmith and
Horowitz (2006))

form (i.e., oral vs.
written) (Huang et
al. (2011))

synchronicity
(Huang et al.
(2011))

social connection between
communicators and
receivers(i.e., known vs.
unknown: strong ties vs.
weak ties) (Eisingerich et
al. (2015))

face to face vs. non-face to
face (Eisingerich et al.
(2015))

type of interaction,
receivers (i.e.,
individuals vs. social
network),
communicators
(Eisingerich et al.
(2015))

ease of transmission
(i.e., difficult to
recall vs. available
and easy to find)
(Huang et al.
(2011))

relationship between
sender and receiver (i.e.,
known vs. unknown:
social ties vs. virtual ties)
(Huang et al. (2011))

communication medium
(i.e., talk or telephone vs.
email, forum, or blogs),
type of interaction (i.e.,
face to face vs. virtual)
(Huang et al. (2011))

format (Huang et al.
(2011))
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Further similarities for different characteristics could also be found in the other studies (e.g.,
Steffes and Burgee, 2009, Sun et al., 2006). Therefore, the identified similarities and overlaps
implies a consensus view about a set of core characteristics that differentiate WOM from
eWOM across different studies (e.g., Goldsmith and Horowitz, 2006, Huang et al., 2011,
Steffes and Burgee, 2009, Tham et al., 2013, Sun et al., 2006). Established upon different
WOM and eWOM studies (Eisingerich et al., 2015, Goldsmith and Horowitz, 2006,
Hennig-Thurau et al., 2004, Huang et al., 2011, Litvin et al., 2008, Park and Lee, 2009,
Steffes and Burgee, 2009, Sun et al., 2006), a consensus view around five core characteristics
that differentiate WOM from eWOM is evident. Therefore, this thesis concludes the five core
characteristics that differentiate WOM from eWOM are: i) Communicator-Receiver
Relationship (e.g., Eisingerich et al., 2015), ii) Communication Medium (e.g., Blackwell et
al., 2006), iii) Message Retention (e.g., Tham et al., 2013), iv) Communication Form (e.g.,
Huang et al., 2011), and v) Audience Reach (e.g., Goldsmith and Horowitz, 2006). The
following table summarised the key differences that have been identified in the literature.
Table 2.7: How WOM and eWOM differ
Characteristics

WOM

eWOM

Known and established

Unknown and weak

Communication Medium

Face-to-Face and over phone

Computer mediated

Message Retention

Depends on memory to recall

Restored online (i.e., retrievable)

Oral and spoken communication

Written communication

Small and limited

Large and unlimited

Communicator-Receiver Relationship

Communication Form
Audience Reach

Source: Developed based on Eisingerich et al. (2015, p.121), Goldsmith and Horowitz (2006,
p.3), Huang et al. (2011, p.1281), Steffes and Burgee (2009, p.43), Tham et al. (2013, p.149),
Sun et al. (2006, p.121)

i) Communicator-Receiver Relationship
The first characteristic that distinguishes WOM and eWOM is the communicator-receiver
relationship (Huang et al., 2011, Park and Lee, 2009). In WOM communication, the
communicator-receiver relationship is established and the communication occurs between
people who know one another on a personal level (Huang et al., 2011). Knowing the
communicator on a personal level usually leads to the credibility of the communication (Ayeh
et al., 2013). In eWOM, however, knowing the other participant personally is not a
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prerequisite for the communication (Vilpponen et al., 2006). Communicator-receiver
relationship is mainly unestablished, weak, and anonymous (Goldsmith and Horowitz, 2006,
Huang et al., 2011). Therefore, the provided information by a communicator to a receiver
often interpreted without knowing who is providing the eWOM as well as what is his or her
purpose for disseminating of the information (Kietzmann et al., 2011). This difference
between WOM and eWOM explains the importance of different characteristics that have
been discussed in the literature (e.g., source credibility, tie strength, homophily, and the like),
but as we discussed in section 2.3.1, these results are mixed.
ii) Communication Medium (Channel)
The second characteristic that distinguishes WOM from eWOM is that of communication
medium (Goldsmith and Horowitz, 2006). The communication medium or channel in WOM
communication often involves face to face or over the phone (Huang et al., 2011). Tham et al.
(2013) further claimed that face to face or over the phone communication makes the
conversation personal and personable. Similarly, Buttle (1998) reported that such a
communication leads to many subtle personal cues. Personal cues involve facial expression,
eye contact, tone of voice, body position, and the like (Griffin, 2006, Wang, 2011). On the
contrary, in eWOM the communication is mediated via internet (Hennig-Thurau and Walsh,
2003) and therefore, many of the personal cues are lost (Sun et al., 2006). Lack of personal
cues leads eWOM to be mainly assessed based on the platforms in which communication is
taking place.
The platforms on which eWOM is conducted are numerous and diverse (Christodoulides et
al., 2012). These range from emails to discussion forums (e.g. zapak.com), review websites
(e.g. tripadvisor.com), e-bulletin board systems, newsgroups, and social media sites, for
example, Facebook.com, Twitter, YouTube, and the like (Cheung and Thadani, 2012,
Eisingerich et al., 2015, Goldsmith and Horowitz, 2006, You et al., 2015). Considering the
variety of sites, there is a large stream of research about the role of different sites in eWOM
communication (Doh and Hwang, 2009, Leung et al., 2013a, Stankov et al., 2010, Park and
Lee, 2009, Xiang and Gretzel, 2010). For instance, Chu and Kim (2011) focused on one type
of internet site (i.e., facebook). In particular, they singled out Facebook as a natural platform
for eWOM to take place because of its inherent social aspect. Similarly, Floyd et al.’s (2014)
meta-analysis literature review study focused on one type of internet site (i.e., product
reviews) and examined the effect of online reviews on firm performance. Some studies focus
on more than one platform. For example, Leung et al. (2013b) investigated and compared two
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sites (e.g., Facebook and Twitter) and found they both have the same mechanism in
influencing consumer’s behavioural intention and decision. Similarly, You et al.’s (2015)
eWOM meta-analysis literature review focused on a few online platforms (i.e., blogs,
discussion forums, and Twitter) and examined the effect of these platforms on firm
performance. The major underlying theme across all platforms is a kind of online democracy,
whereby content is delivered by consumers for other consumers (Ayeh, 2012).
iii) Message Retention
The third characteristic that distinguishes WOM from eWOM communication concerns
message retention capabilities(Sun et al., 2006). WOM communication is transient and may
be forgotten whereas eWOM generates an enduring record that is stored online (Goldsmith
and Horowitz, 2006, Tham et al., 2013). Buttle (1998) reported that in WOM communication,
the retention of a message depends on receiver’s ability to recall the previous conversations.
In eWOM communication, however, messages can be stored and are made more accessible to
the receiver for the future usage (Cheung et al., 2009a). The message retention’s option in
eWOM communication will facilitate the receiver to utilise the contents at their own
convenience, and when the message is required for the purchasing decision (Doh and Hwang,
2009).
iv) Communication Form
The fourth distinction between WOM and eWOM is the form of communication (Eisingerich
et al., 2015). Park and Lee (2009) reported that the basic difference between the two is that
WOM uses oral conversation while eWOM communication relies on written format.
Specifically, the written format facilitates consumers to process the communicated message at
their own pace and in a more intact manner (Huang et al., 2011, Sun et al., 2006). People
engaged in speech interact in real time and interactants have a very short period of time to
make responses to each other (Berger, 2014, Berger and Iyengar, 2013). Therefore, WOM has
been labelled as a synchronous communication while eWOM categorised as an asynchronous
interaction (Berger, 2014, Berger and Iyengar, 2013).
Asynchrony gives time to form and refine the eWOM communication (Berger, 2014, Berger
and Iyengar, 2013). In eWOM communication letters follow other letters in a systematic line,
and therefore logic can be modelled on that orderly and steadily process (Griffin, 2006, Sun
et al., 2006). On the contrary, WOM communication is synchronous and therefore impulsive
(Berger, 2014, Berger and Iyengar, 2013, Horowitz and Newman, 1964). Synchronicity in
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WOM leads people to say whatever comes to their mind as they have less time to formulate
their thoughts and ideas (Berger, 2014, Berger and Iyengar, 2013). For that reason, a spoken
communication includes more first thoughts, more repetitions of words, phrases, and
sentences (Horowitz and Newman, 1964). A recent study conducted by Berger and Iyengar
(2013) examined how synchronicity shapes the message in WOM and eWOM. They found
that having people pause before they communicate orally (WOM) led them to talk about
more interesting products and brand while pausing did not have the same impact on the
written (eWOM) communication. They argued that this is because of eWOM being
asynchronous in nature. Thus, they concluded that communication asynchrony plays an
important role in WOM and eWOM communication. Although synchronous and
asynchronous might partially explain the difference between WOM and eWOM, the context
of communication can also determine the way we express our thoughts and how we form our
sentences. For instance, in a context where the spoken communication is formal, interactants
will pause and think more when they speak. This can lead to less first thoughts and less
repetition of phrases. The context of communication is one of the attributes that is ignored by
Shannon and Weaver’s (1949) theory of communication which will be discussed in section
2.4.2.
v) Audience Reach
The fifth or last characteristic that differentiates WOM from eWOM is the audience reach
(Blackwell et al., 2006). The spread of communication in WOM is limited to time,
geographic location, and mainly one to one communication (Goldsmith and Horowitz, 2006).
This will limit the WOM communication to mainly occur in a small group with the extent of
a person's social circle such as friends, family, and acquaintances (Blackwell et al., 2006).
However, the spread of eWOM communication is free from geographic and time constraints
(Goldsmith and Horowitz, 2006). eWOM communication ranges from one to one discussion
(e.g., E-mail) to one to many interactions (e.g., a single posting in a blog or a review site) and
many to many communications (e.g., Google group) (Hennig-Thurau et al., 2004, Litvin et
al., 2008). By diminishing the traditional limits of time and geographical factors, eWOM
communication can easily reach to different locations across the globe at different time spam
and in large online communities (Goldsmith and Horowitz, 2006, Steffes and Burgee, 2009).
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The above characteristics have been frequently discussed in the marketing field to
differentiate WOM from its online counterpart (Blackwell et al., 2006, Eisingerich et al.,
2015, Goldsmith and Horowitz, 2006, Hennig-Thurau et al., 2004, Huang et al., 2011, Wang,
2011, Sun et al., 2006). Although the presented characteristics enhanced our understanding of
the distinctions between WOM and eWOM, current knowledge about the differences between
these two phenomena is constrained to the aforementioned features (Table 2.7). This might be
due to the fact that our understating of this type of communication is established upon
Shannon and Weaver’s theory of communication (McLuhan, 2008). The work of Shannon
and Weaver (1949) has been disproportionately used and is still the main basis in the
consideration of the communication aspects of marketing field (Varey, 2000).

2.4 Unpacking of Peer-to-Peer Communication
This section unpacks the major theory behind peer-to-peer communication. Specifically, this
section discusses the inappropriateness of Shannon and Weaver’s Communication theory in
WOM and eWOM field. This will continue by discussing the identified weaknesses of
Shannon and Weaver’s Communication theory. Attention is then directed to an approach (i.e.,
linguistic) that has been recently adopted by WOM and eWOM studies. This section will end
by outlining different linguistic paradigms and suggesting a theory that can be used to replace
Shannon and Weaver’s communication model.

2.4.1 Shannon and Weaver’s Theory, Inappropriate for WOM/eWOM
Different WOM and eWOM studies made an explicit or an implicit use of Shannon and
Weaver’s communication theory to have a better understanding of consumers’
communication (Aitken et al., 2008, Bruwer and Reilly, 2006, Swani et al., 2014, Tham et al.,
2013, Weiss et al., 2008, Baker et al., 2016, Miles, 2014). Chandler (1994b) reported that
Shannon and Weaver’s (1949) model was adopted and applied too easily due to its simplicity.
For instance, Tham et al. (2013) referenced Shannon and Weaver’s (1949) communication
theory to theorize the distinctions between WOM and eWOM. Other studies employed
different elements (e.g., communicator, receivers, message) of communication theory to
enhance our understanding of these phenomena (e.g., Mazzarol et al., 2007, Sweeney et al.,
2014). However, Shannon and Weaver’s (1949) model is not analogous of human
communication (Varey, 2000). Specifically, applying of Shannon and Weaver’s (1949)
communication theory to WOM and eWOM could impede our understanding of these
phenomena for two reasons: i) WOM and eWOM is a human oriented communication while
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Shannon and Weaver’s (1949)model has been originally developed for the engineering field
(Bowman and Targowski, 1987, Dellarocas, 2003) and ii) Shannon and Weaver’s (1949)
model does not clearly discern between different forms of communication (e.g., oral and
written) (LeVold, 2002).
WOM and eWOM is a communication amongst humans while Shannon and Weaver’s (1949)
model was originally developed for engineering field. Looking at the definitions of WOM
and eWOM (See Section 2.2.1), for instance, both terms have been theorised as a
communication between humans (Dellarocas, 2003). More specifically, (e)WOM has been
defined as a form of person(s) to person(s) communications about products that occurs offline
or online (Anderson, 1998, Christodoulides et al., 2012). Furthermore, relevance of studied
interpersonal characteristics (e.g., tie strength, source expertise) to humans also implies that
our understanding of these phenomena has been formed on the basis that humans are the
focal part of these communications (Dellarocas, 2003). However, there is not much analogy
with human communication in Shannon and Weaver’s (1949) model (Chandler, 1994b). In
particular, Shannon and Weaver’s (1949) communication model is recognised as inadequate
for the complex process of human’s communications (Bowman and Targowski, 1987). This
could be due to the reason that Shannon and Weaver’s (1949) model has been originally
developed for sending signal in a wire in the context of radio-telephone communication not
human’s transmission of meanings (Bowman and Targowski, 1987). Therefore, it is logical to
question the applicability of Shannon and Weaver’s (1949) communication theory in to
human’s WOM and eWOM communications.
Shannon and Weaver’s (1949) model also did not clearly discern between different forms of
communication, for example, oral and written (LeVold, 2002). More specifically,
employment of such a theory mislead some scholars as it made it too easy to classify different
forms of messages (i.e., spoken and written) and its subtleties (e.g., intonation, body language,
typography, style, and the like) all as communication (LeVold, 2002). Some other scholars
added further criticism to this model by arguing that such a communication theory did not
even discern between the transport of goods or people and labelled both as communication
when the transmissions were successful (Chandler, 1994b). For that reason, it can be inferred
that the misapplication of Shannon and Weaver’s (1949) communication theory impeded
our view of the differences between WOM and eWOM communications.
The above shortcomings and weaknesses in Shannon and Weaver’s (1949) communication
theory have been discussed in the later studies of communication and classified under four
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major attributes (e.g., Bowman and Targowski, 1987, Campbell and Level, 1985, Chandler,
1994b). In essence, the attributes that have been identified and presented as the weaknesses of
Shannon and Weaver’s (1949) communication theory are i) Meaning (Semantic), ii) Context,
iii) Linearity, and iv) Metaphor (Bade, 2009, Bowman and Targowski, 1987, Campbell and
Level, 1985, Chandler, 1994b, Day, 2000, Varey, 2000). Therefore, the next section will
discuss the above attributes as the weaknesses of Shannon and Weaver’s (1949)
communication theory.

2.4.2 Weaknesses of Shannon and Weaver’s Communication Theory
Shannon and Weaver’s (1949) model was initially “accepted as one of the main seeds out of
which communication studies have grown” (Aggarwal and Gupta, 2001 p.53). While
Shannon and Weaver’s (1949) model was adopted and applied too easily due to its simplicity
(Chandler, 1994b), later studies in the communication field refuted applying of this model to
human interactions (Chandler, 1994b, Schramm, 1955). Chandler (1994b) claimed “the
transmission model is not merely a gross over-simplification but a dangerously misleading
misrepresentation of the nature of human communication”. McLuhan (2008, p.31) further
reported that “this only is a transportation theory, not a theory of communication. They are
concerned merely with getting a bundle of goodies from one place to another”. Later studies
also argued that communication goes beyond a simple transportation of an inert material from
one point to another along a conduit or a channel (Varey, 2000). Therefore, several specific
attributes have been identified as the weaknesses of Shannon and Weaver’s (1949)
communication model. In detail, the major identified attributes are: i) Meaning (Semantic), ii)
Context, iii) Linearity and, iv) Metaphor.
i) Meaning (Semantic)
In the Shannon and Weaver’s (1949) model, little interest has been given to the meaning of a
message (Griffin, 2006). Shannon (1948) clearly reported that meaning is irrelevant in their
communication model. Specifically, Shannon (1948, p.1) claimed that “Frequently the
messages have meaning; that is they refer to or are correlated according to some system with
certain physical or conceptual entities. These semantic aspects of communication are
irrelevant to the engineering problem”. Weaver further claimed that meaning is not the focal
part of their communication model. Weaver argued that the use of information in their model
must not be confused with meaning. In particular, Weaver reported “The word information, in
this theory, is used in a special sense that must not be confused with its ordinary usage”
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(Shannon and Weaver, 1949, p.8). However, meaning or semantic aspect of communication is
an inseparable characteristic of human communication (LeVold, 2002). In particular,
researchers in the communication field emphasised the importance of the embedded meaning
in a message (Van Ruler, 2004).
There is no single, fixed meaning in any message and humans make their own interpretation
of a message (Campbell and Level, 1985). While Shannon and Weaver theorised a message
as a signal or a physical object rather than the sharing of a meaningful idea between humans
(LeVold, 2002), evidence shows that the interpretation of a same message could vary from
one person to another (Campbell and Level, 1985). For instance, a message could be
interpreted as being meaningless to one person while having meaning to another person
(Bowman and Targowski, 1987). Furthermore, humans bring meaning to a message based on
their understanding to the communicative situations (Chandler, 1994b). Shannon and Weaver
ignored the semantic aspect of the message and assumed that successful transition of both,
nonsense words and meaningful sentences would constitute communication (Bowman and
Targowski, 1987). Chandler (1994b) argued that one of weaknesses in the Shannon and
Weaver’s (1949) model is lack of attention to the human’s understanding and interpretation of
the meaning and semantic aspect of a message. In addition, some researcher have reported
that understanding of a message’s meaning also depends on the situation and context of the
communication (Bade, 2009, Schneider, 2002).
ii) Context
Shannon and Weaver’s (1949) model has long been recognised as insufficient for
understanding of human’s communication as it was originally developed for the context of
radio-telephone communication (Bowman and Targowski, 1987). In particular, Shannon and
Weaver’s (1949) theorised that words and symbolic features of communication can be
decoded similarly across different contexts (LeVold, 2002). For instance, an “a” is always
represented by the “dot-dash” unit and vice versa (LeVold, 2002). While such a simple
decoding process might be applicable to engineering field, human’s communication
comprised of more than the sum of the bits of information passed amongst people (Campbell
and Level, 1985). More specifically, the meaning of a message in human’s interaction
depends on various contexts in which the communication occurs (Bade, 2009).
Context is generally viewed as a set of circumstances that spoken or written communication
takes place (Schneider, 2002). In particular, human’s interpretation and understanding of a
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message largely relies on the context in which the communication occurs (Foulger, 2004).
Thus, the meaning of the word is only clear to us when we also know the circumstance and
context in which the communication happened (Chandler, 1994b). For instance, “if people do
not share a context for understanding each other, misunderstanding is the result, not because
of deficiencies in the sender or the message, but because of the lack of a shared context for
understanding” (Schneider, 2002 p.11). One of the most important shared circumstances in
human’s communication is social and cultural contexts (Chandler, 1994b).
Human communications must necessarily be best understood in the social and cultural
contexts (Craig, 1999). This is due to the fact that humans are social beings and therefore, the
usual sets of circumstances in which their communication take place are predominantly
socio-cultural contexts (Craig, 1999). Hence, understanding and constructing the meaning of
a communicative message in human’s communication largely relies on the shared
socio-cultural contexts (Chandler, 1994b, Foulger, 2004). To exemplify, speaking about
weather in some cultures (e.g., British) is far more a matter of phatic communication, that is a
way of maintaining relationships, than a simple transmission of information about climate’s
condition (Chandler, 1994b). Clarke (2005, p.47) also reported that “communication is never
simply about individuals expressing their meanings, because individuals in communicationso-called social subjects- are socially and culturally constructed”. As a result, it is logical to
assume that context helps to construct meaning and the meaning of a message can be viewed
differently within different contexts (Chandler, 1994b). Seeing that human’s interpretation
and decoding of a message is not strictly signals that happen only in one context (LeVold,
2002), Shannon and Weaver’s (1949) model found to be inadequate to understanding human
interactions.
The critiques toward Shannon and Weaver’s (1949) model, however, are not limited to the
meaning and context aspects of the communication. In essence, another fundamental problem
with Shannon and Weaver’s (1949) model is linearity and unidirectional process for
transforming a message (Kurland and Pelled, 2000).
iii) Linearity
Shannon and Weaver’s (1949) model theorised communication as unidirectional, a series of
steps in which a message is transferred from a communicator to a receiver (Bowman and
Targowski, 1987). Shannon and Weaver (1949) transmission model separates the role of
communicator and receiver (Chandler, 1994b). In particular, every signal used in the system
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is perfectly acknowledged and the purpose of the communication is determined before the
communication takes place (LeVold, 2002). Shannon and Weaver viewed communication as a
basic one-way linear process where the communicator of the message is an active
decision-maker (Hodkinson, 2010). That is, the communicator determines the communication
while the receiver’s role is restricted to passively accept the message (Hodkinson, 2010).
However, human’s communication is an open and unpredictable process in which all actors
can be active and take initiatives (LeVold, 2002, Van Ruler, 2004).
Linearity is not an effective approximation of human communication (Griffin, 2006).
Communication between two people involves 'sending' and 'receiving' of messages (Chandler,
1994b) immediately (synchronous) or with delay (asynchronous). In particular, recipients of a
message might do more than just receiving a message. This involves engaging with
communication that will lead to a joint interaction between communicators and receivers
(Hodkinson, 2010). Hence, it is important to admit that human communication is a process
where both communicator and receiver interact fluidly and freely (LeVold, 2002). However,
linearity process in Shannon and Weaver’s (1949) model undermines the receiver’s role and
depicted the recipient of the communication as someone who just absorb information without
any feedback or reaction (Hodkinson, 2010). Although feedback has been added by later
theorists, the model remained as a linear process (Griffin, 2006). Therefore, this linear
process for transmission of information is not a good representation of human communication
(Varey, 2000).
iv) Metaphor
Shannon and Weaver’s (1949) model has viewed communication as a conduit metaphor (Day,
2000) or postal metaphor (Chandler, 1994b). The fundamental problem with conduit (postal)
metaphor of Shannon and Weaver’s (1949) framework (See Figure 2.1) was applying the
model symbolically to include human’s language and behaviour (Reddy, 1979). Based on this
perspective, ideas could be sent in words through a conduit or a channel of communication to
a receiver who could take in the ideas from the words (Garrison, 1995). In particular, Reddy
(1979, p.290) theorised the conduit metaphor in to four steps: “(1) language functions like a
conduit, transferring thoughts bodily from one person to another; (2) in writing and speaking,
people insert their thoughts or feelings in the words; (3) words accomplish the transfer by
containing the thoughts or feelings and conveying them to others; and (4) in listening or
reading, people extract the thoughts and feelings once again from the words”.
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Reddy (1979) noted that viewing language with the lens of conduit metaphor leads to failure
of our understanding of communication. Specifically, the conduit metaphor infers that when
communication occurs, someone extracts the same idea from the language that was put in by
someone else (Varey, 2000). That is, a speaker puts ideas (objects) into words (containers)
and transfer them (along a conduit) to a receiver who takes the idea/objects out of the
word/containers (Lakoff and Johnson, 2003). However, this will lead meaning to be taken as
a thing (Varey, 2000). As Chandler (1994b) claimed, “It is as if communication consists of a
sender sending a packet of information to a receiver, whereas I would insist that
communication is about meaning rather than information”. Chandler (1994b) further argued
that information and meaning emerge only in the course of receivers actively making sense of
what they hear or see. However, the conduit metaphor hides all these details that are involved
in a communication. Thus, conduit metaphor’s view toward communication and transmission
of information found to be irrelevant and inappropriate for human’s interaction.

The discussed attributes found to be the weaknesses of Shannon and Weaver’s (1949)
communication theory. Furthermore, the theorisation of WOM and eWOM is largely routed
in this unsuitable process model of communication. In view of that, this might explain the
main reason behind the mixed results in the literature. Viewing WOM and eWOM from a
different perspective might enhance our understanding of these phenomena. More precisely, a
theory is required that can account for different weaknesses of Shannon and Weaver (1949)
communication theory. That is, a theory that can account for the different aspects of the
communication such as semantic (i.e., meanings), context, and the like.
This study took a novel approach by deriving a theory from the linguistic field for two
reasons. First, theories in linguistic domain address the weakness of process communication
model (e.g., context, semantic). Second, language has been developed and frequently
employed by humans as the only means of communication. Furthermore, human
communication is unique for its wide use of language. In view of that, deriving a theory from
the linguistic field might enhance our understanding of WOM and eWOM communication.
Although using a linguistic theory is not a common approach in WOM and eWOM studies,
some recent studies (e.g., Schellekens et al., 2010, Moore, 2015) used linguistic approach (i.e.,
folk) to have a better understanding of these communications.
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2.4.3 Overview of Linguistics
Human communication heavily relies on language. That is, language has been developed and
frequently employed by humans as the only means of communication (Mateas and Sengers,
2003). The relevance of communication and language has been firmly established in the
academic world. Furthermore, numerous studies discuss the relationship of language and
communication (e.g., Baron, 1998, Watson et al., 2015). Thus, human’s communication must
be best understood through the language perspective. The following section discusses some
of the studies that have taken a linguistic approach (i.e., folk: use of language as the object of
study without recourse to a received theory of language) to investigate WOM and eWOM.
i) WOM and eWOM: Folk linguistics Perspective
Language found to be the most common approach for humans to communicate and to
translate their internal thoughts and emotions into a form that others can understand
(Tausczik and Pennebaker, 2010). One of the areas that has recently entered to the linguistic
domain is consumer research and communication (Ludwig and de Ruyter, 2016) and more
precisely WOM (e.g., Schellekens et al., 2010) and eWOM (e.g., Moore, 2015). These studies
took folk linguistics approach to better understand WOM and eWOM. As Niedzielski and
Preston (2000, p.302) reported: “in the world outside of linguistics, people who are not
professional students of language nevertheless talk about it. Such overt knowledge of and
comment about language is the subject matter of folk linguistics”. In other words, folk
linguistics is the use of language as the object of study without recourse to a received theory
of language (Clarke, 2017).
Schellekens (2010) reported that since language is an essential aspect of peer-to-peer
communication, it is surprising that an in depth understanding of language use in this domain
is still lacking. Established upon Schellekens (2010) PhD thesis, Schellekens et al. (2010)
published a WOM study looking at use of abstract versus concrete language in consumer’s
WOM dyad (i.e., sender and receiver). They focused on the level of abstractness by
classifying verbs into four different categories. This includes: Descriptive Action Verbs (i.e.,
descriptions of single, observable events), Interpretive Action Verbs (i.e., general class of
specific observable behaviours), State Verbs (i.e., an enduring unobservable (mental) state of
the actor), and Adjectives (i.e., describe only the sentence subject and generalize the
behaviour). While Schellekens et al. (2010) used a novel approach in peer-to-peer
communication, this classification of verbs had no recourse to a linguistic theory.
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Schellekens et al. (2010) also investigated the role of valence. They found that negative
product experiences will be communicated more abstractly while positive product
experiences will be communicated more concretely by consumers with an unfavourable (vs. a
favourable) product attitude. Although this shows the differences that can be revealed through
linguistic perspective, this study lacked a linguistic theory for classifying positive and
negative WOM. More precisely, their classification of WOM valence is broad. For example,
using other linguistic theories (e.g., functional: appraisal), one can classifies valence into an
expansive range that can capture and classify all positive and negative aspects of
communication (e.g., feeling, people). The discussion of valence from linguistic perspective
is also explored in eWOM domain. However, similar to WOM, classification of valence in
eWOM domain had no recourse to a linguistic theory.
Another stream of studies that used folk linguistics focused on consumers’ sentiments to have
a better understanding of consumer’s positive and negative opinions (e.g., Duan et al., 2016,
He et al., 2015, Ludwig and de Ruyter, 2016, Ludwig et al., 2013, Mostafa, 2013).
Understating consumer’s sentiments means study of their opinions and their positive or
negative emotions that are embedded in a text (He et al., 2015). In particular, understanding
consumers’ sentiments help to determine their attitude on particular subjects through
detecting different segments of text (Zhang et al., 2016). This involves sentences and words
that contain sentiment signals, and subsequently determining the polarity or strength of the
attitude through them (Zhang et al., 2016). Understating how consumers express their
emotions and the valence of those emotions can tell us about their product consumption’s
experiences. In view of that, researchers in the marketing field looked at consumer’s
sentiment to understand their emotional responses about different products (e.g., Duan et al.,
2016, Ludwig and de Ruyter, 2016, Ludwig et al., 2013, Zhang et al., 2016).
Sentiment analysis has been used across different products ranging from books, movies, and
electronics to hotel service reviews, public relations statements, and financial blogs (He et al.,
2015). However, the number of consumers sharing their consumption experiences online
(eWOM) and offline (WOM) is vast. For example, 3.4 billion conversations about brands
occur every day (Angelis et al., 2012). Furthermore, with the emergence of online platforms,
a lot of customers and users share their consumption experiences online (He et al., 2015).
Accordingly, understating what consumers express through traditional content analysis
methods could no longer meet companies’ needs (He et al., 2015). This led to a large growth
of interest in using computer-text sentiment analysis machines and programs (e.g., Naïve
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Bayes (NB), Linguistic Inquiry and Word Count (LIWC)) especially on online platform sites
like, for example, online review sites, Twitter, Facebook (e.g., Duan et al., 2016, Ludwig and
de Ruyter, 2016, Ludwig et al., 2013, Zhang et al., 2016).
For example, He et al. (2015) developed a social media competitive analytics tool (i.e.,
VOZIQ) with sentiment benchmarks to analyse tweets associated with five large retail sector
companies and generated meaningful business insight reports. Zhang et al. (2016) conducted
the sentiment analysis using Naïve Bayes (NB) for the hotel services. More specifically,
sentiment analysis assisted them to extract texts from User Generated Content (UGC)
platforms (e.g., TripAdvisor.com) for comparison of structured and non-structured UGC
across different cultures (i.e., Chinese vs. non-Chinese). Similarly, Duan et al. (2016)
performed the sentiment analysis using Naïve Bayes (NB), and extracted 70,103 online user
reviews posted on the ten most popular hotel related websites from 1999 to 2011 for
eighty-six hotels in the Washington, D.C., area. Sentiment analysis helped them to measure
hotel service quality by decomposing user reviews into different dimensions. While
employing sentiment analysis has assisted a lot of researchers and marketers to have a more
in-depth understanding of consumers expressions, some researchers took this linguistic
approach a step further to have a deeper insight into consumer purchasing behaviour (e.g.,
Ludwig et al., 2013).
Ludwig et al. (2013) looked at the influence of affective content (sentiment), Linguistic Style
Matches (LSM), and the combination of affective content and LSM in online reviews on
conversion rates. That is, Ludwig et al. (2013) not only conducted a sentiment analysis of
eWOM, but they took a step further by looking at synchronisation in conversation style or
LSM using a communication theory called: Communication Accommodation Theory (CAT).
This theory denotes that the ways people adjust and synchronise their communicative
behaviour when interacting with each other leads to decreasing social distance, and eliciting
more approval and trust (Ludwig et al., 2013).
LSM is the synchronised use of function or style words (Ireland and Pennebaker, 2010). In
other words, LSM is the similarities in the use of function words (e.g., personal pronouns,
impersonal pronouns, articles, conjunctions, etc.) In English there are about 500 function
words, and about 150 are really common (Pennebaker, 2011). While function or style words
help to shape and shortcut language, content words (e.g., nouns, regular verbs, adjectives and
adverbs) convey the guts of communication (Pennebaker, 2011).
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Ludwig et al. (2013) focused on the style words arguing that previous research focused too
much on the content words and ignored the importance of linguistic style as a diagnostic cue
in the communication. Understanding style words could be highly important as they can be
the key to understanding relationships between speakers and other people. For example,
Ireland and Pennebaker (2010) LSM study found that when people relationship is good and
stable, their synchronicity or degree of match in their style words are higher. Ludwig et al.
(2013, p.91) also argued that “a high LSM score help readers establish rapport with the
reviewer, which stimulates them to rely on source cues to form attitudes, perhaps even to the
exclusion of message content”.
In order to assess the affective content and LSM, they conducted a content analysis of
reviews using Linguistic Inquiry and Word Count (LIWC) program. LIWC is a transparent
text analysis program that counts words in psychologically meaningful categories (Chung and
Pennebaker, 2007, Tausczik and Pennebaker, 2010). More particularly, LIWC searches for
and counts both content words, style words, and also identifies emotion (i.e., positive and
negative) in language use within any given text file (Chung and Pennebaker, 2007, Tausczik
and Pennebaker, 2010).
Ludwig et al. (2013, p.98) identified that “a negative change in the affective content of
customer reviews is more detrimental to conversion rates than is an increase of the same size
in the reviews' positive affective content”. This finding is in line with some of the previous
studies that indicated negative valence can be more powerful than positive valence (See
Section 2.3.2). They also identified that an increase in reviews that match the linguistic style
of the particular interest group enhances conversion rates. In another study Ludwig and de
Ruyter (2016) further reconfirmed that customer reviews with high LSM leads readers to
build rapport with the reviewer that eventually form their attitudes. Ludwig et al. (2013) also
theorised that a combination of affective content and assimilating speech acts with greater
degrees of LSM exerts the greatest influence on the receiver of eWOM and thus sales.
While Ludwig et al. (2013) linguistic approach and their relevant findings reinforces the
importance of using this domain in the marketing field, the employed linguistic approach is
still too narrow. First, Ludwig et al. (2013) and the above-mentioned studies used
computerised language measures to assess consumer sentiment. Despite the appeal and large
demand for computerised language measures, they are still quite crude (Tausczik and
Pennebaker, 2010). For instance, the co-developer and owner of the text-analysis program
LIWC claimed that “Programs such as LIWC ignore context, irony, sarcasm, and idioms. The
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word “mad,” for example, is currently coded as an anger word. When people say things such
as “I’m mad about him,” or “He’s as mad as a hatter” the meaning and intent of their
utterances will be miscoded. LIWC, like any computerized text analysis program, is a
probabilistic system” (Tausczik and Pennebaker, 2010, p.30). Thus, it can be argued that
using a computerised program is problematic as it might reduce the accuracy of a study’s
findings. However, the limitation of computerised language measures is not limited to the
sentiment analysis.
Ludwig et al. (2013) employed the linguistic approach a step further by identifying and
separating functional words (e.g., auxiliary verbs) from content words (e.g., regular verbs)
using LIWC. Using this automatic analysis, though efficient and reliable to some extent, is
not without problems. More specifically, a functional word could be a content word and vice
versa, depending on the context being used (Zora and Johns-Lewis, 1989). For example, an
auxiliary verb such as “have” can also be a regular verb according to the grammatical
contexts in which they are used (Zora and Johns-Lewis, 1989). In the linguistic domain, the
manual approach is preferred due to its greater level of accuracy given that each issue is dealt
with by the human linguist in its real context (O'Loughlin, 1995, Zora and Johns-Lewis,
1989). However, Ludwig et al. (2013) approach lacks this and therefore deficit such a
precision.
Third, Ludwig et al. (2013) consumer sentiment classification or valence is too broad. In
detail, all previous WOM and eWOM researchers classified and coded everything that had
positive or negative connotations into positive or negative valence (folk linguistics). Although
sentiment analysis has been more specific by focusing on our emotions (e.g., Ludwig et al.,
2013), some linguistic theories show that we can express our feelings not just through our
emotion. For instance, Ludwig et al. (2013) sentiment analysis involves affective negative
content words (e.g., “fear”, “anger”, “disgust”, “sadness”) and affective positive content
words (e.g., “happiness”). Although these words might imply positive or negative emotions,
this classification has no linguistic foundation. Based on some linguistic resources (i.e.,
Appraisal), affect shows our positive or negative emotions or reaction to behaviour when we
have different feelings (Martin and White, 2005, White, 2015). More precisely, feeling can be
classified into 1) unhappiness or happiness, 2) insecurity or security, and 3) dissatisfaction or
satisfaction. In Ludwig et al. (2013), some of the words that have been labelled as “negative
affect” (e.g., fear) can potentially be coded as: affectinsecurity. Hence, using a relevant
linguistic theory can better inform our understating of consumer’s evaluations. Furthermore,
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human’s attitude and evaluation is not limited to the expression of feelings (i.e., affect).
Established upon the appraisal resource, our evaluation and attitude can also involve other
semantic regions such as judgement (i.e., our evaluation of people) or appreciation (i.e., our
evaluation of things). However, to the best of this researcher’s knowledge, previously
published marketing studies ignored this classification and used the broad term of valence to
encompass and group all evaluations into “positive” or “negative”.
Ludwig et al.’s (2013) linguistic approach toward consumer’s communication nevertheless
reinforces the importance of employing this field into WOM and eWOM domain.
Furthermore, they took a novel approach and focused on the functional words for revealing
the rapport and closeness between people in eWOM, and how it can lead to sales. While this
shows how language is fundamentally interpersonal, there are some credible linguistic that
can better reveal the role of interpersonal dimensions in WOM and eWOM communications.
Furthermore, the above studies used folk linguistics approach; without recourse to a received
theory of language. As Ludwig and de Ruyter (2016, p. 125) later stated “studies analysing
verbatim data and quantifying its implications are essentially entering the domain of
linguistics. Yet, considerations of established approaches by linguistics are scant, which
hinders the advancement of text analysis in consumer research”.
A few peer-to-peer communication studies also took linguistic approach across hedonic and
utilitarian products: Kronrod and Danziger (2013), Moore (2015) and, Moore (2012). Similar
to the above studies, however, they also used folk linguistics approach.
Hedonic and Utilitarian Products: Folk linguistics Perspective
A few peer-to-peer communication studies applied folk linguistics approach across hedonic
and utilitarian products. However, the role of language in relation to these product categories
has been overlooked. Kronrod and Danziger (2013) confirmed that there are only a few
studies that looked at the role of language across hedonic and utilitarian products. More
precisely, they stated that “Surprisingly, one factor that has received practically no attention is
the language that consumers use to describe consumption” (p. 34). To the best of this
researcher’s knowledge, only a few studies have looked at the role of language in hedonic
and utilitarian products. This includes: Kronrod and Danziger (2013), Moore (2012), Moore
(2015).
Kronrod and Danziger (2013) conducted four experiments looked at figurative language and
its impact in consumer reviews (eWOM) of hedonic and utilitarian consumption. In detail,
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figurative language is the use of words and expression such as metaphor, idiomatic
expressions, and their indirect meanings, to convey an additional connotation beyond that of
their lexical sense (Kronrod and Danziger, 2013). Kronrod and Danziger (2013) findings
suggest fundamental differences in the use and effect of figurative language for hedonic and
utilitarian consumption. To be precise, in study 1, they found that consumer reviews that
contain more figurative language lead to more favourable attitudes in hedonic, but not
utilitarian products. In study 2, they demonstrated that reading a review containing figurative
language increases choice of hedonic over utilitarian options. And finally in studies 3 and 4
they claimed that consumers use figurative language more in descriptions of hedonic
consumption rather than utilitarian consumption. Kronrod and Danziger (2013) use of
linguistic approach reveals a new insight toward the differences between these two categories
of products. Parallel to Kronrod and Danziger (2013), Moore (2015) and, Moore (2012)
linguistic approach also shows fundamental differences between hedonic and utilitarian
products.
Moore (2012) argued that previous studies have overlooked the contents of messages and
instead focused on some aspects such as valence. Moore (2015) and Moore (2012) conducted
two eWOM studies using “Explaining Language” as the foundation to understand consumer’s
consumption behaviour across hedonic and utilitarian products. In detail, explaining language
is like a cognitive process that involves generating stories and explanations for why
experiences happened or why those experiences were liked or disliked (Moore, 2012).
Contrary to explaining language, non-explaining language involves a simple description of
consumption with no explanation. In the first study, Moore (2012) used explaining language
from communicator’s perspective (i.e., story teller) across both positive and negative
product’s experiences. She argued that explaining language helps storytellers to understand
why their consumption experiences occurred and why they reacted the way they did to these
experiences.
Moore (2012) found that explaining language influences storytellers by increasing their
understanding of consumption experiences in comparison to non-explaining language.
Furthermore, she identified that explaining language decreases individuals’ intentions to retell
stories about positive and negative hedonic experiences, but it increases individuals’
intentions to retell stories about positive utilitarian experiences. She expanded this study in
2015 using explaining language as the foundation and focused on individual explanation in
eWOM from two perspectives. In detail, Moore (2015) examined the role of explanation type
71

in eWOM in terms of: their actions or their reactions. Explained actions refer to what a
product does or how it functions (Moore, 2015). In other words, explained actions are
primarily cognitive as they specify reasons for selecting or using certain products or features
(Moore, 2015). On the contrary, explained reactions theorises how a product will make
consumers feel (Moore, 2015). That is to say, explained reactions are primarily emotional as
they focus on feeling for responding to a certain product response (Moore, 2015). Given that
utilitarian products are cognitive and functional while hedonic products are affective and
emotional, she suggested compatibility between certain explanation types (action vs. reaction)
and product types (utilitarian vs. hedonic). Similar to her first study, Moore (2015) new study
also found fundamental differences between hedonic and utilitarian products from linguistic
perspective.
Moore (2015) findings show that explained actions and reactions are differentially helpful
across product type. In particular, review writers explain their actions more than their
reactions for utilitarian products. On the other hand, review writers explain their reactions
more than their actions for hedonic products. Moore (2015) argued eWOM senders write
their reviews this way to be more helpful to the review readers. In detail, the readers find
explained actions more helpful for utilitarian products and explained reactions more helpful
for hedonic products. Consequently, explained actions increase attitude for utilitarian
products, whereas explained reactions increase attitude for hedonic products. The summary of
the above studies is presented in the following table.
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Table 2.8: Peer-to-Peer Communication Studies used Folk Linguistics Approach
Author(s)

Medium

Folk Linguistics
Approach

Kronrod and
Danziger (2013)

eWOM

Figurative language

Moore (2012)

eWOM

Explaining
Language

Moore (2015)

eWOM

Explaining
Language

Findings/Discussions
- eWOM containing more figurative language leads to more favorable attitudes in hedonic, but not utilitarian.
- Reading an eWOM containing figurative language increases choice of hedonic over utilitarian options.
- Consumers use figurative language more when sharing experiences about hedonic than utilitarian consumption, and
that eWOM extremity influences figurative language use only in reviews of hedonic consumption.
- Explaining language influences storytellers by increasing their understanding of consumption experiences in
comparison to non-explaining language.
- Explaining language decreases individuals’ intentions to retell stories about positive and negative hedonic
experiences, but it increases individuals’ intentions to retell stories about positive utilitarian experiences.
- eWOM writers explain their actions (reactions) more than their reactions (actions) for utilitarian (hedonic)
products.
- The readers find explained actions (reactions) more helpful for utilitarian (hedonic) products and explained
reactions more helpful for hedonic products.
- Explained actions (reactions) increase attitude for utilitarian (hedonic)
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The use of linguistic approaches in the above studies provided new insights toward
understanding of hedonic and utilitarian products. The above findings show how using
linguistic approach can add more knowledge about hedonic and utilitarian products into
eWOM field. However, as Kronrod and Danziger (2013) claimed, use of linguistic approach
in this domain has been scant. Furthermore, these studies used folk linguistics approach
without any reference to a received theory of language.
This study will also use a linguistic approach .However, unlike previous studies, this research
will use an explicit linguistic theory to look at the differences between hedonic and utilitarian
products across both WOM and eWOM. Previous studies mainly focused on one domain (i.e.,
eWOM) but this study will focus on two mediums: WOM and eWOM. This study provides a
unique approach by deriving some alternative theories from the linguistic field to study WOM
and eWOM communications. That is, a well-established linguistic theory to: i) offer a solution
for the weaknesses of Shannon and Weaver process model and ii) provide a framework for
different WOM/eWOM characteristics (e.g., valence). Thus, this thesis uses a well-established
theory from the linguistic domain to apply in peer-to-peer communication context.

2.5 Conclusion
The purpose of this chapter was to show the need for the revision of the peer-to-peer
communication domain by using a new theory. To achieve this, the following sections were
discussed. Initially, section 2.2 demonstrated the significance of WOM and eWOM for
consumers and marketers. This section also reviewed different product’s categories (i.e.,
hedonic and utilitarian) that have formed the contents of WOM and eWOM communications.
Section 2.3 provided a review on different communication process models, specifically
Shannon and Weaver (1949) that informed most of the WOM and eWOM studies. Then, this
section provided a brief discussion of initiating communication elements such as
communicator, message, channel and their associated characteristics like tie-strength, source
expertise, valence, followed by the identified mixed results in this domain. The last section
put emphasis on the inappropriateness of using Shannon and Weaver’s Communication theory
in WOM and eWOM field. In particular, section 2.4 illustrated the weaknesses of Shannon
and Weaver’s (1949) communication theory as the main reason for the mixed results in the
previous studies. This section ended by arguing the need for adopting a new theoretical
approach in this domain from other fields like linguistic.
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The next chapter, chapter 3, will provide a thorough discussion of different linguistic
paradigms. In particular, Chapter 3 will review distinct language paradigms and introduce a
functional linguistic theory that can: i) address the weaknesses of Shannon and Weaver’s
(1949) communication theory, and ii) offer some linguistic resources that could be used to
study different peer-to-peer communication characteristics.
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3. PEER-TO-PEER COMMUNICATION: THE SFL
PERSPECTIVE
3.1 Introduction
The purpose of this chapter is to justify the relevance of SFL theory to this research. This
chapter will also reinterpret peer-to-peer communication along with its associated
characteristics from SFL perspective. So, the following sections will be discussed in this
chapter.
Section 3.2 provides an overview of the linguistic evolvement in the twentieth century.
This section discusses the evolvement of different linguistic paradigms, and why functional
paradigm, and more specifically SFL is the most prominent approach for understanding
humans’ communication. Section 3.3 describes the SFL theory. In particular, different aspects
of SFL theory such as strata, metafunctions, and lexico-grammar are discussed in this section.
In the next section, a functional critique of process model of communication is provided. That
is, section 3.4 shows how the SFL theory addresses the weaknesses of the Shannon and
Weaver’s (1949) process model of communication. Section 3.5 selects the SFL resources that
are relevant to this research. Given that SFL is a comprehensive theory of language, a critical
evaluation of the key linguistic resources is be discussed here. The last section outlines the
research aim, hypotheses, and questions. To be precise, section 3.6 outlines the hypotheses
and research questions by providing “a new to marketing perspective” toward peer-to-peer
communication and linguistic indicators of marketing characteristics (e.g., tie-strength, source
expertise).
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3.2 Peer-to-Peer Communication: Why a Linguistic Perspective
The previous chapter illustrated the centrality and inappropriateness of Shannon and Weaver’s
(1949) process model in the peer-to-peer communication’s context. In particular, section 2.4.2
identified and delineated the weaknesses of the Shannon and Weaver’s (1949) process model
of communication. Meaning (semantic), context, linearity, and metaphor found to be the
major drawbacks of this theory. As such, Shannon and Weaver’s (1949) model did not account
for the meaning or semantic aspect of a message communication (Griffin, 2006). Shannon
(1948) also clearly reported that meaning is irrelevant in their communication model. Context,
in which communication takes place, found to be the next weakness of the process model of
communication. Specifically, the context relates to the relationship between a sender and a
receiver as well as the channel or medium (e.g., spoken and written) of the communication.
However, Shannon and Weaver’s (1949) communication model did not consider how humans’
relationships can create context and also falsely assumed that spoken and written
communications are equal. Furthermore, the linearity in the process model of communication
implied that the transmission model is fixed and the roles of a communicator and a receiver
are separated (Chandler, 1994b, Hodkinson, 2010). That is, communication is a start and
finish route where the roles of the sender or encoder and the receiver or decoder are clearly
defined. In truth, however, these roles always change. Specifically, such a view toward
communication is not accurate given that communication between two people involves
simultaneous “sending” and “receiving” of information (Chandler, 1994b, Hodkinson, 2010).
Lastly, viewing communication from the metaphor’s perspective inferred that language
functions like a conduit. That is, communication comprised of a sender sending a packet of
information to the recipient. However, such a view implied that human’s communication is
about information rather than meaning.
Later studies suggested an interdisciplinary approach to address Shannon and Weaver’s (1949)
weaknesses (Wells, 2011). That is, using a discipline that: i) is applicable to human’s
communication, not radio-telephone communication, and ii) can account for different
drawbacks of the communication process model such as semantic (i.e., meaning), context, and
the like. What makes human’s communication possible is language, and language has been
developed and frequently employed by humans as the only means of communication (Mateas
and Sengers, 2003). While it was evident that the linguistic field was relevant and appropriate
for studying humans’ communication, researchers were still unsure of a theory that could best
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possibly address all the weaknesses of Shannon and Weaver’s (1949) process model. Weaver
(1949) had already long ago speculated upon the possibility of linking the mathematical
theory of communication to semantics, which is a major branch of linguistics (Wells, 2011).
However, what was missing at that time was an established schematic for how to make this
linkage (Wells, 2011). With the evolvement of linguistic theories that further focused on
semantics as the foundations of humans’ communications, it became evident that using a
theory from the functional school of thought could resolve the drawbacks of process model of
communication.
A review on the evolvement of linguistic theories reveal that two fundamental schools of
thought exist: functional and formal (Halliday, 1994). Functional view toward language
involves analysis of linguistic structure that lays stress on explanation based on factors outside
the structural form, such as semantic or meaning (Croft, 2012). However, formal linguist puts
the primary emphasis of explanation on principles defined purely in terms of structural form,
and not meaning (Croft, 2012). Considering that meaning or semantic was one of the key
weaknesses of Shannon and Weaver’s (1949) process model, using a linguistic theory from
the functional domain seemed appropriate.
Pre-emptively, Systemic Functional Linguistics (SFL) is selected as the only functional theory
that can address the weaknesses of Shannon and Weaver’s (1949) process model (Section 3.3).
Recent studies have also confirmed that the dominant approach to linguistics is Michael
Halliday’s SFL theory (Dickins, 2016). Nevertheless, the following section will delineate the
major differences between formal and functional perspectives, why functional view toward
language is relevant to this study, and a discussion on the history and evolvement of both
paradigms.
There is another stream of linguistic that is called Integrational. This is a new stream that does
not fit into the major paradigms of language (i.e, formal and functional). Furthermore, SFL
has been established to be theoretically superior to the integrational approach (Kilpert, 2003).
However, a brief discussion of integrational linguistic is presented at the end of section 3.2
(i.e., section 3.2.4).
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3.2.1 Formal-Functional Dichotomy
The greatest debate that exists (and has long existed) among the linguists is between those
who practice “formal linguistics” and those who practice “functional linguistics” (Newmeyer,
2010). The formal perspective has roots in logic and philosophy (Halliday, 1994) while the
functional viewpoint has roots in rhetoric and ethnography (Halliday, 1994). However, the
major characteristic that leads to the fundamental difference between these two paradigms is
the autonomy of syntax or grammar (Newmeyer, 2010). Syntax is a traditional term for the
study of the instructions and rules governing the way words are combined to make sentences
in a language (Crystal, 2008). Formal theories of language are primarily interested in the
linguistic form itself or the internal structures or grammar of language (Bjerre et al., 2008).
Formal linguists assume content and communicative function to be of no interest (Bjerre et al.,
2008). So, this school of thought just focuses on the ways different elements of language are
related to each other as systems of formal rules. The rules that govern the combinatorial
possibilities of the formal elements of a language with no reference to constructs from
meaning, discourse, or language use (Newmeyer, 2010). As a result, formalists see language
as an independent unit where it can be analysed on its own without taking in to account the
meaning and the use to which it is put (Dirven and Fried, 1987).
Functional linguists argue that syntax or grammatical structure is largely shaped by the
functions that language plays, the most imperative of which is that of conveying meaning in
the act of communication (Newmeyer, 2010). Functional linguists interpret a language as a
network of relations, with structures coming in as the realisation of these relationships
(Halliday, 1994). This school of thought is more focused on variables among different
languages, to take semantics or meanings as the foundation (Halliday, 1994). Taking
semantics as the foundation infers that the grammar is natural, and so to be organised around
the text, or discourse (Halliday, 1994). A functional view of language encompasses the entire
communicative situation that ranges from the purpose of the communication to its participants
and its discourse context (Nichols, 1984). Therefore, functional perspective concludes that it
is incorrect to try to separate grammar (and syntax in particular) from meaning, discourse, and
use (Newmeyer, 2010).
The differences between formal and functional perspectives suggest that functional view is
more appropriate for studying human’s communication. In particular, the issues that were
identified with Shannon and Weaver’s (1949) process model like meaning (semantic) and
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context (language use) were not the major concern for the formal linguists either. However,
functional linguists view toward language considers the entire communicative situation
(context) and meaning (semantic); the key elements that were missing in the Shannon and
Weaver’s (1949) process model.
The functional view toward language was enormously shaped and developed by Michael
Halliday, a British-born Australian functional linguist that has made a permanent contribution
to linguistics. This research follows functional perspective and more specifically Halliday’s
view. The following section will discuss the evolvement of language theories within each
paradigm (formal and functional), and how Halliday’s view became the dominant approach in
the realm of functionalist.

3.2.2 Formal Paradigm
One of the primary formal linguists in the first half of the twentieth century was Leonard
Bloomfield (Abbott, 1999). Bloomfield view toward language was strongly influenced by
psychology and behaviourism (Abbott, 1999). At the beginning of twentieth century,
psychologists were striving to implement the principles of logical positivism, which focused
on objective observable data in formulating scientific theories (Abbott, 1999). They claimed
that the achievement of any knowledge includes direct experience (Xia, 2014). That is,
knowledge obtained only through objective and observable experiment is dependable,
otherwise not (Xia, 2014). Bloomfield used behaviourism and psychology as the guideline to
study language and therefore, invented immediate constitute analysis (Xia, 2014). Based on
Bloomfield’s constitute analysis, a sentence could be divided into the different smallest
constitutes that form the sentence (Xia, 2014). Bloomfield used this approach to prove that a
language is a system of symbolic structures (Xia, 2014). Bloomfield view toward language
had a pure formal structure as he had nothing at all to say about sentence meaning (Abbott,
1999). However, Bloomfield's approach was found to be impractical as it was limited to his
theoretical orientation (Abbott, 1999).
Post- Bloomfieldian scholars who strived to develop Bloomfield’s work did not make further
theoretical progress with respect to meaning. Post- Bloomfieldian view of language was also
formalist, in the sense that it characterised the formal properties of sentences independent
from their meanings and functions (Newmeyer, 1998). However, one of the major formal
linguists, Noam Chomsky, identified many limitations with previous classification of
language structure according to distribution and arrangement (Xia, 2014). Chomsky theorised
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the goal of the grammarian is not to simply classify elements of utterances, but rather to create
an approach to characterise all sentences of the language (Abbott, 1999). He developed
so-called Generative Grammar which placed grammar at the centre of linguistics (Abbott,
1999, ODonnell, 2012). In particular, generative model or generativism denotes that sentences
are generated by a subconscious set of procedures (Bavali and Sadighi, 2008). These
procedures involve a finite set of grammatical rules for generating an infinite number of the
sentences (Bavali and Sadighi, 2008, Dickins, 2016). In other words, from a fixed set of rules,
endless formed sentences of the language can be generated. Chomsky also considered
semantic in his model. However, like previous formalists, Chomsky also put emphasis on
syntax over semantic (Ezekulie and Adura, 2017).
Chomsky’s view toward language was problematic due to several reasons. Primarily, his
generative model implied that if one were to analyse a language that had never previously
been studied before, the analysis would presuppose that this language has those feature
(Dickins, 2016). However, no analytical features are presumed to be universal and all analyses
are language specific (Dickins, 2016). In particular, to construct a sentence, rather than just
plodding through a finite set of rules, a language is also controlled by other factors like
relationships of people with each other, the medium of the communication, and the like
(Ezekulie and Adura, 2017).Furthermore, Chomsky’s overriding emphasis on grammar has
led him to stresses syntax over other aspects of communication such as semantic (Ezekulie
and Adura, 2017). That is, generative grammar implied larger interest in the formedness of a
sentence and rules that systematise how sentences are formed in the language than its meaning
(Ezekulie and Adura, 2017). Lack of attention to semantic also led Chomsky to not consider
“context” of communication in his model (Ezekulie and Adura, 2017). That is, to understand
an expression it is crucial to consider the context that influences the speaker’s semantic
choices so as to account for why some specific words are selected instead of others (Ezekulie
and Adura, 2017, Halliday, 1994). However, Chomsky’s generative model did not account for
any of the above issues.
It is evident that formalist perspective is not appropriate for addressing Shannon and Weaver’s
(1949) weaknesses given that both approaches lack some key characteristics like “semantic”
and “context”. Unlike formalist, functionalists take semantics or meanings as the foundation,
which lead the grammar to be natural, and to be organised around the text, or discourse’s
context (Halliday, 1994). The prominent functional theory in this domain that is known to be
opposite to Chomsky and other formalists’ approach is Halliday’s SFL theory. The following
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section discusses the evolvement of functional linguistics, and why SFL is the only theory that
can address the Shannon and Weaver’s (1949) weaknesses.

3.2.3 Functional Paradigm
There are different schools of thoughts available in the realm of functionalists. This includes
American anthropological linguists such as Boas, Sapir and Whorf to some European linguists
like Prague school, Glssematics (Hjelmslev), Firthian and Hallidayan (Graber, 2001).
However, there is a general consensus that European view of language is more functional than
American linguists (ODonnell, 2012). In particular, American-style linguistics evolved in the
modelling of the world’s languages by mainly focusing on how language is composed
(ODonnell, 2012). Furthermore, meaning was not a concern for American-style linguistics
(ODonnell, 2012). European linguists on the other hand viewed language as a way to address
the needs of language by emphasizing its functions, what it is used for, and its meaning
(ODonnell, 2012). Therefore, European perspective seemed to be more appropriate for better
understanding of humans’ communication in terms of meaning and context. However, some
mixed views existed about the functional role of language within European perspective.
Michael Halliday developed systemic functional linguistic model of language. He classified
European perspective to continental (e.g., Prague school and Glssematics) and British (e.g.,
Firthian and Hallidayan) (Graber, 2001). All these categories and perspectives seem to be
developed from a similar numbers of shared descriptive and explanatory goals. For example,
both of the continental perspective (e.g., Prague school) and British linguists (e.g., Firth and
Halliday) viewed language as comprising of three levels with meanings at the top, sound and
letter at the bottom, and words placed between the two (Dirven and Fried, 1987).
Halliday (1994) has also specifically claimed that there is a similar link between his functional
view of language and Prague school. Halliday reported that these schools “were both the first
linguists to attempt to build functional theories in to the linguistic system instead of imposing
them from the outside” (Dirven and Fried, 1987 p.42). In spite of the shared perspectives and
explanatory goals, a number of disagreements also existed among these linguists. Prague
school and Halliday both shared a same perspective about the metafunctions or different
meanings of language (Dirven and Fried, 1987). In particular, metafunctions of language
include textual, interpersonal, and ideational (Eggins, 2004). The textual metafunction is
relevant to how the text is structured as a piece of speech or writing, ii) interpersonal shows
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our relationships with other people and our attitudes to each other, and iii) ideational
manifests how we represent experience in language (Eggins, 2004). However, Prague school
argues that in most cases, two or all of the functions seem to coexist in the same utterance
while one of them is always the predominant one (Dirven and Fried, 1987). On the contrary,
Halliday claims that a sentence realises all the three functions simultaneously without giving
any priority (Dirven and Fried, 1987).
Halliday also argued and emphasised the relevance and reflection of the metafunctions of
language in the internal structure (Dirven and Fried, 1987). For instance, Halliday related
interpersonal metafunction into another level in grammar that he called “Mood”. Mood is a
grammatical source for realising an interactive move in the conversation (Martin et al., 1997).
However, Prague school failed to relate metafunctions of language to the internal structure of
language or syntax (i.e., grammar) (Dirven and Fried, 1987). While the presence of
metafunctions in the Prague school make this linguistic approach functional, similar to
formalist linguistics, Prague school failed to clearly show the relevance of different meanings
of language to syntax or grammar. Similar overlaps and differences are also available between
the other continental linguist (e.g., Hjelmslevian) and the British one (e.g., Hallidayan).
Similar to Hallidayan, Hjelmslev also reported that the meanings is realised through words
and grammar (i.e., lexico-grammar) and then recoded in phonology (Dirven and Fried, 1987).
In detail, lexico-grammar can be considered informally as a grammatical level that enables us
to combine sounds into words, which can then be arranged in different grammatical structure
to make different meanings (Eggins, 2004).
Some differences exist between Hallidayan and Hjelmslevian perspectives of language.
Unlike Hjelmslev, language in Halliday’s view engenders text (that is ‘‘the process of
continuous movement through the system for social semiotic purposes” (Bache, 2010 p.2574)
and simultaneously text engenders language. Hjelmslev and Halliday also differ in their views
of the words and grammar (i.e., lexico-grammar) of language. Halliday’s aim of
lexico-grammar is to provide a description of language that can express all sorts of meanings
in actual communication. Hjelmslev aim is to deliver just a broad and general description of
language without being too specific. Thus, Hjelmslev did not concentrate on the
lexico-grammar of language as Halliday did due to his explicit purpose of generalisation
through lowest level of language analysis. According to some authors (e.g., Bache, 2010),
Hjelmslev’s simplicity and generalization in analysis of language led his perspective to be
perceived as shallow and inconclusive. Therefore, lack of adequate attention to i)
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metafunctions, ii) internal structure of language, and iii) lexico-grammar, led continental
perspective to be perceived as inadequate for studying language and specifically its function.
These shortcomings are addressed by some other functional linguists like Firth and Halliday.
J. R. Firth was the ﬁrst Professor of General Linguistics in England and also the founder of
the British school of functional language (Upadhyay and Pandey, 1993). Firth originally
developed his theory in conversation with his colleague, Bronislaw Malinowski, who was an
anthropologist (Graber, 2001). From Firth’s perspective, language was an observable
behaviour that people used within particular cultural and social environments (Graber, 2001).
This view of language stood in contrast to the previous interpretation of language as simply a
conduit for transporting ideas or meanings from one mind to another. Furthermore, Firth’s
approach to the function of language was different from his other linguists’ colleagues. For
Firth, the function of language was “the relationship between context and the particular
choices that are made in a system that result in particular structures in a text or particular
linguistic behaviours in a context” (Graber, 2001 p.7) . Specifically, Firth offered a different
perspective to the language function by seeing it as social in nature. In other words, language
is social because it is used within social contexts, and also used to do particular things in those
contexts (Graber, 2001).
Firth further developed his functional perspective of language by emphasizing the centrality
of context throughout his linguistic model (ODonnell, 2012). Firth referred to context in a
more comprehensive way by classifying context as a broad context of culture, and the speciﬁc
context of situation (Graber, 2001). Although Firth’s idea for centrality of context in language
and its classification to culture and situation transformed and improved the functional view of
language, Michael Halliday was the linguist that largely developed Firth’s idea (Zequan,
2003). It was Michael Halliday that eventually gave currency to Systemic-Functional Model
of Language. When Firth died in14th December 1960, Halliday was the most influential of his
followers (Chapman and Routledge, 2005). Halliday’s interest in Firth’s view of language
evolved through his working collaboration with Firth. When Halliday began his doctoral
degree, he wanted to have Firth as his supervisor at University of London (ODonnell, 2012).
However, Halliday’s PhD application was rejected as it was required for the prospective PhD
students at University of London to sign a declaration form to indicate that they were not
members of the Communist Party (ODonnell, 2012). Halliday did not sign the form and went
instead to Cambridge University to peruse his PhD, which was open to different political
views (ODonnell, 2012).
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Halliday later managed to get Firth’s agreement to act as his supervisor for his doctoral degree
(Zequan, 2003). Halliday picked Firth’s general approach of considering the function of
language in context while including the realm of grammar which Firth himself had not
(Chapman and Routledge, 2005). Halliday’s application of Firthian principles to grammar was
labelled as “Scale and Category Grammar” (ODonnell, 2012). Halliday further evolved his
“Scale and Category Grammar” into something more functional, what he later labelled as
Systemic Grammar. Systemic grammar theorised as a network of systems of relationships
which constitutes all the semantically relevant choices in the language as a whole (Crystal,
2008). Halliday then retitled his theory and used the name “Systemic Functional Grammar”
(SFG) for his functional approach (ODonnell, 2012). Halliday (1994) further claimed that the
fact that SFG is a “functional” grammar means that it is based on meaning; but the fact that is
a “grammar” means that it is an interpretation of linguistic forms. The label now used for this
approach is Systemic Functional Linguistics (SFL). A diagram on the development of
language history below summarises the above discussions and the evolvement of SFL theory
(Figure 3.1).

85

Bloomfieldian

Formal
Chomskyan
Post- Bloomfieldian

Linguistics

Boas, Sapir and Whorf
American
Firthian
Scale and Category Grammar
Functional

British
Hallidayan
European

Continental

Systemic Functional
Linguistics (SFL)

Prague school, Glssematics (Hjelmslev)

Figure 3.1: Formal and Functional Linguistics
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Recent studies of linguist confirmed that the current dominant approach to linguistics is
Michael Halliday’s SFL theory (Dickins, 2016). Halliday’s SFL theory is now also used
world-wide in other disciplines (e.g., communication) and for different analysis purposes
(e.g., discourse analysis) (ODonnell, 2012). Furthermore, SFL has also recently entered into
the marketing field (e.g., Grant, 2015, Mehmet, 2014, Mehmet and Clarke, 2016, Baxter,
2011, Oliver, 2016, Al Mansour, 2012).
The main reason for SFL worldwide application is that SFL is a multifaceted theory that is
concern with language use, its social contexts, and how it helps humans to achieve particular
goals (Eggins, 2004). In other words, SFL’s attention to the context of communication, the
semantics, and lexico-grammar altogether made this theory unique given that previous
theories that were applied in humans’ communication ranging from linguistic approaches
(e.g., Functional: Prague school, Hjelmslev, Firthian, and Formal: Chomsky’s Generativism)
to non-linguistic ones (e.g., Shannon and Weaver’s (1949) process model) failed to do so.
It is important to note that there is another stream of language such as Integrational
Linguistic that also possesses some characteristics of functional approach such as context.
However, integrational linguistic is not part of the functional school of thought. Furthermore,
integrational linguistics is not as complete and thorough as SFL for studying human’s
communication (Kilpert, 2003). However, a brief discussion of integrational linguistic is
provided below.

3.2.4 Integrational Linguistic
While the greatest debate that exists (and has long existed) among the linguists is between
formal and functional linguistics (Newmeyer, 2010), there is another stream that neither
belongs to formal domain nor fits to the functional field. This stream is called Integrational
Linguistic. Ludwig Wittgenstein can properly be called the father of Integrationism (also
known as Integrational) (Goldstein, 2004). Wittgenstein (1920) viewed language as an
ordinary tool (Biletzki and Matar, 2016). In particular, he argued that language can be used
for different things ranging from picturing facts to asking, thinking, greeting, cursing, praying,
commanding, guessing, joking, and the like. Similar to functional perspective, Wittgenstein
also denied logical structures of language (Fleming, 1995). Wittgenstein argued that the
logical structure of language provides the limits of meaning given that rules are an
insufficient explanation of human action (Fleming, 1995). Instead, Wittgenstein strongly
placed the idea that meaning is a function of use, the function of the way in which it is used
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by speakers of language. Wittgenstein’s view toward language further developed and evolved
by Roy Harris. Roy Harris was an Emeritus Professor of General Linguistics in the
University of Oxford (Harris, 2015). Harris (2015) theorised three parameters to further
evolve integrationism. These include: (i) biomechanical (i.e., the physical and mental
capacities of the individual participants), (ii) macrosocial (i.e., practices established in the
community or some group within the community), and (iii) circumstantial (i.e., the specific
conditions obtaining in a particular communication situation). For example, when A and B
communicate in speech via sounds of a certain amplitude and frequency is a biomechanical
factor; when A and B cannot communicate in Swahili because B knows no Swahili (even
though A does) is a macrosocial factor; and the fact that A can speak to B even though
separated by a distance of thousands of miles (because a telephone is available) is a
circumstantial factor (Hutton et al., 2011). Roy Harris’ major argument was that language has
no isolated existence (i.e., Contextual). That is, words are always embedded in a "form of
life", inextricably integrated into purposeful (i., functional) human activities (Fleming, 1995).
Harris claimed that integrational approach toward language could be superior to the other
linguistic schools of thoughts (e.g., formal). For instance, Harris heavily criticised Chomsky’s
overriding emphasis on grammar. In particular, he stated: “Linguistics [has been] reduced by
Chomsky and his disciples to a positively mind-boggling level of stupidity and insignificance
(Kilpert, 2003, p.199). Although Harris admired Firth’s functional approach to linguistic, he
accused Firth and more specifically Halliday’s SFL theory for being confined and only
applicable to verbal part of human’s communication and not considering non-verbal language
(Kilpert, 2003). Later functional studies refuted Harris’ criticism toward SFL (See Kress and
Van Leeuwen, 1996, and Steiner 1988).
There is a consensus view amongst linguists that Harris’ integrationism approach toward
language destroys other linguistic schools without rebuilding (Kilpert, 2003). For instance,
Halliday still valued and used Chomsky’s view toward grammar while Roy Harris completely
denied Chomsky’s approach. Furthermore, the integrative approach found to pose some
problems for linguists with no theoretical foundation (Kilpert, 2003). For instance, there is a
growing stream of systemic functional studies exploring sign language and multimodal texts
(See Kress and van Leeuwen, 1996, Steiner, 1988). While these studies confirm that systemic
functional approach is sufficient to be used for studying non-verbal (e.g., sign language),
Harris did not clearly articulate the boundaries of non-verbal language. Hasan (1999, p.274)
claimed that there are areas of language where the non-verbal contribution must be admitted
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to be minimal. As such, “It is easy for a linguist to ‘go overboard’ in bringing in non-verbal
aspects of communication, so that what we end up with is a fuller picture of something, but it
is no longer clear whether that something is language” (Kilpert, 2003, p.181). Such
drawbacks in integrationalism made SFL theory to remain the dominant approach in
linguistic domain. In addition, the previous studies that compared SFL with integrationalism
put emphasis on theoretical superiority of SFL. For example, Kilpert’s (2003) study provided
a thorough evaluation of SFL, formal (e.g., Chomsky), and integrational (i.e., Harris).
Kilpert’s (2003) research confirmed that Halliay’s SFL theory is the only linguistic approach
that can provide a thorough understanding of human’s communication compared to other
linguistic approaches like integrationalism and formalist.

The above discussion delineated the advancement of SFL compared to other linguistic
theories (i.e., formal and integrational). Furthermore, it showed that how SFL contains
resources that can address different weaknesses of Shannon and Weaver’s (1949) process
model (e.g., semantic, context). The next section will provide an overview of SFL
organisation followed by functional critique of Shannon and Weaver’s (1949) model.

3.3 Overview of SFL Organisation (Strata and Metafunction)
In this section, the basic organisation of SFL is described. These include the organising
principles of strata in 3.3.1 and metafunction in section 3.3.2.

3.3.1 Strata
A basic concept within SFL is that every completed act of communication (text) is bound to
the specific contexts in which it is produced. This conception of communication is shown in
Figure 3.2 (a) as concentric circles where context is a broader meaning-making (semiotic)
system which provides a text with specific values that situate it. Halliday (1985) adopted an
idea by the Anthropologist Malinowski (1923) that identified two interrelated contexts in
order to account for a meaningful situation. Malinowski (1923) observed that in order to
account for any practice, it is necessary to understand not only the immediate ‘situational’
values- what is happening and who is doing it for example- but it is also necessary to
understand how a practice exists in its broader culture, where it might compete with and
89

complement other cultural practices. Halliday (1985) distinguishes these in his theory by
identifying a situational context for a text and also a broader cultural context in which it
exists (see Figure 3.2b). Halliday is a functional linguist and so the practice or ‘text’ of Figure
3.2a can be considered as ‘Language’ in Figure 3.2b. Parenthetically, this model of language
has been extended to account for other kinds of meaning-making systems (multimedia,
fashion, music and so on). Extensions of ‘systemic’ ideas to the study of other semiotic
systems are referred to as social semiotics but it is outside the scope of interest here. The
resources in language accounting for the situational context are referred to as Register. These
include language that refers in the text to the actions and activities about which the text refers
(field), the social organisation of participants (tenor) and the way in which field and tenor are
connected into language (mode). For example, the transactional genre of purchasing your
coffee from a cafe involves the field of “coffee”, the tenor of “customer/provider” and the
mode of “face-to-face” (Eggins, 2004). Mode is a very important aspect in a functional
account of communication and will be used extensively in this thesis and in particular
sections 3.5.1 and 3.6.1.
The stratum that accounts for the cultural context is referred to as Genre; see Figure 3.2c. In
systemics what counts as generic is the overall global rhetorical organisation of the texts; a
patterning of functional stages that is diagnostic of the kind of text we are engaged in, and
typical of the situation in which they might be used. For example, in order to conduct the
purchase a product or a service, the required transaction will need to be organised into
functional stages that allow both participants to communicate their requirements; the
resulting pattern or genre is called a service encounter. Interesting as this analysis is for a
range of business applications (Clarke, 2000, Al Mansour, 2012, Mehmet, 2014, Grant, 2015)
genre is outside the scope of this thesis.

So far we have discussed the derivation of ‘context’ strata in SFL. The subsequent discussion
in this section involves the derivation of language strata; see Figure 3.2d. Language in SFL
involves three strata. This discussion is sequenced from the most complex to the simplest
organisation of language. Texts involve making meanings and organising these into extended
stretches of language. This is the responsibility of the Discourse Semantics strata in SFL; see
Figure 3.2e. These meanings however need to be realised or instantiated into words (lexis)
and grammar within a strata called Lexico-grammar; see Figure 3.2e. Finally at its most
fundamental, the wordings and grammar of the completed act of communication involves
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talking or writing; uttering sounds (phonology) or making scribbles (graphology) at the
Phonology/Graphology strata; see Figure 3.2e.

Each stratum provides ‘content’ that needs to be rendered or ‘expressed’ in the stratum
below it; the same is also true for the context strata as well as the language strata. If we are
interested in applying SFL to account for a particular financial transaction like buying a
coffee at a café, then the way in which the seller and customer engage each other to undertake
that kind of work will be organised according to the stages of a service encounter genre. The
service encounter genre already provides the content that is expressed in terms of register, a
social arrangement of participants (customer, seller), social actions and activities (service
encounter) and a particular organisation of language (spoken language). In turn, this register
‘content’ will actually need to be expressed as a completed act of communication- accounted
for by Discourse Semantics strata. In turn this meaningful text will be expressed as words and
grammar in the lexico-grammar strata and in turn its content will be expressed as sounds or
scribbles (speech in this case).

3.3.2 Metafunctions
The fundamental purpose of language is to enable humans to make meanings (Eggins, 2004).
In other words, the major goal for communication is a semantic one (Eggins, 2004). The
second organising principle of SFL is called metafunction. Halliday (1985) defined
metafunctions as “manifestations in the linguistic system of the two very general purposes
which underlie all uses of language: (i) to understand the environment [ideational
metafunction], and (ii) to act on the others in it [interpersonal metafunction]”. To these
Halliday (1985) added a third component called the textual metafunction which concerned
how the first two metafunctions could be connected to texts. These three metafunctions of
language is to make meanings (Martin and White, 2005). Metafunctions provide a
multi-perspectival model to give linguists a complementary lenses for interpreting language
in use by identifying its meanings (Martin and White, 2005). Metafunctions also act to bind
the ‘contextual’ ‘especially Register stratum, to the Langrage strata. The following section
discusses the metafunctions of language and how they give meanings to our communication.
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Halliday (1994) referred to textual metafunction as an enabling metafunction due to its
relevance to the other two metafunctions (i.e., ideational and interpersonal). Eggins (2004)
defined textual metafunction as the way a text is structured; as a speech or a piece of writing.
Eggins (2004) explains that textual metafunction is about how what we are saying hangs
together and relates what said before and to the context around us. When speakers’ interacting
with their listeners and saying something to them about the world, they constantly need to
organise the way their message is worded (Thompson, 2014). By doing this, speakers can
signal to their listeners how the present part of their message fits in with other parts
(Thompson, 2014). Consequently, the textual metafunction is concerned with information
flow and the ways in which ideational and interpersonal meanings are distributed (Martin and
White, 2005).

Interpersonal metafunction refers to enacting social relationships (Halliday, 1994) and our
role relationships with other people and our attitudes to each other (Eggins, 2004). One of the
main purposes of language is to interact with other people, to form and maintain appropriate
personal and social links with them (Thompson, 2014). This leads communication to be
inherently perceived as two-way and the language to be used as a vehicle for exchanging
meanings (Thompson, 2014). Whatever use we put language to, we are constantly stating an
attitude and taking on a role (Eggins, 2004). For instance, we can influence people attitudes
or behaviour by providing information that we know they do not have, or by showing our
attitudes or behaviour and getting them to provide us with information and so on (Thompson,
2014). The interpersonal metafunction is concerned with meaning as a form of action: the
writer or speaker doing something to the reader or listener using language (Thornbury and
Slade, 2006). And the “something” that a speaker is doing in the written or spoken
communication is a “social work”, that is to establish and maintain social ties (Thornbury and
Slade, 2006). For instance, we can show our roles and social relationship with others through
words or the ways we structure our requests. The interpersonal meanings of roles and
relationships are realised through another level in grammar that is called “Mood” (Eggins,
2004).
Having looked at textual metafunction (how speakers construct their messages) and
interpersonal metafunction (what interaction is being carried out), the ideational metafunction
provides a different perspective: how speakers represent reality in language. It focuses on
construing experience (Martin and White, 2005) or how we represent reality in language
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(Eggins 2004). Language is obviously used to talk about the external world (e.g., things,
events) or our internal world including our thoughts, beliefs, feelings and so on (Thompson,
2014). This metafunction involves mapping the reality of the world around us by seeing
what’s going on, who’s doing what to whom, where, when, why and how and the logical
relation of one going-on to another (Martin and White, 2005, Zequan, 2003). Viewing
language from this perspective leads us to focus mainly on the “content” of a message rather
than the purpose for which the speaker has uttered it (Thompson, 2014). Halliday (1994) and
Halliday and Matthiessen (2004) divided the ideational meanings into two components: i)
experiential, and ii) logical.

Experiential component concerns the representation of experience of the “context of culture”
(Halliday and Hasan, 1976). In particular, language enables human to build a mental picture
of reality, to understand what is going on around them and inside them (Thompson, 2014).
Experiential relates to how we impress our experience of going on, happening, sensing,
meaning, and being and becoming (Halliday, 1994): the job of resources in the grammar
referred to as Transitivity; see Figure 3.2 (f). On the other hand, Logical component focuses
on the abstract rational relations that form only indirectly through experience (Halliday and
Hasan, 1976). Specifically, the logical component enables us to produce more complex
configurations of experiences by joining together clauses that describe discreet experiences
into a larger collection of experience (Thompson, 2014). Similar to experiential component,
the logical component enables humans to construe rational connection between experiential
events (Eggins, 2004). This is not unreasonable realised through the grammar of the clause
complex; see Figure 3.2 (f).

SFL enables us to identify the three strands of meanings through the metafunctions of Textual,
Interpersonal, and Ideational. Each metafunction reflects a different space in the larger
language system as a whole. That is, when one metafunction choice is employed, it will not
have impact on the other two metafunctions. As Hasan (2009, p.19) reported the
metafunctions “are not hierarchised; they have equal status, and each is manifested in every
act of language use: in fact, an important task for grammatics is to describe how the three
metafunctions are woven together into the same linguistic unit”.
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Figure 3.2: A Derivation of the Stratal Model of SFL (after Clarke 2000).

3.4 Functional Critique of Shannon and Weaver
Having introduced the architecture of SFL in section 3.3, we can apply it to develop a
functional critique of three major theoretical problems Shannon and Weaver’s (1949) theory
of communication- the default theoretical foundation for WOM/eWOM in the Marketing
discipline. In so doing, the functional capabilities of SFL are revealed with respect to
understanding and assessing actual completed acts of communication. The first of these
problems is the fact that Shannon and Weaver’s approach to communication does not
understand the connection between context and messages. This problem can be described
using the contextual strata of SFL (See section 3.4.1). The second of these problems is that
messages are considered in Shannon and Weaver as asemantic- without meaning. The
description of the SFL architecture forms the basis for demonstrating that from a
metafunctional perspective as well as a strata one, and attempt at understanding
communication from a functional perspective must necessarily be consistent with the view
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that messages are semantic in nature (See section 3.4.2). The final problem with Shannon and
Weaver (1949) with respect to WOM/eWOM studies is that messages are considered to be
devoid of structure (See section 3.4.3). SFL puts an end to this fallacy.

3.4.1 Problem 1: Messages are aContextual
One the shortcomings of Shannon and Weaver’s (1949) theory of communication is a
complete lack of context. From Shannon and Weaver’s (1949) perspective, a message is
acontextual. That is a message is not related or determined by the context in which the
communication occurs. However, humans are social beings and their communications (Craig,
1999), interpretation, and understanding of a message heavily depends on the context in
which the communications occur (Foulger, 2004). Unlike Shannon and Weaver’s (1949)
theory of communication, from SFL’s perspective, understanding the meaning of a message
relies on the identification and analysis of its shared socio-cultural contexts.

Martin (1992 p.493) states that "texts are social processes and need to be analysed as
manifestations of the culture”. Martin (1992) further argued that this means functional
linguistics need to pay closer attention to contexts in which language plays a part (See Figure
3.2. a). The interaction between text and context is seen in the form of the nexus between
language and society (Zequan, 2003). The relevance of text and context to language and
society led systemicists to justify this relationship through “genre” and “register” theory
(Zequan, 2003). Register is a justification for the common-sense observation of how we use
language differently in different situations (Thornbury and Slade, 2006) whereas genre
reveals how the rhetorical organisations may be reused in given situations (for example a
school report versus a professional case study report- are manifestly similar genres although
the latter is more structurally elaborate). Genre provides meaning to culturally recognisable
activities that makes a particular social process identifiable (Graber, 2001). A complete act of
communication is also a product of its specific context of situation through the strata of
register. Register provides situation specific ‘variables’ for social actions and activities (field),
social organisation of participants (tenor) and type of language (Eggins, 2004, Martin, 1992,
Martin and White, 2005, Thornbury and Slade, 2006).
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3.4.2 Problem 2: Messages are aSemantic
Shannon and Weaver’s (1949) theory has no interest in meaning (Griffin, 2006) and no
concepts or units with which it can be identified or assessed. It can therefore be referred to as
an asemantic theory. In contrast, Halliday (1994) refers to meaning as the fundamental
component of language and embodied this in the basic architecture of SFL in the form of its
metafunctional organisation. But the semantic organisation of SFL does not stop at
metafunctions but is imbued throughout the entire model in the organisation of its strata.

To create or unpack a completed act of communication in SFL, part of a WOM/eWOM
discussion for example, specific sounds (WOM) or letters (eWOM) must be made from
systems of available sounds (vowels and consonants) or letterings (the alphabet) in English
for example, at the phonology/graphology stratum. These in turn must be organised into
meaningful selections of words and grammar using the resources available in the
lexico-grammar stratum that in turn can be forged into extended stretches of textual meanings
using the resources of the discourse semantic stratum. From the contextual strata, the specific
actions and activities (field) and social organisations of participants (tenor) are applied to a
text through the connecting resources of mode that collectively specifies the immediate
situational context in which how these activities and participants are organised in language.
In concert, the text’s global rhetorical structure (genre strata) provides a template; a
conventional structure that is both and familiar to its communicators and that assists in
organising the unfolding of the interaction.

The strata in the Stratal model of SFL are also inherently semantic because both in the
production and interpretation of texts all involved in the communication are actively making
choices about which words to use to characterise field’s social actions and activities, which
participants are specifically being signalled through tenor- these but not those, and also
whether the power relations should be equal or not as defined by a register appropriate to the
genre at hand. So a service encounter genre might involve a degree of familiarity when
communicating with the service provider- or not- as determined by the social occasion, for
example, a marketplace frequented weekly, but unlikely at the bureaucracy visited
occasionally to pay a fine. The same also holds for all the many resources that are chosen
during the production or interpretation of the text. The key here is the concept of available
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choices and actual selections of language resources with which to make meanings. This
concept of choice is central in SFL because amongst other properties it is a semiotic (meaning
making) model of language, specifically a neo-Saussurian model of communication (recall
the discussion in sections 3.2 and 3.3).

3.4.3 Problem 3: Messages don’t have Structure
According to Shannon and Weaver’s theory of communication, messages have no structure.
The study of language necessarily requires a compositional hierarchy of observable units
from simple to complex. Halliday (1985) proposed a hierarchical ordering of grammatical
units in language siting within the lexico-grammar strata, see Figure 3.3(a), referred to as rank
scale. The rank scale from smallest to largest unit consists of the word, followed by the group
or phrase and then the clause (the unit of the message) or collections of related clauses forming
the clause complex, the carrier of complex messages. These units are compositionally related
to each other (smallest to largest); a given rank consists of the units in the rank below it.

Units in the rank scale are also functionally defined. At group/phrase rank, Halliday
(1985) proposes the nominal group, the verbal group, the adverbial group, and the
prepositional phrase. The nominal group is a structure that includes nouns, adjectives,
numerals and determiners. The term 'nominal' in ‘nominal group’ was used because it denotes
a wider class of phenomena than the term noun; noun has a narrower purview. Formal
linguists use the term noun phrase within their grammatical descriptions. A similar move of
including words that help specify verbs, adverbs and prepositions formed their corresponding
groups. These group/phrase elements are re-interpreted as functional categories, with their
own functional labels. For example, in the first instance as process, participant and
circumstance, with the nominal group as the pre-eminent structure for the expression of
participant roles in discourse. Finally, the clause-clause complex rank defines the concept of a
message (clause) and clause complex involving major and minor clause (subordinate clauses)
irrespective of whether they are spoken or written. Clearly SFL, and in fact any actual theory
of communication- either formal or functional for that matter demonstrates the fallacy of
Shannon and Weaver with regards to complexity and constituency of language.
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Figure 3.3: (a) the compositionally arranged rank scale of units within the lexico-grammar
strata, (b) shows the language strata while (c) shows the contextual strata (modified Martin
1990).

3.5 Critical Evaluation of SFL Resources for WOM/eWOM
Studies
As previously described, the stratal model was developed by Martin (1990) to facilitate
amongst other things the application of SFL to different domains. Martin (1990) did this by
drawing on work involving the modularisation of complex grammar. Strata was Martin’s
(1990) solution to modularising Hallidays’ (1985) functional linguistics. In this section, we
use the stratal model to identify specific language resources that can be applied to
WOM/eWOM studies. Different resources within SFL provide both research tools and
theoretical insights for understanding and interpreting texts. They reside at the intersection of
strata and metafunction. Relevant resources are to be selected from over 40 available
language resources with SFL. Relevant resources are selected for use in this study if they can
cover, fill or resonate with identified gaps in the previous WOM and eWOM research. A
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critical evaluation of those resources that could not be used to address the gaps in the
literature also discussed below. As identified in Chapter 2, the identified gaps mainly pertain
to differences between WOM and eWOM (i.e., channel), interpersonal characteristics such as
tie-strength and source expertise (i.e., communicator), and valence (that is, message) across
hedonic and utilitarian services, refer to Chapter 2. This section mainly involves selecting
relevant SFL resources, and describing why these are relevant to peer-to-peer
communication.

The first resource, referred to as mode, associated with the situational context (register
stratum: Mode, Tenor, and Field), involves the distinction between spoken and written
language and is selected to highlight the role that language plays in WOM/eWOM
communications. Mode as a language resource is introduced in section 3.5.1. The other two
register variables will not be explicitly used in this study. Field is just the topic or focus of the
activity. This linguistic resource is not applicable or relevant to any of the identified gaps in
the previous peer-to-peer communication studies. Although tenor or the role relationship
between the interactants is relevant to previous peer-to-peer communication studies (i.e.,
interpersonal characteristics), Halliday showed that this linguistic resource is reflected in the
grammar of mood. Therefore, instead of using tenor, this study selected mood (See sections
3.5.3 and 3.6.3).
The second resource belongs to a language system called appraisal, a major discourse
semantic resource that construes interpersonal meaning (Martin and White, 2005). Appraisal
allows participants to express or unpack personal views and reactions to the views of others
(see Martin and Rose, 2007, Martin and White, 2005, White, 2015). Within the appraisal
system one resource in particular appraisal is regionalised as three interacting systems of
engagement, graduation, and attitude. In section 3.5.2 the system of appraisal is introduced
and its three interacting systems are described. But specifically for this study, the system of
interest is attitude as it covers the dimensions of interpersonal meaning that involve affect
(emotion), judgement (ethics) and appreciation. Attitude is used to consider issues like
valence, cognitive content and affective content within the WOM/eWOM literature. The
other two metafunctions (i.e., textual and ideational) are not relevant to this study. In
particular, textual metafunction refers to the way the text is organised as a piece of writing or
speech. These differences can be best revealed through the register variable of mode. Thus,
this metafunction was not used in this study. Similar to textual metafunction, ideational
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metafunction (i.e., how we represent experience in language) is not relevant to any of the
identified gaps in the previous WOM/eWOM studies.
The third resource selected for this WOM/eWOM study is called Mood at the
lexico-grammar level. This involves those resources associated with the interpersonal
metafunction of the language and the grammatical resources for realising an interactive move
in the conversation. Mood is relevant to some of the WOM/eWOM interpersonal
characteristics such as tie-strength and source expertise. Mood is discussed in more detail in
section 3.5.3.
The other linguistic resources at the lexico-grammar level such as Theme and Transitivity are
not explicitly relevant to the identified gaps in the pee-to-peer communication studies. As
such, theme functions in the structure of the “clause as a message” (Halliday, 1994). In
particular, theme is the point of departure for the message (Halliday, 1994). That is, what the
clause is concerned with (Halliday, 1994). This linguistic resource does not clearly relate to
any of the identified gaps in the literature. Similar to theme, transitivity is not relevant to
peer-to-peer communication context. Transitivity concerns with clause as representation
(Eggins, 2004). The system of transitivity fits in to the ideational metafunction in the
language that was also not relevant to this research. Essentially, the SFL resources selected
for this study involve three groups; refer to Figure 3.4.

Spoken versus Written Language
the role language is playing in WOM/eWOM

Attitude resources of Appraisal (Affect, Judgement
and Appreciation)
Valence, Cognitive Content, Affective Content
Mood especially Speech Functions and Modality
Source Expertise and Tie Strength

Figure 3.4: Selections of SFL Resources using the Stratal Model
100

A more detail discussion of these resources is presented below for mode, attitude and mood in
subsections 3.5.1, 3.5.2 and 3.5.3 respectively.

3.5.1 Spoken versus Written Language (Mode)
Mode refers to the role language plays in an interaction and whether the language is written
or spoken (Eggins, 2004, Thornbury and Slade, 2006). In other words, mode describes the
expectations for how particular text types should be organized (Martin and Rose, 2007,
Schleppegrell, 2004). Following Eggins (2004), two continua can be used in mode to specify
the distance between language and situation: i) spatial/interpersonal distance, and ii)
experiential distance. Spatial/interpersonal distance is a continuum that ranges situations
based on the possibilities of immediate feedback between the interactants (Eggins, 2004,
Schleppegrell, 2004). In detail, at one extreme, the situation involves an immediate feedback
(e.g., casual chat with friends through visual and aural contact) while at the other extreme
there is no possibility of immediate feedback (e.g., writing a book or listening to radio)
(Eggins, 2004, Schleppegrell, 2004).
The second continuum, experiential distance relates to situations based on the distance
between language and the social process (Eggins, 2004, Schleppegrell, 2004). In particular, at
one extreme, the situation involves a condition where the text constitutes the activity (e.g.,
writing a piece of fiction) (Eggins, 2004, Schleppegrell, 2004). At the other extreme language
is being used to accompany the activity interactants are involved in (e.g., when people talking
while they are playing card) (Eggins, 2004, Schleppegrell, 2004). The combination of these
two dimensions of mode characterises the basic differences between spoken and written
language (Eggins, 2004, Schleppegrell, 2004). For instance, a typical situation in a spoken
language involves an interactive, face to face interaction where the feedbacks are immediate
and spontaneous (Eggins, 2004). In addition, we use spoken language in the situations where
we want to achieve some ongoing social tasks and actions (Eggins, 2004). On the other hand,
a typical situation in a written language involves a non-interactive, not face to face
communication where the feedbacks are not immediate and not spontaneous (Eggins, 2004).
These differences are depicted in below (See Table 3.1).
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Table 3.1: Mode - characteristics of spoken/written language situations (Source: Eggins
2004)
MODE: TYPICAL SITUATIONS OF LANGUAGE USE
SPOKEN DISCOURSE

WRITTEN TEXT

interactive

non-interactive

2 or more participants

one participant

+ face-to-face

not face-to-face

the same place at the same time

on her own

+ language as action

not language as action

using language to accomplish some task

using language to reflect

+ spontaneous

not spontaneous

without rehearsing what is going to be said

planning, drafting and rewriting

+ casual

not casual

informal and everyday

formal and especial occasions

The differences between spoken and written language have a direct impact on nominalisation.
Nominalisation is a process that allows the author or the speaker to remodel the grammar
(Xue-feng, 2012). Furthermore, Halliday (1998) argued that nominalisation is a process of
re-meaning or re-semanticising (Xue-feng, 2012). That is, nominalisation leads information
to become rather hidden or semantically dense (Eggins, 2004). For that reason, a scientific
text or an academic writing is usually loaded semantically as it contains lots of lexical words
and phrases (To et al., 2013). Given that remodelling the grammar and re-semanticising the
words is less spontaneous and requires more time, nominalisation occurs more in written than
in spoken language. Therefore, the best way to capture the differences between spoken and
written language found to be through their grammatical and lexical aspects (Eggins, 2004,
Halliday, 1985).
Halliday (1985, p.62) reported “The difference between written and spoken language is one
of Density: the density with which the information is presented. Relative to each other,
written language is dense, spoken language is sparse”. He further argued that this difference
can also be viewed from “intricacy” perspective. Particularly, Halliday (1985, p.62) stated
“We could have said that the difference between spoken language and written language is one
102

of intricacy, the intricacy with which the information is organised. Spoken language is more
intricate than written”. Halliday (1985) concluded that each form of communication is
complex in its own way. Written language shows one type of complexity while spoken
language shows another kind.
Halliday (1985) classified the functional outcome of these differences between spoken and
written language in mode as Lexical Density (LD) and Grammatical Intricacy (GI). LD is
“the number of lexical items as a ratio of the number of clauses” (Halliday, 1985, p.67).
Lexical items are referred to as 'content words' (Halliday 1985). Content words are words that
carry a high information load (Thornbury and Slade, 2006). That is why content words are
also considered as the guts of communication (Pennebaker, 2011). Technically, content words
include nouns, verbs, adjectives and some kinds of adverbs (e.g., manner and sentence
adverbs) (Eggins, 2004, Halliday, 1985, Thornbury and Slade, 2006, To et al., 2015). On the
other hand, function words or grammatical items are those that serve mainly as a grammatical
purpose (Thornbury and Slade, 2006). Functional words are important but not meaningful in
creating the overall architecture (Pennebaker, 2011). Grammatical items include pronouns,
determiners, finite verbs, conjunctions, prepositions, several kinds of adverbs, interjections,
discourse markers and reactive tokens (Eggins, 2004, Halliday, 1985, To et al., 2015).
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In the following example, the items that have been underlined are “content” words and the
remaining items are “functional” words:
When you heat a liquid, it can change in to gas
As it can be seen in the above example, the functional words (e.g., when, a, it) have no
meanings and they just connect the content words (e.g., heat, liquid) to each other. However,
it is the content words that give meanings to this sentence, and thus provide information. In
essence, a typical written (spoken) language is lexically dense (sparse) as it contains many
content (functional) words.

GI is the number of clauses in a text as a proportion of the number of sentences in the text
(Eggins, 2004, Halliday, 1985).

In spoken language we usually chain clauses together one after another, to provide often very
long sentences (Eggins, 2004). However, in written language we tend to use relatively few
clauses per sentence (Eggins, 2004). Essentially, a typical spoken (written) language is (not)
grammatically intricate as it contains high (low) number of clauses.

Therefore, the complexity of spoken language is in its grammatical complexity (i.e., GI),
whereas that of written is lexical (LD) (Eggins, 2004, Halliday, 1994, Halliday, 1985). These
differences between spoken and written language are depicted below (See Table 3.2).
Table 3.2: Density and Intricacy in Spoken and Written Language (Based on: Eggins,
2004)
Spoken Language

Written Language

low lexical density

high lexical density

high grammatical intricacy

low grammatical intricacy

This aspect of SFL highly fits to our study as the underlying theory of WOM and eWOM (i.e.,
Shannon and Weaver, 1949) does not identify any differences between these two
communication mediums. Furthermore, most of the identified differences between WOM and
eWOM in the previous studies, thought logical, had no theoretical foundations (see section
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2.3.3). Therefore, it seems rational to apply the register variable of mode in this study to see
the differences between WOM and eWOM.
This register variable can also be applied in the hedonic-utilitarian dichotomy. In the
peer-to-peer communication, messages’ contents are formed based on the products’ type (i.e.,
heodnic and utilitarian) (Chiu et al., 2014). That is, contents of a message in a hedonic
product differs to that of a utilitarian product. From mode’s perspective, texts comprised of
different ratio of lexical words and functional items. As such, a text could contain a great load
of lexical words and a few functional items and vice versa. Therefore, it seems logical to
apply the register variable of mode in this study to see how consumers use language across
hedonic and utilitarian products. Further details about LD and GI are presented in the next
chapter and appendix A 1.1.

3.5.2 Attitude within the Appraisal System
The appraisal system consists of three sets of language resources (subsystems) that
collectively account for participants to express or unpack personal views and reactions to the
views of others. The subsystem of engagement in appraisal deals with resources that
introduce additional voices into a discourse by making a voice monogloss (i.e., one voice) or
heterogloss (i.e., more than one voice) (Martin and Rose, 2007). In particular, engagement
reflects the ways in which people expand or contract their voices by providing space for other
voices through different ways like using modal adjuncts of probability, usuality, etc (Martin
and Rose, 2007, Ping, 2017).
The subsystem of graduation deals with grading phenomena whereby feelings are amplified
and categories blurred (Martin and White, 2005). Specifically, graduation shows how a
speaker raises or lowers his or her interpersonal impact by modifying the “force” or the
“focus” of a message using modulation, modal adjuncts, etc (Martin and White, 2005, Ping,
2017). Although the systems of engagement and graduation are important in the appraisal
framework, the system of “attitude” is the focal part of this theory (Martin and White, 2005).
The attitude subsystem is divided into three semantic regions covering “affect” (emotion),
“judgement” (ethics), and “appreciation” (aesthetic) (Martin and Rose, 2007, Martin and
White, 2005). In particular, affect shows our positive or negative emotions or reaction to
behaviour when we have different feeling such as happy or sad, confident or anxious,
interested or bored, and the like (Martin and White, 2005, White, 2015). Judgement shows
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our attitudes towards behaviour, which we admire or criticise and praise or condemn (Martin
and White, 2005). And in appreciation we look at meanings construing our evaluations of
things (Martin and White, 2005). Each one of the semantic resources facilitates us to make an
evaluation. Affect provides the resources to show how we express our feelings, judgment
gives us the resources to judge characters or people, and appreciation offers resources for
valuing the worth of things (Martin and Rose, 2007).

Although the systems of “engagement” and “graduation” are also important in the appraisal
framework, the system of “attitude” seems to be the only relevant tool that this study needs.
Various aspects of the “graduation” and “engagement” can be explored in our “mood”
analysis. That is, the systems of “graduation” and “engagement” contain some characteristics
like “modalisation” and “modulation” that will be discussed later in our “mood” analysis (See
Martin and Rose, 2007, Martin and White, 2005, Ping, 2017, White, 2015). In view of that,
employing “graduation” and “engagement” seems unnecessary and redundant due to its
potential overlaps with the grammar of “mood”.

The system of “attitude” seems to be the only resource that fits the concept of “valence” in
WOM and eWOM domain. In particular, attitude is relevant to our positive or negative
evaluation. Correspondingly, the concept of “valence” in WOM and eWOM refers to positive
or negative evaluation of products (See section 2.3.2). The attitude system also provides a
thorough framework for our evaluations by dividing it to different subgroups (i.e., affect,
judgement, appreciation). That is, using affect to show our positive or negative emotions,
using judgement to express our positive or negative evaluation of people, and using
appreciation to show our positive or negative evaluation of things.
The following examples derived from Martin and White (2005) show the subsystems of
affect, judgement, and appreciation. The appraised items have been underlined.
affect: “the captain felt happy”
judgement: “he was an honest player”
appreciation: “it was a balanced innings”
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The subsystems of affect and appreciation seem to be equivalent respectively to affective and
cognitive messages’ contents in the peer-to-peer communication. Specifically, the messages’
contents have been classified in to two forms of emotional (affective) and rational (cognitive).
Either content (i.e., rational or emotional) can be used to generate valence. Contents of a
message in a hedonic product usually contain positive or negative emotional details (e.g.,
feelings) whereas those of a utilitarian product typically contain positive or negative
cognitive information (e.g., product’s attributes and performance). Therefore, it seems logical
to apply the system of attitude and its relevant subsystems in this study. Further details about
attitude and its relevant subsystems are presented in the next chapter and appendix A 1.3.

3.5.3 Mood
The system of mood fits in to the interpersonal metafunction of the language and is the
grammatical source for realising an interactive move in the conversation (Martin et al., 1997).
In general, whenever we use language to have interaction with others, we are forming a
relationship with them (Eggins, 2004). In a communication the role the speaker takes up
might involve giving a commodity to the receiver or demanding a commodity of him/her
(Martin et al., 1997). Halliday theorised this metaphorical “commodity” being exchanged
between interactants is either information or goods and services (Eggins, 2004, Halliday,
1994, Martin et al., 1997). In detail, when the clause is used to exchange information, it is
called a proposition (Eggins, 2004). A proposition is something that can be negotiated, but
negotiated in a specific way. The following example derived from Eggins (2004) shows how
two people exchange information using proposition:
- Henry James wrote ‘The Bostonians’

- Yea I know

On the other hand, when the clause is employed to exchange goods and services, we search
for the grammar of proposals (Eggins, 2004). The following example derived from Eggins
(2004) shows how two people exchange goods and services using proposal:

- Lend me your copy of 'The Bostonians'

- (hands it over)
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The above examples show that the exchange of information (proposition) is mainly verbal,
while the responding moves in the exchange of goods and services (proposal) could be
non-verbal (Eggins, 2004). Halliday (1994) used this metaphorical “commodity” to classify
dialogue into several speech functions: Statement, Question, Offer, and Command. These
speech functions, in turn, are matched by a set of desired responses: accepting an offer,
carrying out a command, acknowledging a statement and answering a question (Halliday,
1994).
The following examples derived from Eggins (2004) show the differences in the speech
functions. The key elements that determine the type of speech functions are underlined:
Statement (Declarative): Simon has been reading Henry James lately
This is a statement as the clause starts with a subject (Simon) and it precedes the finite (has);
Question (Interrogative): Did Simon learn the English language from Henry James?
This is a question as the polar finite (Did) is presented at the beginning of the clause before
the subject (Simon);
Offer (Modulated Interrogative): Would you like my copy of “The Bostonians”?
This is an offer as the modulated interrogative (Would) is presented at the beginning of the
clause before the subject (you);
Command (Imperative): Read Henry James!
This is a command as the verb (Read) is presented at the beginning of the clause.

Each speech function shows a semantic choice that the speaker selects in a communication.
For example, a speaker can take on a specific speech role of command or question by
demanding a commodity from the addressee. Similarly, a speaker can also take on a speech
role of statement or offer by giving a commodity to the receiver. Understanding these speech
functions can reveal different aspects of a relationship such as closeness, distance, or power
status between the interactants (Eggins, 2004). And all these aspects of interpersonal
relationship can be revealed through the grammar of mood.

Modality involves expressions devised to indicate the meaning of ‘certainly’, ‘probably’ and
‘possibly’ (Eggins 2004). There are two kinds of modality. The first kind of modality
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concerns statements involving probability (certainly, probably, or possibly) or usuality
(always, usually, sometimes)- these resources are called modalisation. The second type of
modality involves expressions used in making obligations (as in something is required,
supposed or allowed) or inclinations (as in being determined, keen or willing)- these
resources are referred to as modulation.

The following examples derived from Eggins (2004) to show modalisation and modulation in
sentences. The modality items have been underlined:
Modalisation: “Certainly Henry James must have written The Bostonians”.
This example shows speaker’s low level of certainty due to his/her use of modalisation (i.e.,
certainly, must). The sentence could have been more certain if it was written with no
modalisation: Henry James have written The Bostonians.

Modulation: “You shouldn't take my copy of 'The Bostonians”
In this example, the speaker expresses obligation and necessity using modal finite in his
language (i.e., shouldn’t). Use of this modulation shows the way a speaker makes his/her
demand from the recipient of the message.

In the next section 3.6, these language resources are considered from the perspective of
methods- what is required to use these as methods in this WOM/eWOM study. The relevance
of these resources to peer-to-peer communication has also been discussed below. While these
resources are exemplified in section 3.5, their application in this study is detailed for this
study in the appendix (i.e., Mode: See Appendix A 1.1, Mood: See Appendix A 1.2 and
Attitude: See Appendix A 1.3). In the next chapter these resources are turned into methods
siting within a mixed methods research design specifically for assessing and critiquing the
current state-of-the-art in WOM/eWOM research.

3.6 SFL Resources as WOM/eWOM Methods
In this section, we start to interpret the selected language resources as methods that could be
applied in an SFL inspired WOM/eWOM marketing study. The following section will
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reinterpret relevant WOM and eWOM characteristics from SFL perspective. However, it
should be noted that two significant concepts cannot be examined in this study: Homophily
and Trust. Understanding these two concepts from SFL perspective requires a full
communication between a sender and a receiver. Considering that the design of this study is
pertained to sending WOM and eWOM, “homophily” and “trust” found not to be relevant
and were not employed in this study.
In order to operationalise or apply the selected linguistic resources found to be highly
relevant to this study (described previously in section 3.5) and considered in more depth in
respective subsections. The following discussion provides an overview of this linguistic
approach to marketing in general and WOM/eWOM research specifically. However, prior to
providing an overview of the linguistic approach to peer-to-peer communication context, the
research aim that guides this study has to be presented.

The terms WOM and eWOM have received increasing attention from academics and
practitioners as a major influence on what people know, feel and do in relation to products
and services. However, the theorisation of WOM and eWOM is largely routed in this
unsuitable process model of communication: Shannon and Weaver (1949). This process
model has led researchers to view eWOM equal to WOM and apply various concepts from
WOM to eWOM. This resulted in many uncertainties in this domain. Therefore, building on
the review of relevant literature and using a well-established theory from linguistic domain,
SFL, this thesis aims to:
“Demonstrate how SFL can provide insight into peer-to-peer communication”

3.6.1 Mode (LD, GI) in WOM and eWOM
Halliday (1985) classified the functional outcome of the situational differences between
spoken and written language in mode as LD and GI (See section 3.5.1). In other words, LD
and GI are found to be the major differences between spoken and written language.
Furthermore, this theoretical difference between spoken and written communications is well
established in SFL. However, previous communication theories argued that spoken (WOM)
and written (eWOM) are not different types of communication (e.g., Shannon and Weaver,
1949). Reinterpreting LD and GI from WOM and eWOM perspective means: the complexity
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of WOM is in its grammatical complexity (i.e., GI), whereas the complexity of eWOM is
lexical (LD). Given that the measurements of LD and GI have never been employed in
marketing context, measuring LD and GI enables us to theoretically demonstrate whether
WOM is equivalent to eWOM or not. These will lead to testing two hypotheses:

H1: LD is greater with eWOM than with WOM, and
H2: GI is greater with WOM than with eWOM.

The products’ type (i.e., heodnic and utilitarian) determine the content of a message in a
peer-to-peer communication (Chiu et al., 2014). Furthermore, the review of literature
suggests that hedonic and utilitarian services have some difference (Kakar, 2015). A few
studies that took folk linguistic approach also found some differences between hedonic and
utilitarian services (Kronrod and Danziger, 2013, Moore, 2012, 2015). However, to the best
of researcher’s knowledge, no study has ever attempted to see if there are any differences
between hedonic and utilitarian in terms of how consumers use language. Thus, the next
hypothesis this study will test is:

H3: There are differences in LD or GI due to the type of services (Hedonic/ Utilitarian)
considered

3.6.2 Attitude, WOM, and eWOM
The system of attitude is derived from the appraisal resource. The discussion of attitude
shows how this system enables humans to express their positive or negative evaluations.
Interpreting this from WOM and eWOM leads us to the concepts of valence. Valence has
been referred to as positive and/or negative WOM and eWOM evaluation. This will lead to
the investigation of the second research question:

Research Question 2: How, and to what extent, does valence vary across different
communication mediums and different services?
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In order to address the second research question, three additional areas need to be uncovered.
Specifically, the positive and negative attitude is further divided based on three elements: our
positive or negative emotions or reaction to behaviour (i.e., affect), positive or negative
evaluation of people’s character (i.e., judgement), and positive or negative evaluation of
things (i.e., appreciation). Therefore, three additional questions will also be investigated:

Research Question 2.1: How, and to what extent, does affect vary across different
communication mediums and different services?

Research Question 2.2: How, and to what extent, does judgement vary across different
communication mediums and different services?

Research Question 2.3: How, and to what extent, does appreciation vary across different
communication mediums and different services?

Except for judgment, the subsystems of affect and appreciation can also be interpreted from
peer-to-peer communication perspective. Specifically, interpreting affect and appreciation
from WOM and eWOM perspective leads us to the concepts of emotional and rational
contents that are used in hedonic-utilitarian dichotomy. Affective content reflects positive or
negative emotional details (e.g., enthusiasm) in a message about different products.
Alternatively, cognitive content indicates positive or negative rational details (e.g., product’s
attributes) in a message about different products. Equally, the subsystems of affect (positive
or negative emotions) and appreciation (positive or negative evaluation of things) reflect
these characteristics.

WOM and eWOM researchers classified and coded everything that had positive or negative
connotations into positive or negative valence. Although developing and applying labels like
affective and cognitive contents made messages’ classifications more systematic, there is no
underlying theory behind these classifications. Therefore, it seems logical to use appraisal
system as it offers relevant resources to classify messages based on these labels. For example,
the affect subsystem shows our feeling and emotions by being classified into three subgroups.
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That is: 1) unhappiness or happiness, 2) insecurity or security, and 3) dissatisfaction or
satisfaction.

3.6.3 Mood, WOM and eWOM
The grammar of mood reveals different interpersonal relationships amongst interactants. In
particular, the grammar of mood exposes interpersonal relationships between people based on
two factors: 1) Speech functions (i.e., statement, question, offer, and command) and, 2)
Modality (i.e., Modalisation and Modulation). The language choices that we make through
the grammar of mood that are exposed in speech functions and modality are evidence of our
social roles (Eggins, 2004). In other words, the choices that we make in terms of our speech
functions and/or modality can uncover the interpersonal relationships that we have with the
receiver in our WOM and eWOM communications.
Both modality and speech functions are relevant to exposing the interpersonal characteristics
of source expertise and tie-strength. As shown in figure 3.4, there is a direct link from the
register variable of tenor through the interpersonal metafunction into the mood patterns of
grammar. That is, the grammar of mood has its roots in the register variable of tenor. Tenor is
concerned with the set of relevant social relations amongst the participants involved in a
communication (Halliday and Hasan, 1976). Tenor reveals the interpersonal meanings of a
situation based on three elements: i) power or status, ii) contact and, iii) affective
involvement (Eggins, 2004, Martin, 1992). While the first element (i.e., power or status)
reflects both source expertise and tie-strength in a peer-to-peer communication, the latter two
(i.e., contact and affective involvement) indicate the tie-strength of a relationship.
i) Mood (Tenor/Interpersonal Meanings) - Source Expertise
Following Martin (1992), power or status refers “to the relative position of interlocutors in a
culture's social hierarchy” (p. 525). Power shows that the roles we are playing in the society
are of reciprocal/equal or unequal/non-reciprocal (Eggins, 2004, Martin and Rose, 2007). The
reciprocal and non-reciprocal or equal and unequal relationships in our social roles could be
due to reasons like the differences in: the level of interactants’ knowledge (e.g., doctor vs.
patient) toward a topic (e.g., illness) or direct experience of an event, social status (e.g., boss
and employee), or interactants’ level of closeness to each other (e.g., friends vs.
acquaintances) (Eggins, 2004). Humans reflect the reciprocity or non-reciprocity of their
relationships in the way they speak and write to each other. In other words, such
characteristics are socially and culturally encoded in the grammar that we choose in our
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communication with others (Eggins, 2004). For example, in a non-reciprocal communication
like a “doctor” (i.e., expert) and a “patient” (i.e., non-expert), the doctor’s language involves
giving advice and warnings (Eggins, 2004). The grammar of mood the doctor chooses is
encoded in certain speech functions (e.g., Speech function of command) or modality that
he/she employs. Accordingly, in an unequal or non-reciprocal interaction, the tenor of an
advice can be seen through the recurrent patterns of interpersonal meanings in the grammar
of mood (Eggins, 2004).
The literature on the source expertise also relies on similar cues. Peer-to-peer communication
literature indicates that recommendations usually come from authority that is perceived to
have greater expertise (Packard and Berger, 2017). As such, previous studies used terms like
"authoritativeness", "competence", "expertness", or "qualification" to theorise source
expertise (Ohanion, 1990). Similar to tenor in SFL, the major tenet behind these terms is that
the communicator and receiver’s relationship is unequal. That is, the source with expertise
possesses “experience”, “knowledge”, “skill”, and the like, whereas the other interactant that
lacks expertise is “inexperienced”, “unknowledgeable”, “unskilled”, and so on.
Marketing and peer-to-peer communication studies largely used experience, knowledge
and/or skill to identify and measure source expertise. However, SFL enables us to identify the
interactants’ level of expertise based on their grammar of mood. In other words, the speech
functions and modality that a person selects can reveal his/her expertise toward the topic
being discussed. While this approach in the peer-to-peer communication field has rarely been
attempted, a recent study has also related consumer’s language to their level of expertise:
Packard and Berger (2017). Packard and Berger’s (2017) approach and findings confirm this
study’s linguistic approach.
Packard and Berger (2017) used some linguistic indicators (e.g., modality) to identify source
expertise in the consumer’s language. In particular, Packard and Berger’s (2017) peer-to-peer
communication study claimed that “explicit” and “implicit” messages could indicate if a
communicator possesses expertise or not. Packard and Berger (2017) theorised implicit
endorsements as the speaker’s declaration of his or her own tastes (e.g., The hotel room was
clean and nice looking) whereas explicit endorsements as a declaration that the speaker finds
the object appropriate for an audience (e.g., I think people should read this). Packard and
Berger (2017) claimed that an expert makes his/her recommendation implicit by providing a
message that does not contains a social “should” argument (i.e., that you [the recipient]
should try this product) (Packard and Berger, 2017). However, a consumer that has low or no
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expertise ironically makes explicit recommendation that might make him/her to be perceived
as if they have more expertise. Packard and Berger’s (2017) concluded that this is because
experts “know what they don’t know” and therefore, have lower certainty to make explicit
recommendations.
Packard and Berger’s (2017) approach and findings are similar to the SFL’s grammar of
mood. In particular, in SFL, use of modality (e.g., should, certainly) in a communication
implies lack of expertise and it has a paradoxical impact as Halliday (1994, p.89) claimed
“you only say you are certain when you are not”. Furthermore, when a communicator
provides a declarative sentence with no modality, it indicates his/her certainty of the topic
being discussed, and therefore his/her expertise. Hence, the characteristics that Packard and
Berger (2017) examined in consumers’ recommendations are similar to the modality and
speech functions in SFL. For instance, Packard and Berger (2017) argued that the following
sentences show communicator’s level of expertise as one of them contains an explicit lexic
(i.e., should) while the other one is simply implicit:
Explicit (low expertise): I think people should read this
Implicit (high expertise): The hotel room was clean and nice looking

Using the grammar of mood to analyse the above sentences will also lead to the same result.
Specifically, the explicit example shows communicator’s lack of expertise due to the
appearance of the modality (i.e., I think, should) in the consumer’s recommendation:

Modality (low expertise): I think (modalisation) people should (modalisation) read this.

The implicit example also indicates communicator’s expertise as the sentence has a
declarative structure (i.e., Speech Function of Statement) with no use of modality (e.g.,
should):

Speech Function of Statement (high expertise): The hotel room was clean and nice looking.
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This study goes beyond Packard and Berger’s (2017) as their approach was (linguistically)
atheoretical and their findings were confined to one medium (i.e., eWOM). The detailed
discussion on the relevance of different speech functions and modality to source expertise are
presented in later in this section (i.e., iii and iv) and appendix 1 (i.e., A 1.2).
While using SFL’s grammar of mood to determine source expertise is a new approach in the
peer-to-peer communication field, there is another difference between this study and the
previous studies of WOM and eWOM. Previous peer-to-peer communication studies largely
used the explicit terms such as “familiarity”, “expert”, and the like in the scenarios to
measure source expertise. In particular, many previous studies developed similar scenarios,
using artificial language along with minor changes of source expertise’s cues across the
developed scenarios (e.g., Jun et al., 2011, Park and Kim, 2008, Smith et al., 2005). This was
usually followed by referring participants to a survey and asking questions to assess source
expertise (e.g., Gilly et al., 1998, Jun et al., 2011, Park and Kim, 2008, Smith et al., 2005).
For instance, Jun et al. (2011) measured source expertise by: i) developing almost identical
scenarios that had different cues of expertise (e.g., High expertise: Mr. A is an expert - Low
Expertise: Mr. A is not an expert), and ii) asking questions to evaluate the source (e.g., asked
subjects whether the “source was an expert”). In contrast, this study’s approach determines
source expertise using indicators of expertise (i.e., mood) that are derived from the
participants use of language when communicating about different products. The detailed
discussion on the relevance of different speech functions and modality to source expertise are
presented below (i.e., iii and iv) and in appendix 1 (i.e., A 1.2).

ii) Mood (Tenor/Interpersonal Meanings): Tie-Strength
As discussed earlier, power shows our roles in the society. That is, our communication with
others could be reciprocal/equal or unequal/non-reciprocal (Eggins, 2004, Martin and Rose,
2007). A typical example of a reciprocated relationship with equal power between
interactants is “friends” whereas an example of a non-reciprocated relationship with unequal
power is “boss and employee” (Eggins, 2004). Indicators of power are found in the tenor of
language. Tenor can also reveal the level of contact between interactants. Contact refers to the
interactants degree of institutional involvement with each other (Martin, 1992). In other
words, contact shows how regularly interactants see each other (Martin, 1992). Contact
shows the role that we are playing in our communication is the one that can bring us in
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frequent or infrequent contact (Eggins, 2004). This also can be seen in our social
communication with others through the grammar of mood. The last element of tenor that has
impact on the way we use language is affective involvement. Affective involvement refers to
the degree to which we are emotionally attached or committed in a situation (Eggins, 2004).
Martin (1992) theorised this as the level of emotional charge in a relationship amongst
participants. Like power and contact, the affective involvement can be seen in our social
communication with others through the grammar of mood.
The following examples, derived from (Eggins, 2004), compare two relationships based on
the three elements of tenor:

Example 1: Get off your butt and give me a hand here. Shove that chair over closer to the
desk.
Example 2: I'm just trying to tidy my office up a bit and I wondered if you'd mind maybe
giving me a quick hand with moving some furniture? If you've got time, I mean. It won't take
a moment. Now if we could just move this chair over a bit nearer to the desk there.

Both of the above examples involve seeking help to move some furniture. However, the level
of closeness and intimacy of communicators with their interactants led them to package their
requests differently. The major difference between the above examples is embedded in the
grammar of mood (Eggins, 2004). That is, the speech functions and the modality that have
been used in the communications. In example 1, we see that to get an action carried out by
somebody else, the communicator used the speech function of command (i.e., get off your
butt, give me a hand, Shove that chair). This is the typical choice of clause type (i.e.,
imperative) we use when the communication is intimate and close like when we are
commanding family and friends (Eggins, 2004). Therefore, the grammar of mood selected by
the communicator reflects that in this relationship: the power is reciprocated, the contact is
frequent, and the affective involvement is high. In the second example, although the
communicator is still making a demand of the other person, this time the communicator used
words like would and could to modulate or attenuate the request. In particular, the
communicator packaged his/her requests indirectly using structures other than imperatives
(e.g., modulated interrogative). This is the typical choice of modulated words (e.g., could,
would) we use when the communication is formal and not intimate like when we are asking
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our boss for a help (Eggins, 2004). Therefore, the grammar of mood selected by the
communicator reflects that in this relationship: the power is non-reciprocated, the contact is
infrequent, and the affective involvement is low.
The literature on the tie-strength also uses tenor’s criteria to identify the strength of ties
between interactants. In particular, the strength of a ties between interactants has been defined
based on the amount of time between dyads (i.e., often, occasionally, and rarely), the
emotional intensity felt by communication partners, mutual confiding between partners, and
the degree of reciprocation in the relationship (Granovetter, 1973). These criteria are
equivalent to those of tenor. For instance, the amount of time is equal to contact (i.e., frequent
vs. infrequent), emotional intensity is relevant to affective involvement (i.e., high vs. low),
and mutual confiding and reciprocity are similar to the reciprocity/non-reciprocity of power
in a relationship. However, similar to source expertise, there is a difference between this
study’s approach toward tie-strength and the previous studies. Specifically, many previous
studies developed similar scenarios, using artificial language along with minor changes of
tie-strength’s cues across the developed scenarios (e.g., Jun et al., 2011, Smith et al., 2005,
Wirtz and Chew, 2002). This was usually followed by referring participants to a survey and
asking questions to assess tie-strength (e.g., Jun et al., 2011, Smith et al., 2005, Wirtz and
Chew, 2002). For example, Jun et al. (2011) measured tie-strength by: i) developing almost
identical scenarios that had different cues of tie-strength (e.g., Strong Tie: You have
personally known Mr. A for several years – Weak Tie: You had never met Mr. A before), and ii)
asking questions to evaluate tie-strength (e.g., asked the subjects whether the source was
likely to “be a close friend of mine”). In contrast, this study’s approach determines
tie-strength using indicators of tie-strength (i.e., mood) that are derived from the participants’
use of language when communicating about different products. The detailed discussion on the
relevance of different speech functions and modality to tie-strength are presented below (i.e.,
iii and iv) and in appendix 1 (i.e., A 1.2).
iii) Speech Functions, WOM, and eWOM
There are four speech functions in the grammar of mood: statement, question, offer, and
command. In SFL, the speech functions that the communicator chooses could be regarded as
an indication of his/her knowledge, experience, and closeness with the receiver. When a
communicator uses the speech function of question, it means he/she is uncertain. In other
words, a speaker uses interrogative grammar to lessen his/her certainty and lack of
knowledge by demanding information from the others. This demand is simply made by
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asking questions. In SFL, using the speech function of question confirms that the speaker
lacks knowledge or expertise about the matter being communicated.

Similar to the speech function of question, the speech function of offer involves asking
questions. However, in this speech function, the communicator usually asks to see what
he/she can offer in a communication. In SFL when a communicator takes the speech role of
offer, using interrogative modulation grammar, it implies that they are in a position to
propose something to the receiver. A speaker takes the speech role of “offer” when he is
certain about the capacity he/she owns in terms of what he/she can propose to the receiver.
The speaker makes the initiative move in the communication by “offering” something to the
receiver. Thus, unlike the speech function of question that shows speaker’s lack of certainty
and knowledge, the speech function of offer demonstrates speaker’s superior knowledge and
capacity. As a result, a communicator with low expertise (high expertise) demands (offers) in
the communication using interrogative (modulated interrogative) grammar. Reinterpreting
this from WOM and eWOM, a consumer with high expertise is more likely to use the speech
function of offer. In detail, a consumer with high expertise is more likely to use the
modulated interrogative by offering something in a communication about different goods and
services. On the other hand, a consumer with low level of expertise probably uses the speech
function of question to seek for the information he/she might need.

Although these speech functions have never been applied in WOM and eWOM domains,
some studies broadly mentioned the relevance of consumer’s information search to the
concept of expertise. The consensus view is that there is a negative relationship between the
level of expertise and the extent to which consumers search for information (Bansal and
Voyer, 2000). In essence, those consumers that lack expertise and knowledge are more likely
to get engage in a communication to seek for information about products (Bansal and Voyer,
2000, Gilly et al., 1998). On the other hand, those consumers with high expertise and
knowledge are less likely to seek information about products (Bansal and Voyer, 2000, Gilly
et al., 1998). Considering the conceptual similarity of source expertise in WOM and eWOM
to the speech functions of “offer” and “question”, a consumer’s level of expertise can be
determined through communicator’s choice of the speech functions. Thus, in WOM and
eWOM, using the speech function of question could be interpreted as consumer with low
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level of expertise while the speech function of offer could be coded as consumer with high
degree of expertise. However, source expertise is not the only WOM and eWOM concept that
can be captured thorough the speech functions of question and offer.

Another common characteristic that can be captured through the speech functions of question
and offer is social distance. In detail, a communicator can make a communication informal
and interactive by asking question (Eggins, 2004). Asking question, especially when there is
no dialogue possible between writer and reader, creates an impression of dialogue as it
reduces the distance between communicator and receiver (Eggins, 2004). Asking question,
even in written where the feedback occurs by delay, leads to the impression of communicator
wanting the receiver to feel less distant or closer to the communicator. Therefore, it can be
argued that the number of questions (interrogative and modulated interrogative) in a
communication could capture the level of closeness between interactants.

Interpreting this dimension of the “question” and “offer” speech functions (i.e., “closeness”)
from WOM and eWOM perspective can lead us to the concept of tie-strength (See section
2.3.1). WOM (or eWOM) communication is a network of people who engage in
communication, plus the relationships between them (Bristor, 1990). The relationship
between people is essentially a force that works to make them close and create bonds
between them (Bansal and Voyer, 2000). In WOM and eWOM, this concept is represented by
tie-strength. The concept of tie-strength involves the intimacy and potency of the
relationships between interactants. The inherent interpersonal dimension of tie-strength
involves some characteristics like intimacy and closeness (Bansal and Voyer, 2000, Brown
and Reingen, 1987). Given the similarity between characteristics of tie-strength (i.e., intimacy
and closeness) to those of speech functions of question and offer (i.e., closeness), tie-strength
seems to be conceptually similar to these speech functions. The number of interrogative or
modulated interrogative language in a communication can show communicator’s strength of
tie with the receiver or vice versa. That is, a communicator that wants strong ties (weak ties)
uses (not uses) interrogative or modulated interrogative imperative language in his/her
communication. Similar to these speech functions, the speech function of command reveals
the same set of WOM and eWOM characteristics (i.e., Source expertise and Tie-strength) but
in different ways.
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The speech function of command shows how communicators use imperative grammar to
demand something. Use of imperative grammar signals clearly that the message that the
speaker sends should be read as “advice” (Eggins, 2004). The communicator signals the
message as an “advice” when he/she has greater knowledge, and being in a position of
“expert” (Eggins, 2004). That is, use of imperative language will make the communicator to
be perceived as someone with a superior knowledge and expertise. Similar to the speech
function of “offer”, use of imperative language could be interpreted as source expertise.
Interpretation of this aspect from WOM and eWOM perspectives would be the same as the
speech function of “offer”. That is, a communicator with high expertise “commands” in the
communication using “imperative” grammar. However, imperative grammar also reveals
details about the interpersonal aspect of a communication such as closeness and intimacy.

It has been theorised in SFL that the speech function of command shows details of
interpersonal dimension (Eggins, 2004). Particularly, looking at the imperative grammar one
can identify intimacy or solidarity of a relationship and the extent of their affective
involvement (Eggins, 2004). When a communicator takes the speech role of “command”, it
suggests that the relationship is highly affective and the communicator feels close to the
receiver. As Eggins (2004, p.102) theorised “This is the typical choice of clause type we use
when commanding family and friends”. Similar to the speech functions of question and offer,
interpreting this aspect of imperative language (i.e., “closeness”) from WOM and eWOM
perspective can lead us to the concept of tie-strength. Similar to the previous speech functions,
use of imperative language in a communication shows communicator’s strength of tie with
the receiver or vice versa. That is, a communicator with strong ties (weak ties) uses (not uses)
imperative language in his/her commutation.

Unlike the above speech functions, the speech function of statement captures only one
characteristic of WOM and eWOM in terms of source expertise. This speech function
involves offering information in the form of declarative grammar in a communication.
Furthermore, this speech function is less interactive than the previous forms. When a text is
not/less interactive, it becomes full of declaratives. The number of declarative statements
increases when the feedback between communicator and receiver is low (Eggins, 2004).This
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indicates a shared common focus between interactants for giving information in a
communication (e.g., teacher and students) (Eggins, 2004). But beyond that, it can also show
the level of communicator’s knowledge. When a text involves full of declaratives, it shows
that the communicator presents himself/herself as knowledgeable providers of information.
For instance, the typical mood choice in academic texts where the writer wants to show his
superior knowledge to the reader is the use of declarative text (Schleppegrell, 2004). When a
communicator makes statements using declarative grammar, it can be interpreted as his/her
level of knowledge. Thus, it can be interpreted that a communicator with high expertise (low
expertise) uses (does not use) declarative grammar. The WOM and eWOM interpretation of
this speech function is analogous to the speech functions of offer and command. That is, a
communicator with high expertise (low expertise) uses (not uses) declarative grammar in
his/her commutation.
iv) Modality, WOM, and eWOM
The choices we make through speech functions can also be uncovered through the system of
Modality. As Eggins (2004, p.187) argued, “The systems of Mood and Modality are the keys
to understanding the interpersonal relationships between interactants”. As discussed in
section 3.5.3, the two grammatical sub-systems of modality are modalisation and modulation.
Modalisation is an expression of the speaker's opinion using “probability” and “usuality”. By
looking at modalisation we can uncover the degree of certainty, conviction, or tentativeness
in the speaker judgement. In other words, modalisation is a way a speaker can express the
certainty or likelihood of something happening or being (Eggins, 2004). However, use of
modalisation in a communication has a paradoxical impact. As Halliday (1994, p.89) claimed
“you only say you are certain when you are not”. For example, in a “declarative statement”
that can be interpreted as the speaker’s level of knowledge, use of any modalities can be
interpreted as the speaker’s lack of certainty or knowledge. The use modalisation in a
communication makes the speaker to be perceived as less certain than he/she would be
without the use of it. Thus, use of modalisation can signal communicator’s lack of knowledge
and expertise or vice versa. That is, a communicator with low expertise (high expertise) uses
(does not use) modalisation in his/her commutation.
Reinterpreting this from WOM and eWOM, the level of knowledge is also the major
characteristic of source expertise (Gilly et al., 1998). Experts are more likely to store
information about different goods and services than non-experts (Bansal and Voyer, 2000).
Accordingly, the amount of knowledge an expert possess is correlated to, and an indication of
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his/her level of expertise. Given the conceptual relevance of the communicator’s knowledge
to both expertise and modalisation, it can be argued that source expertise can be determined
through speaker’s use of modalisation. That is, use of any modalisation in a communication
shows communicator’s lack of expertise or vice versa.
Modalisation is only half of the modality. The other sub-system of modality is modulation.
Modulation is similar to the speech function of command. That is, modulation also reveals
two characteristics of “source expertise” and “tie-strength” in a communication. Modulation
enables a communicator to get people to do things without having to take the responsibility
for issuing the command (Eggins, 2004). In the modulation, the communicator expresses
his/her attitude about an action or an event by using obligation and readiness (Halliday, 1994).
More precisely, the communicator employs modalities such as “may”, “should”, and “must”
to demand for getting things done. Similar to the speech function of command, modulation
occurs in the situations when communicator has greater knowledge. That is, use of
modulation can make the communicator to be perceived as someone with a superior
knowledge and expertise.
Similar to the speech function of “command”, use of modulation can be interpreted as source
expertise. In view of that, interpretation of this aspect from WOM and eWOM perspectives
would be the same as the speech function of “command”. That is, a communicator with high
expertise (low expertise) uses (does not use) modulation in the communication. However,
unlike imperative grammar, use of modulation in a communication suggests that the
relationship is not affective and the communicator lacks closeness to the receiver. A
communicator employs modulation when he/she does not have affective involvement and
close relationship with the receiver of the message (Eggins, 2004). In other words,
modulation occurs in formal situation when the communicator has to modulate or attenuate
his/her request (Eggins, 2004). Thus, unlike the speech function of “command”, use of
modulation could be interpreted as lack of closeness and intimacy. Interpretation of this
aspect from WOM and eWOM perspectives would be the opposite to the speech function of
grammar. That is, a communicator with weak ties (strong ties) uses (does not use) modulation
in his/her commutation.
The speech functions and modality will allow the investigation of the first research question:
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Research Question 1: How, and to what extent, do linguistic indicators of tie-strength and
source expertise vary across different communication mediums and different services?

A summary of the above discussions about the relationships between mood and different
WOM and eWOM characteristics are presented in the table 3.3.
Table 3.3: Summary of WOM and eWOM Concepts Interpretation from Linguistic
Perspective
Communicator’s
Characteristics

Tie-Strength

Direct Relationship

Indirect Relationship

Question ↑ = Tie-Strength ↑

Modulation ↑ ≠ Tie-Strength ↓

Offer ↑ = Tie-Strength ↑
Command ↑ = Tie-Strength ↑

Source Expertise

Offer ↑ = Source Expertise ↑

Question ↑ ≠ Source Expertise ↓

Command ↑ = Source Expertise ↑

Modalisation ↑ ≠ Source Expertise ↓

Statement ↑ = Source Expertise ↑
Modulation ↑ = Source Expertise ↑

3.7 Conclusions
The purpose of this chapter was to justify the relevance of SFL theory to this research. This
was followed by presenting the research aim, hypotheses, and questions that this thesis will
address. To achieve this, section 3.2 was provided to show review of the major linguistic
paradigms in the twentieth century. This discussion was important as it clarified why the
theory of SFL was selected as the most appropriate theory for understanding humans’
communication amongst different linguistic theories. Next, section 3.3 described the SFL
theory in detail. This involved discussion of context, register, metafunctions, and
lexico-grammar. Then, a functional critique of Shannon and Weaver’s (1949) process model
was provided in section 3.4. The architecture of the Stratal SFL model was used to critique
major limitations with Shannon and Weaver (1949) as the theoretical basis for WOM/eWOM.
These involved fundamental misunderstandings concerning messages. SFL reveals messages
to be contextual, semantic and structures- all prohibited by Shannon and Weaver (1949).
Section 3.5 provided a critical evaluation of SFL resources. That is, the SFL resources
relevant or irrelevant to this research. The Stratal SFL model was used to identify a set of
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resources relevant for application in a functional interpretation of WOM/eWOM. These
included Mode a component of the situational context of a text (register), Mood (Speech
Functions and Modality), and Attitude. The last section outlined the research aim, hypotheses,
and questions of this thesis. This section also justified the relevance of the selected SFL
resources to peer-to-peer communication’s contexts.
The next chapter will report on the research design that was used in this thesis. In
particular, chapter 3 presented different hypotheses and research questions based on the
identified gaps in the literature (chapter 2). Therefore, chapter 4 will outline the research
methods, data collection, data analyses and other relevant criteria that were employed to
address the hypotheses and research questions in this thesis.
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4. RESEARCH DESIGN
4.1 Introduction
The purpose of this chapter is to outline the research methods. Specifically, previous chapters
have exposed some weaknesses in the peer-to-peer communication literature and the relevant
linguistic approach (i.e., SFL) that could be used to overcome these weaknesses. This chapter
provides the methods and show how SFL will be applied in the peer-to-peer communication
context. Publication Manual of American Psychological Association (2013) guidelines have
been used to discuss this chapter.
Section 4.2 discusses the mixed methods approach of this research. This is followed up by the
relevant design that determents the flow of research hypotheses and research questions of the
study. Section 4.2 comprises of several subsections. Section 4.2.1 outlines the participants’
selection. That is, the discussion of the population of interest in this study and the criteria that
was used to determine this sample group. Next, the procedures and instruments are discussed.
Specifically, section 4.2.2 discusses the sampling method, the percentage of the sample
approached that participated or did not participate, the ethical standards, research incentives,
settings, locations, and procedures to collect the data. Section 4.2.3 discusses the
measurement and methods of identifying linguistic resources that have been used in this
research. This includes LD, GI, Mood, Appraisal. Section 4.2.4 discusses the experimental
manipulation. In detail, this section shows how the inputs have been controlled by providing
participants with scenarios that are linguistically equivalent across different conditions.
Section 4.2.5 discusses the data preparation. This includes the transcription of verbatim data
(WOM) and the plans for analyses of the data. That is, preparing the data to answer the
hypotheses followed by answering the research questions. The last section discusses the
design of the study. Section 4.2.6 reports on the experimental approach of this study,
assignment of participants into different conditions (i.e., random), and the like.
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4.2 Mixed Methods
The linguistic resources (i.e., dependent variables) used in this thesis indicated a mixed
methods approach. Mixed methods is “the class of research where the researcher mixes or
combines quantitative and qualitative research techniques, methods, approaches, concepts or
language into a single study”(Johnson and Onwuegbuzie, 2004, p.17). While some of the
linguistic resources used in this study are objective and systemic oriented (i.e., LD, GI and,
Mood), others are more subjective and open to different interpretations (i.e., Appraisal). That
is, the analysis of LD, GI, and mood involve approaches that should lead to the same result
regardless of the researcher undertaking the analysis (See Chapter 3). On the other hand,
appraisal analysis is less objective and more subjective to the researcher’s interpretation of
the data (See Chapter 3).
Mixed methods design offers several benefits to this research. A mixed methods approach: i)
answers the research problem (i.e., See Table 4.1)in different ways with different techniques,
ii) delivers a richer understanding of the topic than a quantitative or a qualitative approach
alone would provide, and iii) improves the validity of the findings by offsetting the
methodological weaknesses of the other approaches (Doyle et al., 2009).
The mixed methods design that this thesis will use is an Embedded Mixed Methods Design.
Embedded design involves simlutanouse collection of the data that would be quantiatively
and qualitatively analysed, but to have one form of data play a supportive role to the other
form of data (Creswell, 2012). In this thesis, the experimental design leads the data collection.
That is, the experimental design for collection of texts or corpora guides the research. The
corpora, however, are analysed linguistically using SFL techniques. Specifically, the priority
in this project is to establish WOM and eWOM are different types of communication (i.e., H1
and H2). This is followed by examining the potential differences across hedonic and
utilitarian products (H3). All these hypotheses are tested statistically (i.e., quantitative
analysis). The embedding of the linguistic (both systematic and qualitative) part provides
support for the primary method by taking a different approach to the corpora to address the
research questions (RQ 1 and RQ 2). Consequently, an embedded research design is
appropriate for this study as the overall quantitative research design in the form of an
experiment, produces data that is analysed both quantitatively and qualitatively. The research
hypotheses and research question are presented below (See Table 4.1). The next sections will
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discuss the participants’ selection, procedures and instruments, measurements of linguistic
resources and variables, data, and the design used in this study.

Table 4.1: An Overview of Research Problem, Research Hypotheses and, Research
Questions
Research Aim:
Demonstrate how SFL can provide insight into peer-to-peer communication
Hypotheses

Research Questions

H1: LD is greater with
eWOM than with WOM

RQ 1: How, and to what extent, do linguistic indicators of tie-strength
and source expertise vary across different communication mediums
and different services?

H2: GI is greater with
WOM than with eWOM

RQ 2: How, and to what extent, does valence vary across different
communication mediums and different services?

H3: There are differences in
LD or GI due to the type of
services (Hedonic/
Utilitarian) considered

RQ 2.1: How, and to
what extent, does
affect vary across
different
communication
mediums and
different services?

RQ 2.2: How, and to
what extent, does
judgement vary
across different
communication
mediums and
different services?

RQ 2.3: How, and to
what extent, does
appreciation vary
across different
communication
mediums and different
services?

4.2.1 Participants
The population of interest in this study were Australian undergraduate university students
aged between 18 to 23 years old. The choice of participants was based on the groups who
represent the mediums (i.e., WOM and eWOM) and different types of services (i.e., Hedonic
and Utilitarian) users’ population. According to De Matos and Rossi (2008), and Chan and
Ngai (2011), university students are the best sample that represent WOM and eWOM users
for two key reasons. First, students are more susceptible to different WOM sources as they
are more actively searching for such information than mature individuals. Second, students
are among the most wired and they are more likely than average consumers to spend time
online to read and to use eWOM. The recruitment of students also deemed to be relevant for
the employed services in this study. This study selected one hedonic and one utilitarian
service: Holiday Destination and University Elective Subject. Previous studies have
confirmed students are a good sample for some hedonic services like holidays and vacations.
This is because: i) the number of university students engaging in some form of holiday and
vacation break is growing every year, and ii) they are amongst the consumers who enjoy long
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and periodical holidays (Gallarza and Saura, 2006). Moreover, the major consumers of some
utilitarian services such as colleges and universities are of this age group (Oldfield and Baron,
2000). Thus, selecting students for the utilitarian service of university elective subject
deemed appropriate. This study selected those students who have provided information to
others, concerning hedonic and utilitarian services (i.e., Holiday Destination and University
Elective Subject), in the previous twelve months. Furthermore, recruiting Australian students
as their first language is English was considered important in this research. This is due to the
fact that the focus of this research is communication in the English language. In total, this
study recruited 40 participants, 20 males and 20 females, between the ages 18 to 23 years (M
= 19.33, SD = 1.32); studying across different years (M = 2.1, SD = 1.17), and previously
used a mix of WOM-eWOM ( N = 18, 45%) or just WOM (N =22, 55%) to recommend
services weekly (N = 25, 62.5%), monthly (N = 8, 20%) or every few months (N = 7, 17.5%)
to others. Given that analysis of text is an involved process, recruiting 40 people was found to
be sufficient for answering the research objectives. The experimental procedures generated
two types of data: written transcripts (eWOM), plus audio and video files (WOM). Two
scenarios were provided to each participant resulting in 80 texts in the corpora: 40 WOM and
40 eWOM.

4.2.2 Procedures and Instruments
The procedure for selecting participants was non-probability purposive sampling with some
convenience selection. Non-probability purposive sampling was relevant as it allowed the
researcher to select the information-rich members of the population that were relevant to this
study (Aaker, 2005; Merriam, 2009). This included the individuals that had all the following
criteria together: i) native English speaking Australian, ii) university student, and iii) provided
information to others, concerning hedonic and utilitarian services in the past twelve months.
An element of convenience sampling also applied because recruitment only occurred locally
at the University of Wollongong. Recruiting 40 people were found to be sufficient for
answering the research objectives. To find the 40 qualified participants for the study, the
researcher approached and asked almost 50 people. Although the researcher’s approach for
selecting and approaching the participants was consistent, 10 individuals were not included
because they: i) did not meet the selection criteria (e.g., not native English speaking
Australian), or ii) did not have the time to participate in the study.
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This research used incentives to persuade students to participate in the study. Use of
incentives in social research is known as a successful and ethical approach (Seymour, 2012).
One of the most common forms of research incentive is monetary reward such as vouchers or
tokens to individuals (Seymour, 2012). Not only researchers regard this as an appropriate way
of expressing their gratitude to participants, but also it encourages individuals to partake in
the study (Seymour, 2012). Therefore, 40 coffee vouchers were given, one each, to the
participants of the study. This study also obtained approval to conduct this research from the
University of Wollongong’s Human Research Ethics Committee (HREC). This research met
all ethical conditions that included ensuring that participants were able to provide informed
and voluntary consent for participating in the study. The research design was also maintained
the privacy and anonymity of the participants.
The procedure for data collection involved 4 stages: 1) Introduction, 2) Pre-Experiment, 3)
Experiment, and 4) Debriefing. The data collection was conducted in a room at the University
of Wollongong. The room had the key technical facilities and instruments required (i.e.,
Computers and Digital Audio-Video Recorder) to conduct the experiment. For that reason, it
was an appropriate location to conduct the experiment. Several instruments were used in this
study: computers, digital audio-video recorder, prompting sheets, distraction tasks, a set of
questions, and a debriefing letter. The discussion of procedures below clarifies the relevance
and use of each instrument in this study.
Stage 1: Introduction (Approximate time: 5 minutes)
The introduction to experiment involved i) distribution of the Participants Information Sheet
(PIS) and, ii) distribution and collection of the completed Consent Form. The PIS form had
the key information about the study to ensure that participants knew the relevant details of the
research prior to being assigned into the experiment (See Figure 4.1). Once the participants
read and agreed to be part of the study, participants signed consent from indicating their
agreements to participate in the research. The consent form repeated some of the key
information that was already mentioned in the PIS form (e.g., research’s topic, duration of
experiment, use of audio/video recorder, possible risks and benefits). This was important to
ensure that the participants are fully aware of their rights and the details of the experiment
before the commencement of the experiment. A copy of the blank consent form is attached in
the appendix (See Appendix 2: Attachment 5). The experiment was started once the
participants signed consent forms and informed the researcher of their readiness.
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Figure 4.1: Participants Information Sheet (PIS)
Stage 2: Pre-Experiment (Approximate time: 5 minutes)
The pre-experimental stage included allocation of participants to experimental groups. In
particular, the collection of data in this experiment involved using computers for written
(eWOM) responses and digital audio-video recorder for verbal (WOM) answers. Those
assigned to one of the two eWOM groups, where computers were used to record their written
responses, undertook the experiment as part of a group. Those assigned to the WOM group,
undertook the experiment individually as participants would have been able to hear each
other’s responses and this might have impacted on how they responded to the experimental
stimulus. Irrespective of allocation procedure, the distribution of prompting sheet and
distraction task were the same.
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Stage 3: Experiment (Approximate time: 20 minutes)
The experiment comprised of three steps that involved i) Distribution of Prompting Sheet, ii)
Distribution of Distraction Task and Questions, and iii) Distribution of Major Questions.
Turning to the details of first step, all participants, irrespective of being recruited
individually or as a group, received the same list of prompting sheet. This prompting sheet
involved scenarios covering 4 aspects of a hedonic services (Hotel, Restaurant, Pub, and
Island Resort) and scenarios covering 4 aspects of an utilitarian services (Final exam, Report
assignment, Lecture, and Tutorials). All the developed scenarios are attached below (See
Tables 4.2 and 4.3).
The orders in which participants were given the prompting sheets differed. In detail, the first
20 participants (10 recruited individually for WOM condition and 10 employed as a group for
eWOM condition) were given a list of hedonic services followed by a list of utilitarian
services. The same approach was taken for the second 20 participants. However, this time
utilitarian list was provided to the participants prior to the hedonic list. This approach was
relevant to this project for two reasons: i) it led to greater statistical precision, and ii) it gave
more control over the experiment’s process without recruiting a large number of participants
(Erlebacher, 1977). Participants were given 7 minutes to look at both lists (3 minutes and 30
seconds for each list).
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Table 4.2 Hedonic Scenarios
My holiday destination

Lodging resort
(Accommodation)

Hotel

“Marriot resort” is a luxurious 5 star hotel resort. I stayed in that hotel for a week while I was on
holiday. The hotel had a wide range of free amenities and services. It includes free spa, breakfast,
and internet. The hotel also had 24 hour room service. I had a big plasma TV in the room to watch
different movies too. Hotel’s price was a bit expensive for me. But I stayed as I thought it would
value for the money. I spent a week in “Marriot resort” and I would definitely recommend this
hotel to others!

Restaurant

My favourite lunch place is called “Bella Mo Benito”. “Bella Mo Benito” was a fine dining Italian
restaurant. They had a wide range of spaghetti selections. The spaghetti Bolognese there was
excellent. It was served with garlic, hot chili, pine nuts, and a glass of wine. They also had a
vegetarian pasta menu that was pretty popular amongst vegetarians. However, I didn’t get a
chance to try it. I would suggest this restaurant because I loved the food. I also enjoyed the
relaxing atmosphere and I liked the friendly well trained staff.

Pub

The pub I liked was “Irish Fog”. “Irish Fog” was a small place at a street level. It had a small seating
area where they served Irish drinks and foods. The background music had a pretty fast rhythm
and it was certainly good for dancing. I met a few cool people at “Irish Fog” too. And I went there
every night after I met them. I really enjoyed the beers and socialisation. However, I did not like
the food. Although the food was extremely greasy and awfully expensive, my overall experience
about “Irish Fog” is positive.

Island Resort

“Tioman” was my best island experience. “Tioman” was fascinating as it had a very beautiful
mountain at the back of the island. I stayed in “Tioman” for two nights. There were a lot of
activities I did in “Tioman”. It includes surfing at the beach and swimming with turtles. I tried
zip-lining too. However, it was extremely scary. The island also had an exceptional beautiful hiking
road but I did not get a chance to try it. I had a good time in “Tioman”.

Food and Drink

Destination resort
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Table 4.3 Utilitarian Scenarios
My elective subject

Exam

Task (Assignment)

Final

I took this elective subject as it had a final exam. The lecturer gave all students a set of
simulated questions. Most simulated questions contained five short essays. I was slightly shocked
when I reviewed the sample questions as I always preferred multiple choice exams. Hence, I had
to work on my writing skills. I managed to improve my writing skills very quickly. The exam
questions were highly similar to the simulated questions. So I did very well in the exam, and I got a
good mark for this elective subject.

Report

My favourite assignment for this elective subject was writing the report. I liked this assignment
because the lecturer allowed us to write the report as a group. I usually prefer to work in a group.
I think working in a group is more fun. Hence, my friends and I formed a group. We also choose
our own topic of interest. However, we did not take this assignment too seriously as we thought it
would be too easy for us. I want to admit that we were lucky to get a pass for that report.

Lecture

The subject’s contents were pretty dull. But the lecturer was very funny. The students also did not
have to prepare anything for the lectures in advance. For these reasons, most of the lectures were
full and packed with the students. I attended most of the lectures too. All the lectures were
recorded on the university’s website. So, students could listen to the lectures when they were
absent or away. The lecturer also invited a guest speaker for a couple of times and most students
liked the idea as it was a new experience for us.

Tutorials

The elective subject had an hour of tutorial per week. Attending the tutorial was optional. But I
chose to attend most of the tutorials as I found it helpful for having a good understating of the
subject. The tutorials were always interesting too. Students could have discussions of different
topics with the tutor. Hence, most students really liked the tutor. The tutor was also pretty friendly
and available to answer students’ questions. I emailed my tutor a few times to ask some
questions. The tutor replied my emails very quickly and answered all my questions thoroughly.

Class activity

134

The second step of experiment involved distribution of the distraction task and follow up
questions. Similar to prompting sheet, the distraction task involved a list of two types of
services (i.e., hedonic and utilitarian). More specifically, a different list of hedonic and
utilitarian services were given to participants as a distraction task to have their focus directed
elsewhere before exposing them to the main experimental questions (See Tables 4.4 and 4.5).
This approach was used to prevent direct memorisation or recall of the prompting sheets.

Table 4.4: Hedonic Distraction Task - Night off Activities
Details for each option
Watching a
movie

Going to a cinema located in the city centre with your partner to watch a
scientific-fiction 3D movie.

Attending a
concert

Going to a rock concert outside of the city to watch and listen to your
favourite band with your school friend.

Going to a
stadium

Going to watch the Australian open tennis championship with your family.

Xbox game
centre

Going with a group of University friends to an Xbox game centre to play
some games like “Call of Duty” or “FIFA 2016”.

Night off

Table 4.5: Utilitarian Distraction Task - Health Care
Details for each option

Health Care

Medicare

It covers the costs of medical expenses associated with hospital stays,
medical equipment needs like lab tests, x-rays, and wheelchairs.

NIB basic

It covers the expenses of basic accidental injuries and emergency
ambulance transport to hospital.

NIB
standard

It covers the cost of expensive treatments that involves different type of
surgeries such as appendix removal and dental surgery.

Ahm
premium

It covers the costs of most treatments ranging from accident and
ambulance transport to joint replacements, cancer treatment, and eye
surgery.

All participants received the same distraction sheets. Similar to distribution of prompting
sheet, the instructions which participants received the distraction sheet differed. In detail, the
first 20 participants were given a list of hedonic services followed by a list of utilitarian
services. The same approach was taken for the second 20 participants. However, this time
utilitarian list was provided to the participants prior to the hedonic list. Unlike the prompting
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sheet, however, students were given less time (Approximately 2 minutes in total) for the
distraction task.
Completion of the distraction task also required some follow up questions so as to make this
task similar to the main experiment (See Appendix 2: Attachment 1). In particular,
participants were asked to make two choices from the lists of services on distraction task, one
from hedonic list and one from utilitarian list, and justify why they made such selections. In
particular, participants were asked to verbally describe their answers if they assigned in to
WOM group, or type their answers if they assigned in to eWOM category. This approach was
helpful as it familiarised participants with the use of devices that were employed for the
major part of experiment (computer or a digital audio-video recording). Participants were
given 4 minutes in total to answer the question (2 minutes for each choice).
The third step consisted of the production of the text that would address the experimental
questions (See Appendix 2: Attachment 2). In other words, the main purpose of this
experiment was drawing participants’ responses to the prompting sheet. Hence, this step
elicited a description of what would participants tell their friend face to face (WOM) or via
email (eWOM) about a Holiday Destination (i.e., hedonic) and a University Elective Subject
(i.e., Utilitarian). Like the distraction task, when participants were asked to verbally describe
their answers (WOM), they would talk to a digital audio-video recording device. Similarly,
when participants were asked to write their answers (eWOM), they would use a computer to
type their responses. Participants were given more time (8 minutes in total) to answer the
question (4 minutes for each service type) given it was the main part of the experiment.
Stage 4: Post-Experiment (Approximate time: 5 minutes)
The post-experiment involved: i) Collection of Demographic Details, ii) Debriefing, and iii)
Incentives’ Distributions. Initially, demographics and background details about the
participants and their previous use of WOM and eWOM were collected (See Appendix 2:
Attachment 3). The demographic information included some details like gender, age,
education, etc. Then, the researcher debriefed participants by reading aloud the debriefing
letter (See Appendix 2: Attachment 4). The purpose of the debriefing was to remove any
misconceptions that the participants might have about the research. This approach is
important to make participants feel with a sense of satisfaction, dignity, knowledge, and a
perception of time not wasted (Harris, 1988, Kitchens and Gohm, 2014). Closure of the
experiment involved giving each participant a coffee voucher as a research incentive.
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4.2.3 Measurements of Linguistic Resources and Variables
1. Dependent Variables (Linguistic Resources)
The dependent variables in this study are the linguistic resources that have been derived from
SFL theory. As discussed before, this thesis will use three linguistic resources of “mode: LD
and GI”, “mood: speech functions and modality” and, “appraisal: positive or negative attitude”
to answer the developed research hypotheses and questions. This section presents the system
networks, method and, the analysis approach taken for the selected linguist resources. The
structure of this section moves from the most objective and systemic oriented to the least
systemic approach: 1) LD-GI, 2) Mood and, 3) Appraisal. The first step in this research was
to establish WOM and eWOM are different types of communication (i.e., H1 and H2). This is
followed by examining the potential differences across hedonic and utilitarian products (H3).
The next steps in this research were to explore in detail how different WOM and eWOM
characteristics vary across differences contexts (RQ 1 and RQ 2).
i) LD-GI and Development of Analysis Approach
This research needs to obtain LD and GI scores to address the following hypotheses:
H1: LD is greater with eWOM than with WOM
H2: GI is greater with WOM than with eWOM
H3: There are differences in LD or GI due to the type of services (Hedonic/ Utilitarian)
considered
As discussed in chapter 3, LD is the number of lexical items as a ratio of the number of
clauses (Halliday, 1985). GI is the number of clauses as a ratio of the total number of clause
complexes (Castello, 2008, Eggins, 2004). Measuring LD and GI involves identifying several
criteria: 1) clause complexes, 2) clauses, 3) lexical items and, 4) functional items. These
criteria are described below; see Figure 4.2. The following section will describe the analysis
approach in relation to each criterion.
Step 1

Step 2

Step 3

Step 4

Identifying and
counting clause
complexes

Identifying and counting clauses
(i.e., parataxis, hypotaxis and,
embedded)

Identifying and
counting lexical
items

Identifying and
counting grammatical
items

Figure 4.2: Developed method to achieve the LD and GI scores for each text
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Step 1) Clause Complexes
The first step in analysing LD and GI is to find clause complexes or sentences. A clause
complex is defined as the term systemicists use for the grammatical and semantic unit formed
when two or more clauses are linked together in certain systematic and meaningful ways
(Halliday and Matthiessen, 2004). We also employ the term clause simplex to refer to single
clause (or sentences of only one clause) (Eggins, 2004, Halliday, 1994). A clause complex
boundary in written communication is indicated by full stop. However, a clause complex
boundary in spoken communication does not involve using full stop. Speakers in spoken
communication use other approaches to signal the full stop or the end of their sentences.
Separation of clause complexes in spoken communication is based on the rhythm and
intonation that the speaker uses to signal to the listeners when he/she has reached to the end
of a clause sequence (Eggins, 2004). In this study, clauses complexes in eWOM scenarios
were already indicated by full stop. However, the researcher had to identify and separate
clauses complexes in WOM scenarios. Therefore, separation of clause complexes in WOM
scenarios was conducted using Eggins (2004) approach. Specifically, the researcher listened
carefully to the rhythm and intonation that participants used to identify and separate clause
complexes. The next step after finding clause complexes is identifying and classifying
clauses.
Step 2) Clause
Halliday (1985) emphasised that identifying a clause is not an easy task. He suggested that
whatever criteria we adopt, consistency is the key to get an accurate result (Halliday, 1985). A
clause is defined as “any stretch of language centred around a verbal group” (Thompson,
2014 p.17). This research separated clauses following Halliday (1985) suggestion and
Thompson (2014) definition of clause. In particular, this research separated clauses by
identifying the verbal group in the text. Therefore, minor clauses like hi, thank you, and the
like have been ignored as they do not contain a verbal group. Once all the clauses were
separated, the researcher identified the: i) interdependency relationship of clauses (Taxis),
and ii) embedded clauses. Embedded or rank-shifted clause is a clause that does not enter in
to the interdependency relations (Eggins, 2004). As the term suggests, embedding is a process
or construction where one clause is included (embedded) in another (Crystal, 2011).
Therefore, embedded or rank-shifted clauses will not be considered when measuring LD of a
text (Halliday, 1985). However, the embedded clauses will be considered when measuring GI
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of a text (Halliday and Webster, 2009). A list of probes that could be used to identify
embedded clauses in a text are discussed and presented in the Appendix A 1.1.
Clause relationships are identified and indicated using numerical notations (e.g., 1, 2) for
parataxis clauses and Greek letters (e.g., α, β) for hypotaxis clauses. A mixed of both
numerical notations and Greek letters were used when a clause complex contained clauses
with both parataxis and hypotaxis relationship. Embedded clauses are indicated using [[...]].
Table 4.6 shows the schematic structure that has been used to separate and present clauses in
a text. The first two columns that have numerical and Greek notations represent the
boundaries between taxis clauses (columns 1 and 2). Column 3 represents the identified
clauses in the text (i.e., WOM or eWOM) along with the embedded clauses. At the end of
each table, four additional rows are developed to summarise the numbers of identified
embedded clauses, clause simplexes, clauses (taxis only), and clause complexes in a text. An
example of clause analysis from this study is presented below.

Example: I really liked spending my nights with them there, even though the food was quite
oily and expense, the music was very fasted paced

Table 4.6: Schematic Structure to Present Clause Analysis
1
2

I really liked [[spending my nights with them there]],
β

even though the food was quite oily and expense,

α

the music was very fasted paced

Number of Embedded Clauses

1

Number of Clause Simplexes

0

Number of Clauses

3

Number of Clause Complexes

1

Step 3) Lexical Items and, Step 4) Functional Items
This research identified and separated lexical items prior to the grammatical items. However,
the identification and separation of both items followed a same approach. Therefore, below is
the description of both of them together.
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Identifying lexical item or grammatical item in a text is sometimes difficult (To et al., 2013a).
Therefore, to identify the lexical and grammatical items a number of principles were
developed. First, lexical items included nouns, verbs, some adverbs, and adjectives.
Grammatical items included pronouns, determiners, finite verbs, conjunctions, propositions,
interjections, discourse makers, fillers, and reactive tokens. Second, misspelt words that could
be easily recognised were considered. Some of the words in eWOM scenarios were misspelt.
However, this study considered those misspelt words that were easy to recognise. Relevant
theories and precedents support taking this approach (See Palmberg, 1987). Third, an item
may consist of more than one word. For instance, some of the phrasal verbs like “catch up”
consist of two items: catch + up. In this example, “catch” is counted as a lexical item (i.e.,
verb) and “up” as a grammatical item (i.e., preposition). Similarly, this study separated
phrasal verb using the above approach. Relevant theories and precedents confirm taking this
approach (See Ure, 1971). Following O'Loughlin (1995), contractions such as “they’re” or
“isn’t” are also considered as two items: they’re = they + are, isn’t = is + not. This study used
the above principles to separate lexical items from functional items.
Table 4.7 shows the schematic structure that has been used to present identified lexical and
grammatical items in a text. The first column is the relevant headings (i.e., Lexical Items,
Grammatical Items), the second column is the relevant items for each heading (e.g., noun,
verb, pronouns) and, the third column would be completed to show the identified lexical and
grammatical items present in a text (i.e., WOM or eWOM).
Table 4.7: Schematic Structure to Present Lexical and Grammatical Items
Noun
Lexical Items

Verb
Adverb (i.e., manner, sentence)
Adjective
Pronouns (i.e., personal, demonstrative,
possessive, reflexive, indefinite)
Determiners (i.e., articles, quantifiers,
numerals)

Grammatical Items

Finite verbs (i.e., be, do, have, modals)
Conjunctions
Prepositions
Adverbs (i.e., Temporal, Locative, Degree,
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Negative)
Interjections
Discourse markers/ Fillers
Reactive tokens

An example of LD and GI analysis from this study is presented below.
Example: It is quite expensive however, people who have been believe it to be value for
money.
Step 1: Identifying and counting clause complexes: There is only one clause complex or
sentence. Therefore, the clause complex number is: 1
It is quite expensive however, people who have been believe it to be value for money.
Clause Complex

Step 2: Identifying and counting clauses (i.e., parataxis, hypotaxis and, embedded): Three
clauses were identified: one “parataxis” (independent = α), one “hypotaxis” (dependent = β)
and, one “embedded” (rank-shifted = [[ ]]) within the “hypotaxis” clause.

α

It is quite expensive

β

however, people [[who have been]] believe it to be value for money

Number of Embedded Clauses

1

Number of Clause Simplexes

0

Number of Clauses

2

Number of Clause Complexes

1

141

Steps 3 and 4: Identifying and counting lexical items and functional items: 5 lexical items
and 11 functional (grammatical) items were identified.
Lexical Items

Noun

people money value

Verb

believe

Adverb (i.e., manner, sentence)
Adjective

expensive

Lexical Number

5

Grammatical
Items

It who it

Pronouns
Determiners
Finite verbs

is have been be

Conjunctions

however for

Prepositions

to

Adverbs (e.g., Temporal, Locative, Degree)

quite

interjections
Discourse markers/ Fillers
Reactive tokens
Grammatical Number

11

The LD and GI scores for this example are: LD = 2.5, GI = 3.
LD

GI

the number of lexical items

5/2 = 2.5

the number of clauses (taxis only)

the number of clauses

3/1 = 3

total number of clause complexes

The above methodological approach was developed to show how to achieve LD and GI
scores. Although LD and GI formula have been previously offered and discussed by Halliday
(1994) and his followers (e.g., Eggins, 2004), the steps for achieving these scores have not
been clearly discussed. This method has been applied across all the texts to prepare the data
for the major quantitative analysis of LD and GI.
ii) Mood System and Development of Analysis Approach
The mood linguistic network presented below was used to show how different speech
functions and modality were selected (See Figure 4.3). It also shows the application of the
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WOM and eWOM characteristics (i.e., Tie-strength, Source expertise) on this system network.
Hence, this network will be used to answer to the first research question:

Research Question 1: How, and to what extent, do linguistic indicators of tie-strength and
source expertise vary across different communication mediums and different services?

Each choice was made from the farthest left hand side (least delicate choice) to the furthest
right hand side (most delicate choice) with the relevant realisation. A through discussion of
the mood is provided in chapter 3 and appendix A 1.2.

Figure 4.3: WOM-eWOM Characteristics Application on the Mood Network
Turing to the details of mood system, the researcher developed five steps for conducting the
analysis (See Figure 4.4). These steps were developed using relevant theory and precedents
(e.g., Eggins, 2004, Halliday, 1994, Martin et al., 1997).
Step 1

Step 2

Step 3

Step 4

Step 5

Identifying the
clause
complexes

Identifying and separating the
clauses (i.e., parataxis,
hypotaxis, embedded,
non-finite, and minor)

Identifying
the mood
block

Determining the
speech function

Identifying and
determining the
modality
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Figure 4.4: Developed method to conduct mood analysis for each text
Step 1) Identifying the clause complexes
The first step for analysing the mood is to recognise and separate the clause complexes. This
approach was explained earlier for LD and GI analysis.
Step 2) Identifying and separating the clauses
All the clauses can embody a choice from the mood system. However, there are three types of
clauses that do not embody a mood choice: embedded, minor, and non-finite. The embedded
and minor clauses have been discussed above. A finite clause has a verbal group that shows
tense whereas a clause with non-finite verbal group does not show tense (Thompson, 2014).
Non-finite clauses cannot stand alone (hypotaxis) because the key elements of its mood
structure are realised only in the main clause (Eggins, 2004). Further details concerning these
three types of clauses are presented in appendix A 1.2. The following clause complex derived
from this study shows an example of non-finite clause.
I’ve always like the idea // of spending a week in a five star hotel.

Non-finite

Finite

Step 3) Identifying the mood block (i.e., subject, finite and, modality)
Mood analysis involved identification of subject, finite choices, and any potential modality
used in the mood block in terms of modalisation and modulation (Martin et al., 1997).
Therefore, whatever came before or after the mood block (i.e., subject, finite choices, and
modality) is not part of the mood, and thus not considered in the analysis. However,
sometimes the finite element can get conflated with a predicator (Eggins, 2004, Martin et al.,
1997). Predicator is identified as the verbal elements that come after finite element (Eggins,
2004, Martin et al., 1997). But, with the verbs that anchor the tense by referencing it to time
(e.g., past, present), the finite will become fused with predicator. This will lead to conflation
of finite and predicator in the mood block. The following example (See Table 4.8) is derived
from our study to show how finite and predicator get conflated.
Table 4.8: Conflation of Finite and Predicator
Mood Analysis
Clause(s)
you enjoyed it

Subject

Finite (+Predicator)

Modality/Polarity

you

enjoyed

-
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Step 4) Determining the speech function
Identifying the speech functions through the mood block is straightforward. The order of
grammatical resources of the mood (e.g., a subject followed by a finite) determines the
speech functions used in a communication. For instance, in a declarative clause the subject
precedes the finite. Therefore, in a declarative clause the constituents of a subject that is
followed by a finite form the speech function of statement. Further details about the
grammatical structure of the mood for other speech functions are discussed in the appendix A
1.2. The following example (See Table 4.9) derived from this study to show how a mood
block determines a speech function.

Table 4.9: Determining Speech Function
Mood Analysis

Speech Function

Clause(s)
you enjoyed it

Subject

Finite (+Predicator)

Modality/Polarity

you

enjoyed

-

Declarative (D)

Step 5) Identifying and determining the modality
The modality (i.e., modalisation and modulation) was identified using the tables that were
presented in the appendix A 1.2 by Eggins (2004), Halliday (1994) and, Martin et al. (1997).
However, as discussed earlier, there are some overlap across different “finite: modals” (See
appendix A 1.2: Kinds of Modality). For instance, a finite modal such as “May” can have the
meaning of “probability”, “obligation”, etc. So, the best way to capture the meaning of the
relevant finite modal is to look at its context. Thus, the researcher determined and allocated
the relevant finite modal by looking at its meaning in relation to that specific context. An
example of mood analysis from this study is presented below.
Example: I think you should have gone out more.
Step 1: Identifying the clause complexes: One sentence or clause complex is identified:
I think you should have gone out more.
Step 2: Identifying and separating the clauses: Two clauses with taxis relationship were
identified as the units of analysis. The clause boundaries (//) are presented below:
I think // you should have gone out more.
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Step 3: Identifying the mood block (i.e., subject, finite and, modality): As discussed above,
identification of mood block involves finding and classifying subject, finite choices, and any
potential modality used in the mood block in terms of modalisation and modulation (Table
4.10).
Step 4: Determining the speech function: The order of grammatical resources of the mood
determined that the speech functions for both of the clauses are “declarative”: subject
followed by finite (S ^ F).
Step5: Identifying and determining the modality: Two types of modality were identified in
the mood block: modalisation (i.e., I think) and modulation (i.e., should). The mood analysis
of these clauses presented below:
Table 4.10: Full mood Analysis
Mood Analysis
Clause(s)
Subject

Finite
(+Predicator)

Modality/Polarity

Speech
Function

I think

I

think

-

Declarative (D)

(I think) you should have gone out
more

you

should

should, I think

Declarative (D)

Two tables were developed to present the mood analysis. This includes: i) mood elements and
its relevant speech function and, ii) modality (i.e., modalisation and modulation). The first
table (table 4.11) contains three columns. Column one represents the clauses that have been
selected as the unit of analysis. Column two, mood analysis, comprised of elements that
represent mood. Therefore, three smaller columns are developed and embedded in the second
column (i.e., subject, finite, and modality or polarity). And column three, represent the speech
function that each clause reflects in the text.
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Table 4.11: Mood Block Analysis Structure
Clause

Mood Analysis
Subject

Speech Function:

Finite (+Predicator)

Declarative (D),

Modality/Polarity
Statement:

Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative (Mod-Int)
D

Frequency of Speech Function
Statement:

Ex

Question: Int
Command: Imp
Offer: Mod-Int

The second table (table 4.12) represent the type of modality identified in the text. Similar to
table 4.11, three columns have been developed for the modality analysis in table 4.12.
Column one represents those clauses that contain modality. Once the clause that has modality
identified, the researcher determined the type of modality. Column two was developed to
represent the type of modality (i.e., modalisation or modulation) identified in the clause.
Column three represents the identified modality and its relevant value (i.e., low, median,
high).
Table 4.12: Modality Analysis Structure
Clause

Modality

Value
Low
Probability

Modalisation
Usuality
Total Modalisation
Obligation
Modulation
Inclination
Total Modulation
Total Expression of
Modality
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Median

High

The above methodological approach was developed to show how to conduct the mood
analysis. This approach has been applied across all the data. This is the first study to show the
application of the mood networks system for identifying different WOM and eWOM
characteristics (i.e., Tie-strength, Source expertise). Table 4.13 is developed below to show
how the concepts of Tie-strength and Source expertise were identified and interpreted by
tracing a direct link from grammatical patterns of mood in a clause up to the interpersonal
meaning and register variable of tenor.
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Table 4.13: WOM and eWOM Concepts’ Interpretation based on Mood
Developed
Methods

Method 1

Register
Variable

Metafunction

Lexico-Grammar

WOM-eWOM Concepts’ Interpretation from Linguistic Perspective

Tenor

Interpersonal

Mood

Communicator’s
Characteristics

Direct Relationship

Indirect Relationship

Power

Meanings of
roles and
relationships
between
interactants

Speech
Functions:

Tie-Strength

Question ↑ = Tie-Strength ↑

Modulation ↑ ≠ Tie-Strength ↓

Contact
Affective-Invo
lvement

Offer ↑ = Tie-Strength ↑

Question

Command ↑ = Tie-Strength ↑

Offer
Command
Statement
Modulation

Method 2

Power

Meanings of
roles and
relationships
between
interactants

Speech
Functions:

Source Expertise

Question

Offer ↑ = Source Expertise ↑

Question ↑ = Source Expertise ↓

Command ↑ = Source
Expertise ↑

Modalisation ↑ ≠ Source Expertise ↓

Statement ↑ = Source
Expertise ↑

Offer
Command

Modulation ↑ = Source
Expertise ↑

Statement
Modulation
Modalisation
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iii) Appraisal System and Development of Analysis Approach
The focus of the appraisal resource in this thesis is the system of attitude (See Section 3.6.2
and Appendix A 1.3). The system network shows that attitude comprised of various
subsystems: i) affect, ii) judgement, and iii) appreciation. This network will be used to answer
to the following research questions:
Research Question 2: How, and to what extent, does valence vary across different
communication mediums and different services?

Research Question 2.1: How, and to what extent, does affect vary across different
communication mediums and different services?

Research Question 2.2: How, and to what extent, does judgement vary across different
communication mediums and different services?

Research Question 2.3: How, and to what extent, does appreciation vary across different
communication mediums and different services?

The appraisal linguistic network (emphasising Attitude) presented below shows each
subsystem and the arrangement of available options in detail (See Figure 4.5). In particular,
the following appraisal system expresses how each choice was made from the farthest
left-hand side (least delicate choice) to the furthest right-hand side (most delicate choice). A
through discussion of this linguistic resource was provided in appendix A 1.3. Unlike
previous linguistic resources (i.e., LD, GI and, Mood), there is no need to first divide up a
text based on clause complex or any other classification. The unit of analysis in appraisal
could be any word or word group that can be singled out as an example of appraisal (Ping,
2017). Therefore, no specific steps were developed for analysis of this linguistic resource.
However, this research looked at the identified apprising items within a clause to keep the
presentation of analysis consistent with the previous parts.
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engagement

un/hapiness

affect

in/security

dis/satisfaction
normality
social esteem

tenacity

judgement
Appraisal

capacity

attitude

veracity
social sanction
propriety

impact
reaction
quality
appreciation

valuation
balance
composition
complex

graduation

Figure 4.5: A general overview of Appraisal Resource emphasising Attitude (Developed
based on Martin and White (2005))
Each subsystem is comprised of different options (See Figure 4.5). Therefore, to make the
appraisal analysis simple, this thesis adopted Clarke and Mehmet (2017) coding system. In
detail, figure 4.5 presented above shows the system of attitude can lead to 22 different
options. That is, subsystem of affect includes 6 different options, subsystem of judgement
involves 10 different options, and subsystem of appreciation comprises of 6 different options.
To form an attitude coding system to represent the various options, the first two characters of
each relevant option are used. To exemplify, I was happy is an example derived from this
study to show affect (happiness). In this example, “happy” shows positive emotions (i.e.,
happiness) concerned with someone’s feeling (i.e., I). Therefore, it is relevant to the
subsystem of “affect” that shows “happiness”. Accordingly, this example would be coded as:
“afha”. Two other examples from the subsystems of judgement (evaluation of people) and
appreciation (evaluation of things) derived from this study and presented below:
The lecturer was funny (judgementsocial esteemnormalitypositive: jusenopo)
The content was lacking (appreciationreactionnegative: aprene)
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We can express our evaluations directly and indirectly (Martin and Rose, 2007). The direct
expression involves using words that explicitly shows our evaluation (Martin and Rose,
2007). The above instances show how we express our evaluation directly using explicit words.
For instance, I was happy is an example of direct expression where the feeling (i.e., happy) is
expressed explicitly to show the emotion. Unlike direct expression, implied or implicit
expression is an indirect way to show our evaluation (Martin and Rose, 2007). That is, taken
out of context it is not easy to be quite sure about the exact meaning being expressed through
that word(s) or sometimes phrases (Martin and Rose, 2007). For instance, the word “full” is
derived from our study to show an indirect expression in the subsystem of appreciation. In
particular, the direct meaning of “full” based on Cambridge dictionary is “containing a lot” or
“holding or containing as much as possible”. However, in the following context, “full”
implies a reaction toward quality of a thing that pleased us:

the lecturer was funny, and we didn't have to do any preparation for the lectures, so, it was
often found to be full, and everyone wanted to learn (appreciationreactionpositive:
aprepo)

All the words or phrases that carried an implicit meaning in this study were identified and
coded as described above.
Two tables were developed to present the appraisal analysis. Table 4.14 represents the
appraisal analysis for each participant. That is, both of these tables would be used for the
appraisal analysis of each participant. Three columns were developed: Column one shows the
clause number, Column two shows the clause itself. The words that have been selected for
appraisal analysis are underlined and presented in bold. And column three represents the
relevant coding system. The next table (table 4.15) developed to summarise and link the
result to the relevant coding options. In particular, the first two columns represent attitude
general coding scheme (column 1) and form (column 2). The last two columns represent the
participant and clause number (column 3) and the attitude code occurrence (column 4).
Table 4.14: Attitude Coding Scheme with Clauses
Clause Number

Clause

Attitude Code
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Table 4.15: Attitude Coding Scheme
Attitude Subsystem

Code

affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

appreciationreactionnegative

aprene

appreciationcompositionpositive

apcopo

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

appreciationvaluationnegative

apvane

Text (i.e.,
participant
number. clause
number)

Frequency

Appraisal system enables this researcher to select and analyse all the items (e.g., words) that
contain evaluative role in the clause or the text. The researcher considered and analysed all
the words that had evaluative meaning in the text. As discussed earlier, unlike the analyses of
LD, GI and, mood, appraisal is less objective and open to different interpretations. That is,
appraisal analysis is interpretive, and the same text can be analysed very differently by
different people (Ping, 2017). Therefore, the researcher looked at the whole text while
identifying and selecting relevant evaluative items so as to capture the most accurate result.
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2. Independent Variables
This research conducted a 2x2 randomised block experimental design. The independent
variables consisted of (i) communication medium and (ii) product type while the dependent
variables were the linguistic resources discussed earlier.
The first step in this research was to establish that WOM and eWOM are different types of
communication (i.e., H1 and H2). This is followed by examining the potential differences
across hedonic and utilitarian products (H3). This study selected two services, one hedonic
and one utilitarian: Holiday Destination and University Elective Subject respectively. The
study was undertaken in the context of services for two key reasons. First, services are the
major sector in most developed countries such as Australia, UK, Germany, France and, USA
representing nearly 80 per cent of GDP in those economies (Sweeney et al., 2014, 2012). The
significance of services is also increasing in developing countries like China and India
(Sweeney et al., 2012). Second, services are higher-risk choices than goods (Sweeney et al.,
2012). This means WOM and eWOM seem to be more important in the services context (i.e.,
hedonic and utilitarian).

4.2.4 Experimental Manipulations: Development of the Main Scenarios
This research controlled the inputs by providing linguistically standardised scenarios in each
condition. Specifically, this research developed and provided participants with hedonic and
utilitarian scenarios that were linguistically equivalent. This research took a novel approach
by applying different linguistic resources in the development of these scenarios. The
linguistic resources of mode, appraisal, and mood were employed to develop all the scenarios
such that there was a consistent level of LD, GI, positive and negative information (attitude),
and indicators of tie-strength and source expertise across the stimulus materials. To the best
of this researchers’ knowledge, previous WOM or eWOM research not studied or used LD,
GI, and mood in the development of scenarios. Furthermore, all the previous WOM and
eWOM studies that looked at valence or sentiment analysis neither considered nor employed
appraisal system to develop scenarios. Therefore, to the best of my knowledge, this is the first
study that used these linguistic techniques to develop consistent scenarios to ensure
consistency of inputs in each condition.
Previous studies confirmed that positive WOM is more common than negative WOM (e.g.,
East et al., 2007). In detail, East et al. (2007) WOM study revealed that positive WOM occurs
approximately three times as often as negative WOM. In line with East et al. (2007) study, the
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scenarios that were developed for this study had more positive evaluation than negative
evaluation. More precisely, the scenarios across both hedonic and utilitarian services
consistently involved 83%-87% positive evaluation and 17%-13% negative assessment. The
linguistic analyses of the developed scenarios are presented in the following tables (i.e.,
Appraisal, LD and GI, Mood). The details of such analyses are provided in the appendix 3
(i.e., Appraisal: A3.1, A 3.2, and A 3.3 / LD and GI: A 3.4, A 3.5, and A 3.6 / Mood: A 3.7, A
3.8, and A 3.9).

Table 4.16: Summary of Hedonic and Utilitarian Appraisal for each Scenario
Appraisal Analysis of each products’ type

Hedonic

Utilitarian

Hotel

Restaurant

Pub

Island Resort

Average

7 (+)

12 (+)

5 (+)

6 (+)

Positive: 30 (83%)

1 (-)

0 (-)

4 (-)

1(-)

Negative: 6 (17%)

Final

Report

Lecture

Tutorials

6 (+)

7 (+)

5 (+)

9 (+)

Positive: 27 (87%)

1 (-)

2 (-)

1 (-)

0 (-)

Negative: 4 (13%)

Average

Table 4.17: Hedonic and Utilitarian LD and GI Analyses Summary
LD and GI Analysis of each products’ type

Hedonic

Utilitarian

Hotel

Restaurant

Pub

Island Resort

1.5

1.4

1.5

1.4

GI: 1.4

3.3

3.4

3.3

2.6

LD: 3.1

Final

Report

Lecture

Tutorials

1.5

1.5

1.5

1.4

GI: 1.4

3.6

3.1

3

3.3

LD: 3.2
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Average

Average

Table 4.18: Hedonic and Utilitarian Mood Analyses Summary
Hotel

Restaurant

Pub

Island
Resort

Total

Final

Report

Lecture

Tutorials

Total

Statement

13

12

13

12

50

12

12

12

12

48

Command

1

1

0

1

3

0

0

0

1

1

Question

0

0

0

0

0

0

0

0

0

0

Offer

0

0

0

0

0

0

0

0

0

0

Modalisation

2

0

1

0

3

1

3

0

1

5

Modulation

2

1

0

0

3

0

1

2

1

4

4.2.5 Data: Preparation and Analyses’ Plans
The first step prior to the analysis of the obtained data was data preparation. The preparation
of the data involved verbatim transcription of WOM. Specifically, the researcher transcribed
WOM scenarios given that eWOM scenarios were originally produced in written format.
Transcription of WOM scenarios were involved cross-checking the verbatim data with the
audio-video files. This approach was taken to ensure about the linguistic features that
participants used in their verbal responses like pauses and intonations. To ensure the
reliability of our transcription approach, the verbatim transcriptions of WOM scenarios were
double checked with an SFL expert. The researcher then looked at each transcript separately
before combining the results and reflecting on the findings relative to the existing literature
and aims of the study. Relevant theories and precedents support taking this approach (See
Merriam, 2009, Thomas, 2006).
The plans for the data analyses of the linguistic resources are discussed below. The first step
in this research was to establish WOM and eWOM are different types of communication (i.e.,
H1 and H2). This is followed by examining the potential differences across hedonic and
utilitarian products (H3). The quantitative analysis of LD and GI data involved a paired t-test
and an independent t-test. These two tests were conducted to address the relevant hypotheses.
However, obtaining the LD and GI scores for each text (i.e., 80 texts in total) involved an
extensive processes and different steps that described earlier.
The next steps in this research involved exploring how different WOM and eWOM
characteristics (RQ 1: Tie-strength-Source Expertise and RQ 2: Valence) varied across
differences contexts. Answering both research questions involved qualitative analysis of
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experimental data. However, as discussed earlier, analysis approach for RQ 1 is more
systematic while that of RQ 2 is open to different interpretations.

4.2.6 Experimental Design
This research conducted a laboratory experiment. A laboratory experiment is defined as an
“experiment in which the experimental treatment is introduced in an artificial or laboratory
setting” (Aaker et al., 2005 p. 303). The experimental approach that this study used to
examine cause and effect is a statistical design. This design offers some advantages that are
relevant to this thesis. These advantageous include: i) the effects of more than one
independent variable can be measured, ii) extraneous variables can be controlled, and iii)
randomly assigning of test units to different groups can be achieved (Malhotra, 2010).
Therefore, this study took statistical approach because of i) using more than one independent
variable (i.e., Product type and Communication medium), ii) taking randomisation approach,
and iii) controlling for the extraneous variables (e.g., males and females).
This research employed randomised block experimental designs using both between-subject
and within-subject approaches. In particular, randomised block experimental designs is
usually conducted through two different approaches: i) between-subject, and ii)
within-subject. However, this study takes a mixed approach by employing both
between-subject and within-subject designs. Between-subject design involves comparing two
or more groups (Erlebacher, 1977). Specifically, each participant in the between-subject
design will be assigned to one and only one level of independent variable (Erlebacher, 1977).
The between-subject design is relevant as each participant in this study is assigned to only
one communication medium (i.e., WOM: 1 – eWOM: 2). In the within-subject design,
however, we have repeated measurements on the same subject (Erlebacher, 1977). That is, a
group of participants is exposed to more than one level of an independent variable
(Erlebacher, 1977). In this study, each participant is also assigned to both products’ type:
hedonic (A) / utilitarian (B). Using mixed designs also have some advantageous. For example,
within-subject design offers a substantial boost in statistical power. This is because the
researcher in within-subject design puts participants more than once in the experiment which
leads to greater statistical precision (Erlebacher, 1977). Between-subject design is also
statistically simple (Charness et al., 2012). Furthermore, between-subject design does not
involve measuring participants’ performance several times (i.e., carry-over effect) (Charness
et al., 2012). The experimental design of this study is depicted in table 4.19.
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Table 4.19: Experimental design
Independent Variable:

Blocking Variable:

2 Communications’ mediums

2 Products’ Type

WOM (1) / eWOM (2)

hedonic (A) / utilitarian (B)

WOM- 1

1-A

1-B

1-B

1-A

2-A

2-B

2-B

2-A

eWOM- 2

4.3 Conclusion
The purpose of this chapter was to outline the methods that were used to collect the data to
answer different hypotheses and research questions. Therefore, the following sections were
discussed in this chapter.
Initially, this chapter discussed research methods that were used in this study. Section 4.2
justified the use of mixed methods; specifically embedded mixed methods design. Then,
section 4.2.1 provided a description of the participants’ selection. That is, the discussion of
the population of interest in this study and the criteria that were employed to determine this
sample group. The procedures and instruments were discussed in section 4.2.2. This involved
discussion of the non-probability purposive sampling method, the percentage of the included
and excluded sample, the ethical standards, research incentives, settings, locations, and
procedures of data collection. The measurement of different linguistic resources like LD, GI,
Mood, and Appraisal were discussed in section 4.2.3. This was imperative, as this is the first
peer-to-peer communication study that uses SFL to determine different marketing concepts.
Section 4.2.4 discussed the experimental manipulation by outlining how the inputs were
standardised across different conditions. That is, the LD, GI, and Valence were compatible
across hedonic and utilitarian services. The transcription of verbatim data and the plans for
analyses of the data were discussed in section 4.2.5. The last section discussed the design of
the study. Specifically, section 4.2.6 elucidated and justified the use of statistical within
randomised block design that this research employed.
The next chapter will report on the results. In particular, chapter 5 will discus the results that
derived from the analyses of different hypotheses and research questions. Therefore, chapter
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5 will outline the details of analyses outcomes ranging from statistic results (i.e., hypotheses)
to more linguistic based results (i.e., research questions).
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5. RESULTS
5.1 Introduction
The purpose of this chapter is to outline the identified results of the study. In particular,
previous chapters have identified the gaps, the relevance of linguistic approach (i.e., SFL:
Mode, Mood, and Appraisal) to peer-to-peer communication, and the hypotheses and research
questions that could be used to address the identified gaps. Thus, the following sections
discuss the results of the developed hypotheses (statistical) and research questions (linguistic)
in detail.
The first section of this chapter justifies the presentation of the results. That is, section 5.2
outlines why the hypotheses’ results preceding those of the research questions, justifies the
order for presentation of the results in research question 1, and delineates different levels of
discussion for each research question. Section 5.3 presents the results derived from the
primary method of this research (statistical stream). In particular, this section discusses the
identified results from the hypotheses. In section 5.4, the results from the research questions
(embedding linguistic stream) are discussed. This includes the results from linguistic
indicators of tie-strength and source expertise (i.e., RQ 1) followed by the subsystems of
valence (i.e., affect, judgement, appreciation) and valence itself (i.e., RQ2).

5.2 Presentation of Results
The design of the study determines the ﬂow for the presentation of the results in this chapter.
As discussed in chapter 4, this thesis uses Embedded Mixed Methods Design. This design
involves collection of the data that would be quantiatively and qualitatively analysed.
However, one form of data in this design plays a supportive role compared to the other form
of data. To be exact, there is a primary method that guides the project and a secondary or
embedded method that provides support for the primary method (Creswell, 2009). The
priority in this project was to establish WOM and eWOM are different types of
communication. This is because Shannon and Weaver (1949) communication model that has
been heavily used by the previous peer-to-peer communication studies assumed that WOM
(spoken) is equal to eWOM (written). This view led peer-to-peer communication researchers
to apply different concepts that studied in WOM into eWOM. This resulted in to mixed
results in the literature (See chapter2). Therefore, testing the hypotheses (statistical stream)
has been the primary method in this research, as the identified results could determine the
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appropriateness of the underlying process model of communication for WOM and eWOM
studies. The research questions (linguistic stream) provide support for the primary method
(statistical stream) by taking a different approach to the corpora. In particular, the embedding
of the linguistic part provides support for the primary method by taking a different approach
to the corpora to address the research questions (RQ 1 and RQ 2). Therefore, in this chapter,
the results from the primary method will be discussed first (statistical stream)) followed by
the results from the research questions (embedding linguistic stream).
The discussion for the results of the first research question will be based on the linguistic
aspects that revealed the most about the data set. In particular, different linguist resources
were used to address each research question. To address the first research question, the
linguistic resources of speech functions (i.e., statement, question, offer, and command) and
modality (i.e., modalisation and modulation) have been used. However, some of the linguistic
resources revealed the most insight toward our data set while others did not. In particular, the
speech function of “statement” was dominant and appeared the most in the data. This was
followed by “command” that appeared sometimes. The other two speech functions that
appeared least and comprised the smallest amount of the data were “question” and “offer”. In
relation to modality, both modalisation and modulation emerged equally in the data set.
Therefore, the structure for the discussion of the results in this chapter will be as follow: 1statement, 2- command, 3- question, 4- offer, 5- modalisation and, 6- modulation. Such
differences did not appear in the appraisal linguistic resource (Research Question 2).
To have a comprehensive understanding of the linguistic stream, the research questions’
results will be presented at three levels, from individual conditions to aggregated conditions:
i) individual condition (e.g., Hedonic-WOM), ii) same medium but different services (e.g.,
WOM-Hedonic vs. WOM-Utilitarian) and, iii) different mediums but same services (e.g.,
WOM-Hedonic vs. eWOM-Hedonic). Discussion of the results in level one (i.e., individual
condition) involves in-depth details in relation to each one of the participants and across each
experimental condition. Results in this level are supported with the use of quotations from the
data. Relevant tables are presented to synthesise and summarise results without losing sight
of the rich, qualitative sources on which they were based. Relevant precedent suggests and
supports taking this approach when presenting qualitative results in a PhD thesis (Perry,
2012, Perry, 1998). The next two levels are developed to show an overall picture of the
results for linguistic stream. In the second level, the same medium but different services,
results from all conditions are combined. In particular, results are combined and presented
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based on WOM (Hedonic vs. Utilitarian) and eWOM (Hedonic vs. Utilitarian). In the third
level, different mediums but same services, results are combined and presented based on
hedonic (WOM vs. eWOM) and utilitarian (WOM vs. eWOM) services. This approach used
to show the overall picture of the results based on both mediums and services perspectives.

5.3 Hypotheses Results (Statistic)
5.3.1 Hypotheses 1 and 2 and the Statistical Results
The review of WOM and eWOM literature identified various mixed results (See Chapter 2).
It has been discussed that the mixed results are due to the underlying theory of
communication (i.e., Shannon and Weaver (1949)) that has been used to study peer-to-peer
communication about products/services. Shannon and Weaver (1949) theorised that spoken
(WOM) and written (eWOM) are not different types of communication; however, functional
theories of language such as SFL dispute this. In SFL, LD and GI are found to be the major
differences between spoken and written language. Reinterpreting LD and GI from WOM and
eWOM perspective means: the complexity of WOM is in its grammatical complexity (i.e.,
GI), whereas the complexity of eWOM is lexical (LD). Therefore, the first set of hypotheses
tested in this study was:
H1: LD is greater with eWOM than with WOM
H2: GI is greater with WOM than with eWOM
An independent t-test (one-tail) was conducted to test our first set of hypotheses. The result
shows there is a significant difference between WOM and eWOM in LD and GI. In particular,
there was a significant difference in the LD scores for eWOM (M = 2.53, SD = 0.44) and
WOM (M = 2.12, SD = 0.26) conditions; t (38) = -3.54, p < 0.05, d = 1.13. The effect size for
this analysis (d = 1.13) was also found to exceed Cohen’s convention for a large effect (d =
0.80). There was also a significant difference in the GI scores for eWOM (M = 4.27, SD =
1.63) and WOM (M = 3.28, SD = 0.88) conditions; t (38) = 2.36, p < 0.05, d = 0.75. Similarly,
the effect size for this analysis (d = 0.75) was found to be fairly substantial as it exceeds
Cohen’s convention for a moderate effect (d = 0.5). The statistical table below provides the
details of the result.
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Table 5.1: Independent t-test Statistical Outcome
WOM
Dependent Variables

M

SD

eWOM
M

SD

95% CI
t (38)

p

LL

UL

d

-0.17

1.13

0.142 1.823

0.75

LD

2.12 0.26

2.53 0.44 -3.54 0.0005 -0.64

GI

3.28 0.88

4.27 1.63

2.36

0.011

Cohen’s

Note: M = Mean; SD = Standard Deviation; t = Student’s t distribution, the value of the t-test statistic; p =
Probability; CI = Confidence Interval; LL = Lower Limit; UL = Upper Limit; d = Cohen’s measure of sample effect
size

Therefore, both H1 and H2 are supported. This means that linguistically WOM is not
equivalent to eWOM, despite the precaution of ensuring that the input data for each condition
was linguistically equivalent. These are distinctly different types of communication context,
and so any theory that assumes otherwise, including Shannon and Weaver (1949), is not
supported by the linguistic characteristics present. The preparation of LD and GI can be
found in appendix 3 (i.e., LD and GI: A 3.4, A 3.5, and A 3.6).

5.3.2 Hypothesis 3 and the Statistical Results
A review of literature also suggested that hedonic and utilitarian services lead to a difference
in the communication context as the topics discussed differ (See Chapter 2, See Section
2.2.2). Furthermore, a few studies that took linguistic approaches found some differences
between hedonic and utilitarian services (See Chapter 2, See Section 2.4.3). However, no
study has yet attempted to see if there are any differences between hedonic and utilitarian
services in terms of the linguistic characteristics of LD and GI. Thus, the next hypothesis this
study tested was:
H3: There are differences in LD or GI due to the type of services (Hedonic/ Utilitarian)
considered.
A paired sample t-test was conducted to see if there are any differences in LD or GI due to the
type of services. Our result shows this hypothesis is supported. Specifically, the paired
sample t-test result shows that there was a significant difference in the LD scores for Hedonic
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(M = 2.40, SD = 0.49) and Utilitarian (M = 2.24, SD = 0.46) conditions; t (39) = 2.12, p <
0.05, d = 0.33. The effect size for this analysis (d = 0.33) was found to exceed Cohen’s
convention for a small effect (d = 0.2).
This means hedonic services are more lexically dense than utilitarian services. However, the
provided scenarios had similar LD and GI scores across both hedonic and utilitarian services
despite the precaution of ensuring that the input data for each condition was linguistically
equivalent. This suggests hedonic services are highly loaded with information and lexis in
comparison to utilitarian services, even when the linguistics characteristics of the source of
information are consistent across the two types of services. This is to be expected as
experiential natures of hedonic services leads consumers to use them frequently (Okada,
2005), and thus have an extensive consumption vocabulary about the usage of them
(Clarkson et al., 2012). However, there is not a significant difference in GI due to the type of
product considered.
Specifically, the paired sample t-test result shows that there was not a significant difference in
the GI scores for Hedonic (M = 3.63, SD = 2.04) and Utilitarian (M = 3.91, SD = 1.31)
conditions; t (39) = - 0.857, p > 0.05, d = 0.13. The effect size for this analysis (d = 0.13) was
found to not exceed Cohen’s convention for a small effect (d = 0.2). This means that
grammatical architecture across these two types of services is not significantly different. The
statistical table below provides the details of the paired t-test result.
Table 5.2: Paired t-test Statistical Outcome

Dependent Variables

Hedonic

Utilitarian

M

M

SD

95% CI

SD

t (39)

p

LL

UL

Cohen’s
d

LD

2.40 0.49

2.24 0.46

2.12

0.04 0.007 0.31

0.33

GI

3.63 2.04

3.91 1.31

-0.85

0.39

0.13

-0.92

0.37

Note: M = Mean; SD = Standard Deviation; t = Student’s t distribution, the value of the t-test statistic; p =
Probability; CI = Confidence Interval; LL = Lower Limit; UL = Upper Limit; d = Cohen’s measure of sample effect
size

The preparation of LD and GI can be found in 3 (i.e., LD and GI: A 3.4, A 3.5, and A 3.6).
The following table summarises the results from the statistical stream:
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Table 5.3: Summary of Research Hypotheses, Employed SFL Resources, Results and,
Discussions

Research Hypotheses

SFL Resources Employed
(Detailed in chapters 3and 4)

Major Results

H1- LD is greater with
eWOM than with WOM

Mode: measured LD and GI
by identifying several criteria:

H2- GI is greater with
WOM than with eWOM

i) Clause Complexes, ii)
Clauses (Parataxis, Hypotaxis
and, Embedded), iii) Lexical
Items and, iv) Functional
Items

H1 and H2 Supported: there is a
significant difference between WOM
and eWOM in LD and GI

H3- There are differences
in LD or GI due to the type
of services (Hedonic/
Utilitarian) considered

H3 Supported: there is a significant
difference in LD due to the type of
product considered, but no significant
difference found in GI due to the type
of product considered

Results in the quantitative stream provided the support for the fundamental differences in
how language use differed across communication contexts. Results in the qualitative phase
are presented next to provide support for a more in depth differences toward language use
across communication contexts.

5.4 Research Questions Results (Linguistic)
Based on the mixed results in the literature (See Chapter 2), two major research questions
(RQ) were developed for the linguistic stream of this research. The research questions are
formed based on the mixed results about communicator’s characteristics and message across
different mediums and different services. The first research question (RQ 1) is based on the
identified gaps in relation to tie-strength (i.e., the intimacy and closeness of the bond between
sender and receiver) and source expertise (i.e., sender owing to his/her superior competence).
The second research question is based on the mixed results concerning valence (i.e., positive
or negative messages). The second research question (RQ 2) involves three additional
questions (RQ 2.1, RQ 2.2 and, RQ 2.3). RQ 2.1 and RQ 2.3 are also relevant to affective and
cognitive contents in the peer-to-peer communication context. The following sections address
the relevant results for each research question.
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5.4.1 Research Questions 1 and the Linguistic Results
The first research question posed in this study is:
“How, and to what extent, do linguistic indicators of tie-strength and source expertise vary
across different communication mediums and different services?”
The above research question reveals linguistic details about two characteristics of tie-strength
and source expertise. As discussed in chapters 3, various speech functions and different types
of modality can reveal details about tie-strength and source expertise. The developed method
in chapter 4 showed the relevance of each speech function and each type of modality toward
communicator’s characteristics (i.e., tie-strength and source expertise). The summary of this
relevance is reminded below.

Table 5.4: Interpretation of Communicator’s Characteristics based on SFL
Equivalent Direction

Opposite Direction

Question ↑ – Tie-Strength ↑

Question ↑ – Source Expertise ↓

Command ↑ – Tie-Strength and Source Expertise ↑

Modalisation ↑ – Source Expertise ↓

Offer ↑ – Tie-Strength and Source Expertise ↑

Modulation ↑ – Tie-Strength ↓

Statement ↑ – Source Expertise ↑
Modulation ↑ – Source Expertise ↑
↑ denotes increase, ↓denotes decrease

This study controlled the inputs by developing scenarios with consistent linguistic indicators
of mood (i.e., indicators of tie-strength and source expertise) across both hedonic and
utilitarian services. Therefore, it was expected to see a similar pattern in the participants’
language. However, the results revealed that the language that participants used to indicate
tie-strength and source expertise vary across different communication mediums and different
services. These results imply that the mediums and services had impact on the language that
participants used to indicate tie-strength and source expertise. The following section will
provide a discussion about each research question in relation to the relevant concept.
The order for presentation of the results is based on those linguistic aspects that revealed the
most about the data set. The speech function of “statement” was the dominant speech
function that appeared the most in the data. This is followed by “command” that appeared
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sometimes. The other two speech functions that appeared least and comprised the smallest
amount of the data are “question” and “offer”. Both types of modality (i.e., Modalisation and
Modulation) emerged equally in the data set. Therefore, the discussion of results is as follow:
1- statement, 2- command, 3- question, 4- offer, 5- modalisation and, 6- modulation.
1- Speech Function of Statement
The speech function of statement involves offering information in the form of declarative
grammar in a communication. Given that the speech function of statement is reflected
through the declarative grammar, these two terms have been used interchangeably below. The
data analysis identified statement as the dominant speech function in both mediums and
across both service types. The dominance of declarative statement in the data set shows that a
typical person uses this speech function more than others when writing or speaking to the
other consumers about his/her consumption experience of hedonic or utilitarian services. This
is consistent with the major tenet behind peer-to-peer communication which is sharing of
consumption experiences with the other fellow consumers. Some statements from all
conditions are selected and presented in the following table.
Table 5.5: Quotes for the Speech Function of Statement
Service type, Order and
Medium

Quotes (Clauses)

The “Marriot Hotel” sounds amazing
Hedonic First eWOM
It would be something worth doing
but the Meriton was a good value option for accommodation
Hedonic Second eWOM

The resort provided a range of services and facilities such as 24/7
room service, wifi and TV’s in every room.
but overall the subject was not too stressful

Utilitarian First eWOM

the tutorials aren’t mandatory
That tutorial does sound pretty good

Utilitarian Second eWOM

you can still get something out of it
So, on my holiday, I went to, the “Mariot Hotel”,

Hedonic First WOM
So the pub, the food wasn't very good, um,
I can't recall the name,
Hedonic Second WOM
um, it was a good place
the lectures did not require any, um, preparation material,
Utilitarian First WOM
it was not very good.
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Service type, Order and
Medium

Quotes (Clauses)

so you might enjoy bit of that.
Utilitarian Second WOM
and you have to do group assignments.

The speech function of statement was frequently used across all conditions; all participants
frequently used this speech function in their language (See Table 5.6). The totals show that
participants’ language indicate this speech function more in some conditions (i.e., both WOM)
than the others (i.e., both eWOM), and the means of the speech function of statement confirm
that a higher average is observed with the WOM conditions.
Table 5.6: Speech Function of Statement
Conditions Total Mean Max Min Participants Exhibited
H-WOM
343
17.2
40
2
20
U-WOM
388
19.4
37
5
20
H-eWOM
252
12.6
21
2
20
U-eWOM
230
11.5
19
4
20

The total numbers show that participants used statements in Utilitarian-WOM condition more
than any other conditions. The means also reflect this. This implies that a typical person uses
this speech function in his/her language when talking to others about consumption of
utilitarian services. The results in the Hedonic-WOM condition are similar to the
Utilitarian-WOM. This condition also showed that a typical person uses this speech function
when talking to others about consumption of hedonic services. Hedonic-eWOM and
Utilitarian-eWOM had similar number of statements (total) for delivering the information.
Table 5.6 indicates that there are no differences between hedonic or utilitarian services.
However, there are substantive differences between WOM and eWOM. Specifically, when
the use of the speech function of statement is examined in detail, the average use is greater
with WOM than eWOM. Looking at the maximum and minimum data shows that this
increase in the use of statement is not because every participant uses statement more with
WOM (as the minimum usage in each condition is comparable within product type), but
because some participants used statement much more when talking than when writing (see
maximums). These results imply that statement is more an indicator of WOM than eWOM
regardless of the product’s type. That is, a typical person’s language indicates statement more
when he/she is talking than writing about different product’s type.
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The Implications of the Speech Function of Statement to Peer-to-Peer Communication
There is a direct relationship between the statement and communicator’s knowledge or source
expertise in peer-to-peer communication (See Chapter 3). That is, indicators of source
expertise increase as the number of statements increases. In all the above statements
participants delivered the messages in the information form; that is, participants used
language that implied they had really experienced the services.
The results presented earlier showed that statement is more an indicator of WOM than
eWOM regardless of the product’s type. That is, a typical person’s language indicates
statement more when he/she is talking than writing about different product’s type. This
implies that a typical person’s language indicates more expertise and knowledge when he/she
is delivering a message in WOM than in eWOM about different product’s type.
2- Speech Function of Command
The speech function of command shows how communicators use imperative grammar to
demand something from others. Given that the speech function of command is reflected
through the imperative grammar, these two terms have been used interchangeably below. Our
data analysis revealed that the speech function of command appeared in both WOM and
eWOM and across both types of services. Some of the imperative quotes from different
conditions are selected and presented in the following table. The imperative items in the
“Quotes” column are highlighted in bold.

Table 5.7: Quotes for the Speech Function of Command
Service type, Order and
Medium

Quotes (Clauses)

Hedonic First eWOM

but avoid the food

Hedonic Second eWOM

however stay away from the food

Utilitarian First eWOM

so actually think about doing that

Utilitarian Second eWOM

so don’t leave it to the last minute

Hedonic Second WOM

like get outdoors

Utilitarian Second WOM

don't choose it,
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The speech function of command was regularly used across all conditions (See Table 5.8).
The totals show that participants’ language uses the speech function of command regularly in
some conditions (e.g., Utilitarian-eWOM) and rarely in some others (e.g., Hedonic-WOM).
The number of participants exhibiting this speech function confirms the difference found with
the total incidences of the speech function of command.
Table 5.8: Speech Function of Command
Conditions Total Mean* Max Min Participants Exhibited
H-WOM
2
[2]
2
0
1
U-WOM
7
2.3
3
0
3
H-eWOM
9
1.3
3
0
7
U-eWOM
19
2.1
7
0
9
* Calculated excluding participants with zero returns

Unlike totals and number of participants, when the means of the speech function of command
are examined, few differences were identified across conditions. Specifically, when the totals
and number of participants used this speech function are examined across communication
mediums, they are both greater for eWOM than WOM. Similarly, when the totals and number
of participants used this speech function are also examined across different products’ type,
they are both greater for utilitarian than hedonic products. However, when the means of the
speech function of command are examined, few differences are observed either by
communication mediums or products’ type. That is, more participants use the speech function
of command in written communication than in spoken communication, but if the speech
function of command is used, it is used in the same way across both mediums. Similarly,
more participants use the speech function of command with utilitarian than with hedonic
products, but if the speech function of command is used, it is used in similar ways across both
products’ type. This implies that if someone is inclined to use the speech function of
command, they will use it in a similar way whether they are talking or writing about hedonic
or utilitarian products.
The Implications of the Speech Function of Command to Peer-to-Peer Communication
There is a direct positive relationship between the speech function of command and
communicator’s strength of ties and source expertise in peer-to-peer communication (See
Chapter 3). The results from the totals and number of participants indicated that they are both
greater for eWOM than WOM, and also greater for utilitarian than hedonic products. These
results imply that a typical person’s language indicates more tie-strength and source expertise
when he/she is delivering a message in eWOM than WOM and about utilitarian products
170

than hedonic products. However, the mean values showed that if someone is inclined to use
the speech function of command, they will use it in a similar way whether they are talking or
writing about hedonic or utilitarian products. This suggests that a typical person’s language
indicates tie-strength and source expertise similarly when he/she is delivering a message in
WOM or eWOM about hedonic or utilitarian products.
3- Speech Function of Question
The speech function of question shows how communicators use interrogative grammar to
demand information. This demand is simply made by asking questions which shows lack of
expertise or uncertainty that leads to more interaction and closeness between interactants. The
instances that were found in the text are discussed below (See Table 5.9). The identified
WH-interrogatives (i.e., a question that is formed with an interrogative word like What, How,
Where) across relevant experimental conditions are highlighted in bold.
Table 5.9: Quotes for the Speech Function of Question
Service type, Order and
Medium

Quotes (Clauses)

Hedonic Second eWOM

How much are you wanting to spend?

Hedonic Second eWOM

What do you enjoying eating?

Utilitarian Second eWOM

Why you might not want

Hedonic Second WOM

what was the name , “Benzo Ma Gro”, oh,

The speech function of question occurred four times and is used only by three of our
participants (out of 40); See Table 5.10. As there are too few data points to consider for the
speech function of question, it is not possible to discern any clear patterns regarding its use.
Therefore, no conclusion was drawn from this speech function.
Table 5.10: Speech Function of Question
Conditions Total Mean* Max Min Participants Exhibited
H-WOM
1
1
1
0
1
U-WOM
0
0
0
0
0
H-eWOM
2
2
2
0
1
U-eWOM
1
1
1
0
1
* Calculated excluding participants with zero returns
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4- Speech Function of Offer
The speech function of offer involves asking questions using interrogative modulation (e.g.,
will). However, unlike the speech function of question that also involves asking question, in
this speech function the communicator usually asks to see what he/she can offer in a
communication. The instance that was found in the text is presented below (See Table 5.11).
The modulated-interrogative element is highlighted in bold.

Table 5.11: Quote for the Speech Function of Offer
Service type, Order and
Medium

Quotes (Clauses)

Hedonic Second eWOM

Will you be taking the kids with you?

From the whole corpora (out of 80 texts), the speech function of offer only occurred once in a
text. As such, there is no basis from which conclusion can be drawn regarding the pattern of
use of the speech function of offer.
5- Modalisation
Modalisation is an expression of the speaker's opinion using “probability” and “usuality”.
Modalisation uncovers the degree of certainty, conviction, or tentativeness in the speaker
judgement. In other words, modalisation is a way a speaker can express the certainty or
likelihood of something happening or being. However, use of modalisation in a
communication has a paradoxical impact. The utilisation of any modalisation in a
communication makes the speaker to be perceived as less certain than he/she would be
without the use of it. Therefore, use of modalisation signals communicator’s lack of
knowledge and expertise or vice versa. A selected sample of identified modalisations is
presented in the following table. The modalisation items in the “Quotes” column are
highlighted in bold.
Table 5.12: Quotes for Modalisation
Service type, Order and
Medium

Quotes (Clauses)

I think you should have gone out more.
Hedonic First eWOM
It would be something worth doing
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Service type, Order and
Medium

Hedonic Second eWOM

Quotes (Clauses)

Overall, the accommodation and holiday would
seemingly be recommended to travellers.
you can do
I think you would enjoy it as much [[as I did]].

Utilitarian First eWOM
and this may form a barrier

Utilitarian Second eWOM

I always like it [[when tutors are willing to help on an
individual level]],
it would probably be to choose a different elective.

Hedonic First WOM

or I might be wrong about that, and a plasma TV, and,
yes,
it would be, um, better quality.
I think it was worth it

Hedonic Second WOM
and you might enjoy as well, so, yeah
The lectures would have been, um, fun
Utilitarian First WOM
it would be very easy
so you might enjoy bit of that
Utilitarian Second WOM
so, it was often found to be full

The data analysis revealed that modalisation was regularly used across all conditions (See
Table 5.13). The totals show that participants’ language indicates modalisation more regularly
in some conditions (e.g., Utilitarian-WOM) than the others (e.g., Hedonic-eWOM). The
number of participants that exhibited this speech function also confirms this difference across
some of the above conditions.
Table 5.13: Modalisation
Conditions Total Mean* Max Min Participants Exhibited
H-WOM
22
2.4
5
0
9
U-WOM
31
2.2
7
0
14
H-eWOM
17
2.1
4
0
8
U-eWOM
27
1.9
5
0
14
* Calculated excluding participants with zero returns

Looking in more detail, the differences in modalisation could be due to different elements.
For instance, when the totals, means, and maximum of modalisation are examined across
communication mediums, they are all somewhat greater for WOM than eWOM. However,
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when the number of participants that exhibited the modalisation is examined, no differences
are observed by communication mediums (WOM = 23 participants, eWOM = 22
participants). This suggests the number of people that use modalisation across different
mediums is similar. However, when modalisation is used by a participant, it is used more in
WOM (Total = 53) than in eWOM (Total = 44).
Unlike communication mediums, when the totals, number of participants, and maximums are
examined across different product types, they are all greater for utilitarian than hedonic
products, however, the mean values are slightly higher with hedonic products. This suggests
that more people use modalisation in utilitarian than hedonic products, but when
modalisation is used in relation to hedonic products it is, on average, used more frequently.
The Implications of the Modalisation to Peer-to-Peer Communication
All the above quotes from various conditions have one feature in common: lack of knowledge
or expertise. Modalisation occurs when a speaker tries to express the certainty or likelihood
of something happening or being in a peer-to-peer communication. However, presence of
modalisation in a communication has a paradoxical impact as people say they are certain
about something when they are not. That is, as the number of incidences of modalisation
increase, linguistic support for source expertise decreases. In all these clauses, use of
modalisation in communicators’ language is an indication of their uncertainty or lack of
expertise about the services that they were recommending to their friends. For example, in all
the following clauses a certain degree of tentativeness or uncertainty is salient: “It would be
something worth doing”, “I think you should have gone out more” or, “I might be wrong
about that, and a plasma TV, and, yes”.
The earlier results showed that when modalisation is used by a participant, it is used more in
WOM than in eWOM. This implies that a typical person’s language indicates more expertise
when he/she is delivering a message in eWOM than in WOM. Furthermore, the mean results
indicated that when modalisation is used in relation to hedonic products it is, on average,
used more frequently than utilitarian products. This suggests that a typical person’s language,
on average, indicates more expertise when he/she is delivering a message about utilitarian
products than hedonic products. Overall, the mean results from modalisation infer that a
typical person’s language indicates more expertise when he/she is delivering a message in
eWOM and about utilitarian products.
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6- Modulation
In the modulation, the communicator expresses his/her attitude about an action or an event by
using obligation and readiness. The communicator employs modalities such as “may”,
“should”, and “must” to demand for getting things done. Therefore, modulation and
command language have the same function: get people to do things for us. However, we use
command language when we feel close to someone whereas modulation occurs in the
situations that there is a distance in the personal relationship. In other words, we use
modulation when we do not want to have the dogmatic choices of “do” or “don’t do” like
command. Furthermore, getting people to do things for us also signals our authority and
expertise. That is, presence of modulation signals that communicator has knowledge about
the topic being discussed. Modulation reveals two characteristics of “source expertise” and
“tie-strength” in a communication (See Chapter 3). A selected sample of identified
modulations is presented in the following table. The modulations items in the “Quotes”
column are highlighted in bold.
Table 5.14: Quotes for Modulation
Service type, Order and
Medium

Quotes (Clauses)

You don’t want to spend the whole trip inside
Hedonic First eWOM
It is definitely up your alley.
I definitely recommend
Hedonic Second eWOM

Utilitarian First eWOM

If you’re not keen on socialisation
You also do not need to do any work before the
weekly lecture
Dear Friend, I would recommend this subject
you must put in effort

Utilitarian Second eWOM
I would recommend it
um, can't remember the name completely
Hedonic First WOM
but I was happy to pay for those things
you should totally go
Hedonic Second WOM
Um, if you, um, if you wanna get down bogie town
Utilitarian First WOM

then they should do it
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Service type, Order and
Medium

Quotes (Clauses)

if you want to
and you have to do group assignments
Utilitarian Second WOM
there was no required reading

Modulation was frequently used across all conditions (See Table 5.15). The totals show that
peoples’ language indicate this speech function more in some conditions (i.e.,
Utilitarian-WOM and Hedonic-eWOM) than the others (i.e., Hedonic-WOM and
Utilitarian-eWOM), and the means of the modulation confirm that a higher average is
observed across the above conditions.
Table 5.15: Modulation
Conditions Total Mean* Max Min Participants Exhibited
H-WOM
21
1.9
6
0
11
U-WOM
45
2.5
6
0
18
H-eWOM
45
2.6
6
0
17
U-eWOM
23
1.9
5
0
12
* Calculated excluding participants with zero returns

Looking in more detail, no clear patterns were found in modulation. Specifically, when the
totals, means, number of participants, and maximums are examined across different mediums,
no patterns are apparent. Similarly, when the totals, means, number of participants, and
maximums are examined across different product types, no patterns are revealed. Therefore,
no conclusion can be drawn about differences between communication mediums or product
types with respect to modulation.
7. Comparisons and Implications of Various Linguistic Resources to Peer-to-Peer
Communication
The linguistic resources of Question, Offer, and Modulation were designed to be used to help
to answer the RQ1. However, it was not possible to discern any clear patterns regarding the
speech functions of question and offer as there were too few data points to consider. While
modulation was present in the corpora, no clear patterns were found from this linguistic
resource, so these linguistic resources do not contribute to answering RQ1. Therefore, the
linguistic resources used to answer RQ1 are: Statement, Command, and Modalisation.
The speech function of statement was the dominant linguistic resource in the dataset. The
earlier results from statement showed that this speech function is more common in WOM
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than eWOM regardless of the product’s type. However, when the means of statement,
command, and modalisation are examined, a big difference can be found between statement
and the other two linguistic resources. Compared to the linguistic resources of command and
modalisation, the use of statement indicates that a typical person uses this speech function
when he/she writes or speaks to other consumers about his/her consumption experience of
hedonic or utilitarian services (See Table 5.16). This results is consistent with the major
tenet behind peer-to-peer communication which is sharing of consumption experiences with
the other fellow consumers.
Table 5.16: Comparison of Different Linguistic Resources Based on Means
Means of Linguistic Resources
Conditions Statement Command Modalisation
H-WOM
17.2
[2]
2.4
U-WOM
19.4
2.3
2.2
H-eWOM
12.6
1.3
2.1
U-eWOM
11.5
2.1
1.9

The next linguistic resource that appeared regularly was modalisation. The results presented
earlier indicated when modalisation is used by a participant, it is used more in WOM (Total =
53) than in eWOM (Total = 44) and on average, used more frequently in hedonic than in
utilitarian products. When modalisation is compared to the speech function of command, the
total numbers show that participants used more modalisation than command across all
conditions (See Table 5.17). Similarly, when the means are examined, participants used more
modalisation on average than command across all mediums. Although the mean value of
command in utilitarian services is almost equal to that of modalisation, the interpretation of
the means across both linguistic resources shows: participants’ language on average indicates
more expertise in utilitarian services than hedonic services.
Table 5.17: Comparison of Different Linguistic Resources Based on Totals
Totals of Linguistic Resources
Conditions Statement Command Modalisation
H-WOM
343
2
22
U-WOM
388
7
31
H-eWOM
252
9
17
U-eWOM
230
19
27

5.4.2 Research Questions 1: Overall Linguistic Results
The relationship between the linguistic resources that have been used to answer RQ1 and the
peer-to-peer communication characteristics are presented in table 5.18.
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Table 5.18: Implications of Linguistic Resources to Peer-to-Peer Characteristics
Tie-Strength↑ = Command↑
Source Expertise↑ = Statement↑, Modalisation↓, Command↑

Tie-Strength
The indicator of tie-strength that used from the corpora is the speech function of command.
The results based on the number of participants showed that the conditions that mostly
produced the indicator of tie-strength are eWOM and utilitarian. That is, the strength of ties
indicated in the participants’ language found to be in eWOM rather than WOM, and in
utilitarian rather than hedonic products. This suggests that the indicator of tie-strength in a
typical person’s language mostly appears when he/she is delivering a message in eWOM and
about utilitarian products. However, the results based on the mean values showed that when
the indicator of tie-strength is used, it is used similarly in all conditions. That is, the mean
values showed that if someone is inclined to use command, they will use it in a similar way
whether they are talking or writing about hedonic or utilitarian products. This suggests that
a typical person’s language indicates tie-strength, on average, similarly when he/she is
delivering a message in WOM or eWOM about hedonic or utilitarian products.
Source Expertise
The results for source expertise indicators derived from different linguistic resources.
Specifically, the indicators of source expertise that derived from the corpora are statement,
modalisation, and command. Statement is more an indicator of WOM than eWOM regardless
of the product’s type. That is, a typical person’s language indicates more expertise and
knowledge when he/she is delivering a message in WOM than in eWOM about different
product’s type. The opposite is indicated by modalisation and command. The means value
from modalisation inferred that a typical person’s language indicates more expertise when
he/she is delivering a message in eWOM and about utilitarian products. Similarly, in
command, the results based on the number of participants showed that the conditions that
mostly produced the indicator of source expertise are eWOM and utilitarian. Considering
that statement appears in all texts, the indicators found with command and modalisation
might be more useful to be considered as indicators of source expertise. Therefore, the results
show that a typical person’s language indicates more source expertise in eWOM and
utilitarian services.
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There was no reason to expect differences in the language that participants used in relation to
indicators of tie-strength and source expertise across different communication contexts (i.e.,
mediums and services). That is, it was expected to see consistent indicators of tie-strength
and source expertise in participants’ language given consistent scenarios (hedonic/utilitarian)
were provided in both WOM and eWOM conditions. However, participants’ language
indicated different levels of source expertise and tie-strength across different communication
contexts. Thus, the data suggests that one of the reasons for the inconsistent results in the
literature that relate to tie-strength and source expertise may be an artefact of the type of
medium/product being considered rather than differences in the tie-strength and source
expertise. That is, an artefact of how language is used when talking or writing about different
services (utilitarian/hedonic) rather than a difference in the strength of ties between
participants or their level of expertise. The following table summarises the results from the
first research question:
Table 5.19: Summary of Research Question 1, Employed SFL Resources, and Results

Research Question 1

SFL Resources
Employed

Major Results

RQ1- How, and to what extent, do
linguistic indicators of tie-strength
and source expertise vary across
different communication mediums
and different services?

Mood: Speech
Function of
Command

- The linguistic indicator of
tie-strength revealed that a typical
consumer’s language shows stronger
bonds and closeness when he/she is
delivering eWOM and about
utilitarian products (i.e., totals and
number of participants).

Modality:
Modalisation

- The results based on the mean
values revealed that when the
indicator of tie-strength is used, it is
used similarly across all mediums
(i.e., WOM and eWOM) and services
(i.e., Hedonic and Utilitarian).
- The linguistic indicators of
source-expertise revealed that a
typical consumer’s language shows
more expertise when he/she
delivering eWOM and about
utilitarian products.
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5.4.3 Research Question 2 and the Linguistic Results
The second research question posed in this study is:
“How, and to what extent, does valence vary across different communication mediums and
different services?”
This research question involves three additional questions:
RQ 2.1: “How, and to what extent, does affect vary across different communication mediums
and different services?”
RQ 2.2: “How, and to what extent, does judgement vary across different communication
mediums and different services?”
RQ 2.3: “How, and to what extent, does appreciation vary across different communication
mediums and different services?”
This study controlled the inputs by developing scenarios that had more positive valence than
negative valence. Therefore, it was expected to see a similar pattern in the participants’
language. However, the results based on each attitude resource (i.e., affect, judgement and,
appreciation) revealed that the language that participants used concerning valence varies
across different communication mediums and different services. Furthermore, this difference
was less salient when looking at valence or participants use of language that indicated
positive or negative attitudes as a whole. These results imply that the mediums and services
had impact on the language that participants used to express their attitude in terms of
emotions (affect), people (judgement) and, things (appreciation). The following section will
provide a discussion about each research question in relation to the relevant attitude resources.
The coding system presented earlier in chapter 4 has been used to present examples from the
data set.
1. Research Question 2.1 and the Linguistic Results
The first additional research question (RQ 2.1) posed is:
“How, and to what extent, does affect vary across different communication mediums and
different services?”
This research question is formed based on affect subsystem. Affect is concerned with our
positive or negative emotions or reaction to behaviour when we have different feelings that
range from unhappiness or happiness to insecurity or security and, dissatisfaction or
180

satisfaction. Our analysis of the language that participants used revealed that most of these
emotions were present in the corpora. However, they were not distributed consistently across
the different communication contexts. Furthermore, the presence of each emotion varied
across different conditions. But, the dominant emotion expressed across all conditions was
affect of happiness. The following table shows the frequency of the times that participants
expressed their positive or negative attitudes through the subsystem of affect.
Table 5.20: Summary of affect across different communication mediums and different
services
Attitude Frequency Summary - affect
Attitude Subsystem

Code

H-WOM
(number of
participants)

U-WOM
(number of
participants)

H-eWOM
(number of
participants)

U-eWOM
(number of
participants)

affecthappiness

afha

13 (7)

24 (11)

28 (11)

17 (9)

affectunhappiness

afun

3 (3)

3 (2)

1 (1)

1 (1)

affectsecurity

afse

0 (-)

0 (-)

5 (3)

1 (1)

affectinsecurity

afin

0 (-)

0 (-)

0 (-)

5 (3)

affectsatisfaction

afsa

5 (2)

8 (6)

14 (10)

15 (10)

affectdissatisfaction

afdi

0 (-)

1 (1)

2

0 (-)

Total Positive Affect

18

32

47

33

Total Negative Affect

3

4

3

6

Participants in Hedonic-WOM used the subsystem of affect in their language less than the
other conditions to express their feelings. This subsystem was mentioned 21 times (positive:
18 times and negative: 3 times). This implies that a typical person uses emotion sometimes
when he/she is talking to someone about hedonic services. The main resource used in this
condition was affect of “happiness”. Participants in this category mainly used this emotion in
their language to express their feelings. Although affect of “satisfaction” emerged as the next
dominant feeling in this condition, it was expressed only by one participant. Therefore, it may
not be practical to assume that a typical person regularly uses “satisfaction” when he/she is
talking to someone about hedonic services. In affect of “happiness”, participants showed
their positive feelings using words with direct meaning of cheerfulness and affection like
“good”, “liked”, and “happy”. A negative emotion was also expressed in this condition: affect
of “unhappiness”. This negative sentiment appeared in the same way and through the same
explicit word phrase: “didn't like”. The results from this condition imply that a typical person
would often hold a positive feeling expressed as “happiness” while talking about hedonic
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services. Some examples from this condition are selected and presented in the following
table.
Table 5.21: Quotes for “affect” in Hedonic-WOM
Service type, Order and
Medium

Hedonic First WOM

Hedonic Second WOM

Quotes (participant number. clause number)

Attitude
Code

if you like Irish music (1.6)

afha

I didn't like that (6.21)

afun

Um, so I would recommend

afsa

and you might enjoy as well, so, yeah (9.7)

afha

I didn't like the food (6.4)

afun

and yeah, I had a really good time there (1.16)

afsa

Participants in Utilitarian-WOM used affect more than the Hedonic-WOM condition. This
subsystem was mentioned 36 times (positive: 32 times and negative: 4 times). This implies
that a typical person uses emotion often when he/she is talking to others about utilitarian
services. This also infers that the emotion that being used in a person’s language is mainly
positive. The two positive sentiments emerged in this condition were “happiness” and
“satisfaction”. Unlike Hedonic-WOM, affect of “satisfaction” expressed by various
participants .The affect of “happiness” appeared more than doubled the affect of
“satisfaction”. In affect of “happiness”, participants’ language indicated feeling of affection
and joy mainly through explicit words like “preferred” or “liked”. In affect of “satisfaction”,
participants showed their positive feelings of pleasure and interest explicitly (e.g., interest,
engage) and sometimes implicitly (e.g., suggest, recommend).
In comparison to positive affect, negative affect appeared to a lesser extent. Two negative
emotions expressed in this condition: “unhappiness” and “dissatisfaction”. Affect of
“unhappiness” appeared three times via explicit words such as “not enjoy” and “too much
fun”. Affect of “dissatisfaction” emerged only once via an implicit idiomatic expression:
“muck around it”. The analysis of participants’ language shows that a typical person rarely
uses these negative feelings. Therefore, the overall results from this condition infer that a
typical person’s language would involve a positive feeling expressed mainly as “happiness”
and sometimes as “satisfaction” when talking about utilitarian services. Some examples from
this condition are selected and presented in the following table.
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Table 5.22: Quotes for “affect” in Utilitarian-WOM
Service type, Order and
Medium

Quotes (participant number. clause number)

Attitude
Code

everyone likes to go (6.6)

afha

as most people do not enjoy (9.7)

afun

um, you are interested in (1.10)

afsa

because they seemed to muck around it (7.5)

afdi

and, I enjoy writing reports (1.12)

afha

that we had a bit of too much fun (6.12)

afun

Utilitarian First WOM

Utilitarian First WOM

Participants in Hedonic-eWOM used affect more than any other conditions. This implies that
a typical person uses emotion very often when he/she is writing to others about hedonic
services. This subsystem was mentioned 50 times (positive: 47 times and negative: 3 times).
This also means that participants’ language frequently indicates positive emotions than
negative sentiments when writing to others about hedonic services. All positive sentiments of
affect appeared in this condition: “happiness”, “security” and, “satisfaction”. The most
frequently positive sentiment expressed was affect of “happiness”, followed by “satisfaction”
and, “security”. In affect of “happiness”, participants showed their positive feeling using
words with direct meaning of cheerfulness and affection like “enjoyed”, “like”, and “glad”.
However, direct words were not the only way that participants used to express their feelings.
For instance, one of the participants in this condition also showed the affect of “happiness”
by the use of emotional icon (emoji:  ). In affect of “satisfaction”, participants showed their
positive feelings of pleasure and interest directly (e.g., nice, relaxing, satisfied) and
sometimes indirectly (e.g., definitely recommend). In affect of “security”, participants
showed sentiment of confidence about hedonic services using explicit words like “relief” and
“stress”.
Similar to the previous conditions, negative affect appeared to a lesser extent. The negative
sentiments that emerged are: “unhappiness” and “dissatisfaction”. The affect of “unhappiness”
arose once directly (e.g., not enjoy). The affect of “dissatisfaction” appeared twice through
both explicit (e.g., not keen) and implicit words (e.g., wouldn’t recommend). The overall
results from this condition imply that a typical person would hold a positive feeling expressed
mainly as “happiness”, followed by “satisfaction” and, “security”. The overall results from
this condition imply that a typical person’s language would involve positive feelings
expressed mainly as “happiness”, followed by “satisfaction” and, “security” when writing to
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someone about hedonic services. Some examples from this condition are selected and
presented in the following table.
Table 5.23: Quotes for “affect” in Hedonic-eWOM
Service type, Order and
Medium

Hedonic First eWOM

Hedonic Second eWOM

Quotes (participant number. clause number)

Attitude
Code

I’m glad (1.8)

afha

so I could not enjoy the road hike (4.11)

afun

since you don’t have to stress (3.9)

afse

and I recommend going (5.2)

afsa

I loved the food (1.5)

afha

as it was without a doubt my favourite destination on
holiday (5.12)

afse

I would suggest visiting (7.8)

afsa

If you’re not keen on socialisation (10.13)

afdi

Results from Utilitarian-eWOM were quite similar to the previous conditions. This subsystem
was mentioned 39 times (positive: 33 times and negative: 6 times). The results show that
participants’ frequently used positive emotions than negative sentiments when writing to
others about utilitarian services. Similar to Hedonic-eWOM, all positive sentiments of affect
also appeared in Utilitarian-eWOM. In particular, the most frequently positive sentiment
expressed was affect of “happiness”, followed by “satisfaction” and, “security”. Unlike
Hedonic-eWOM, affect of “security” emerged only once. In affect of “happiness”,
participants showed their feeling of affection and joy mainly through explicit words (e.g.,
enjoy, fun) and a few times by the use of emotional icon (emoji:  ). In affect of
“satisfaction”, participants showed their positive feelings of pleasure and interest explicitly
(e.g., interested in) and sometimes implicitly (e.g., recommend, take this tutorial into
consideration). In affect of “security”, our participant used an explicit word (i.e., confidence)
to show his positive sentiment.
Unlike previous conditions, Utilitarian-eWOM had the highest number of negative affect.
This implies that a typical person might use negative emotion in his/her language when
he/she is writing to others about utilitarian services. This is the only condition in which the
negative sentiment of “insecurity” emerged. The negative sentiments emerged in this
condition are “insecurity” and “unhappiness”. The negative sentiment in both resources
appeared explicitly. In “insecurity”, the negative sentiment appeared a few times through
explicit words like “nervous”, “blindsided”, “worried” and once as “unhappiness” (i.e.,
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struggle). The overall results from this condition imply that a typical person’s language
contains positive feeling expressed mainly as “happiness”, followed by “satisfaction” and,
“security” when writing to someone about utilitarian services. Some examples from this
condition are selected and presented in the following table.
Table 5.24: Quotes for “affect” in Utilitarian-eWOM
Service type, Order and
Medium

Utilitarian First eWOM

Utilitarian Second eWOM

Quotes (participant number. clause number)

Code

you would enjoy it as much [[as I did]] (1.2)

afha

so if you are confident with this (7.4)

afse

if you have an interest in the subject (2.9)

afsa

Hi there! So far I have enjoyed the course (5.1)

afha

you will struggle (2.9)

afun

and [[whilst I was nervous about the final exam]] (5.11)

afin

you’re interested in the subject (5.5)

afsa

Research Question 2.1: Affect Overall Results
The overall results from affect show that participants’ language was mainly positive, while
there was too little negatively produced affect to discuss the negative aspect of this subsystem
or draw any firm results. The results from positive affect indicate that participants use this
subsystem differently across various conditions. The most instances of positive affect were
found in Hedonic-eWOM and the least instances were found in Hedonic-WOM. This means
that a typical person mainly (occasionally) uses emotions when writing (talking) to others
about hedonic services. This subsystem appeared almost equally in utilitarian across both
WOM and eWOM. Greater data might allow us to do statistical test to show the interaction.
Table 5.25: Summary of affect Subsystem
Conditions Affect Total Positive Affect Total Negative
H-WOM
18
3
U-WOM
32
4
H-eWOM
47
3
U-eWOM
33
6
Total
130
16

From the mediums perspective, participants’ language indicated more positive affect in
eWOM than in WOM (See Table 5.26). This suggests that a typical person is likely to indulge
in providing more positive (affect) recommendation through eWOM than WOM. The results
also indicated that different services could have impact on the participants’ positive
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recommendation. In eWOM, participants’ language is more positive when writing about
hedonic than utilitarian services. However, in WOM, participants’ language is more positive
when talking about utilitarian than hedonic services.
Table 5.26: Summary of affect Subsystem based on Mediums
WOM (H + U) eWOM (H + U)
Total Positive Affect Based on Mediums
50
80
Total Negative Affect Based on Mediums
7
9

From the services perspective, participants’ language indicated equal positive affect across
both Hedonic and Utilitarian. However, the type of medium has impact on participants’
positive recommendation. In hedonic services, participants’ language is more positive when
writing than talking to others. No difference was found in utilitarian services between WOM
and eWOM.
Table 5.27: Summary of affect Subsystem based on Services
Hedonic (WOM + eWOM) Utilitarian (WOM + eWOM)
Total Positive Affect Based on Services
65
65
Total Negative Affect Based on Services
6
10

2. Research Question 2.2 and the Linguistic Results
The second additional research question (RQ 2.2) posed is:
“How, and to what extent, does judgement vary across different communication mediums and
different services”
This research question is formed based on “judgement” subsystem. Judgement is concerned
with our positive or negative attitudes towards people, their behaviour, which we admire or
criticise and praise or condemn. Judgement can be divided into subsystems of: Social esteem
(i.e., i) normality, ii) capacity and, iii) tenacity) and Social sanction (i.e., i) veracity and, ii)
propriety). Our analysis of the language that participants used revealed that some of these
judgement’s resources were present in the corpora. However, they were not distributed
consistently across the different communication contexts. Interestingly, our results also
showed participants used more negative sentiments than positive sentiments toward hedonic
services in WOM medium. However, the negative judgement was mainly used while
participants were describing their own capability as the communicator for describing the
hedonic services, not their experience of using these services. The analysis of the language
that participants used also indicated that this subsystem, across both WOM and eWOM, was
predominantly used for evaluation of utilitarian services than hedonic services. This suggests
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the substantial impact humans have in the formation of consumer’s attitude toward utilitarian
services. The following table shows the frequency of the times that participants expressed
their positive or negative attitudes through the subsystem of “judgement”.

Table 5.28: Summary of “judgement” across different communication mediums and
different services
Attitude Frequency Summary - judgment
Attitude Subsystem

Code

H-WOM
(number of
participants)

U-WOM
(number of
participants)

H-eWOM
(number of
participants)

U-eWOM
(number of
participants)

judgementsocial
esteemnormalitypositive

jusenopo

2 (2)

7 (5)

2 (1)

12 (8)

judgementsocial
esteemnormalitynegative

jusenone

0 (-)

0 (-)

0 (-)

0 (-)

judgementsocial
esteemcapacitypositive

jusecapo

2 (2)

32 (16)

2 (2)

18 (12)

judgement social
esteemcapacitynegative

jusecane

14 (9)

9 (5)

2 (2)

2 (2)

judgementsocial
esteemtenacitypositive

jusetepo

2 (1)

8 (7)

0 (-)

4 (4)

judgementsocial
esteemtenacitynegative

jusetene

0 (-)

1(1)

0 (-)

3 (3)

judgementsocial
sanctionveracitypositive

jussvepo

0 (-)

0 (-)

0 (-)

0 (-)

judgementsocial
sanctionveracitynegative

jussvene

0 (-)

0 (-)

0 (-)

0 (-)

judgementsocial
sanctionproprietypositive

jussprpo

3 (2)

12 (6)

1 (1)

7 (5)

judgementsocial
sanctionproprietynegative

jussprne

0 (-)

1 (1)

0 (-)

0 (-)

Total Positive Judgment

9

59

5

41

Total Negative Judgment

14

11

2

5

Participants in Hedonic-WOM used negative judgement in their language more than positive
judgement. This subsystem was mentioned 23 times (positive: 9 times and negative: 14
times). This shows that participants use positive attitude less than negative attitude in their
language when speaking to others about hedonic services. The only resource participants
used to express negative judgement was “capacity” of social esteem. In particular,
participants mainly used negative “capacity” to show their own incapability for describing the
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hedonic services. They expressed negative capacity using explicit words like “don't
remember”, “wrong”, “not really sure”, etc. In comparison to negative judgment, positive
judgment appeared to a lesser extent. However, positive judgment appeared across both
social esteem and social sanction. In positive social esteem, participants used “normality”,
“capacity” and “tenacity” while they used “propriety” from social sanction. Participants used
explicit sentiments in their language for “normality” while describing other people using
words like “amazing” or “friendly”. For “capacity”, on the contrary, they used implicit words
(e.g., made some) to admire their own capability. “Tenacity” has also appeared in this
condition. However, it was mentioned twice and by the same participant. “Propriety” from
social sanction was expressed a few times for describing other people through some explicit
words like “good” or “nice”. The results from this condition imply that a person’s language
includes the negative judgement mainly expressed as “capacity” when speaking to someone
about hedonic services. However, the communicator uses this negative attitude about his/her
own capability to describing the hedonic service and not the actual service itself. Some
examples from this condition are selected and presented in the following table.
Table 5.29: Quotes for “judgment” in Hedonic-WOM
Service type, Order and
Medium

Hedonic First WOM

Hedonic Second WOM

Quotes (participant number. clause number)

Attitude
Code

And it was nice atmosphere, and good friendly wait staff
(6.17)

jusenopo

because I have made some amazing friends there (4.12)

jusecapo

or I might be wrong about that, and a plasma TV, and, yes,
(1.12)

jusecane

anything, that you wanted at any time of the night (8.6)

jusetepo

and I met a lot of nice people there (6.23)

jussprpo

but I made some new friends (6.5)

jusecapo

Don't have that great memory of it (9.8)

jusecane

there are some good dancing there, and some good people
(3.7)

jussprpo

Participants in Utilitarian-WOM used judgement in their language more than any other
conditions. This implies that a typical person uses judgement very often when he/she is
speaking to others about utilitarian services. Participants in Utilitarian-WOM, unlike
Hedonic-WOM, used positive judgement in their language a lot more than negative
judgement. This subsystem was mentioned 70 times (positive: 59 times and negative: 11
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times). The positive sentiments in this condition were derived from both social esteem (i.e.,
normality, capacity, tenacity) and social sanction (i.e., propriety). However, the leading
positive judgment in this condition was “capacity”. Participants used positive “capacity” in
their language to show how capable other people were (e.g., tutor) in providing the services;
or how different aspects of utilitarian services (e.g., assignment) improved their capabilities.
Participants expressed “capacity” mainly using explicit words like “funny”, “skills”,
“practice”, etc. The other positive resources that were used from social esteem were
“normality” and “tenacity”. Participants used sentiments of “normality” a few times while
“tenacity” occurred only once through an implicit phrase (i.e., try really hard). For
“normality”, participants used explicit sentiments to admire people (e.g., tutor, lecturer)
through words like “friendly, “approachable”, and “nice”. Social sanction of “propriety”
occurred more than “normality” and “tenacity”. “Propriety” was expressed to describe other
people using words like “good” or phrases like “willing to answer”. “Propriety” was also
used to show how serious their friends as the receiver of the message should be about the
utilitarian services (e.g., take them seriously).
Negative judgment appeared to a lesser extent compared to positive judgement. In particular,
some of the resources from both social esteem (i.e., normality) and social sanction (i.e.,
veracity) did not appear at all. The main negative judgement that appeared in this condition
was social esteem of “capacity”. Participants used negative words or phrases (e.g., fail,
slacked off, didn't put as much effort) to show how their incapability almost led to some
negative outcome. Other negative judgments like “tenacity” or “propriety” appeared only
once. The overall results from this condition imply that a person’s speech about utilitarian
services includes positive judgment expressed mainly as “capacity”. That is, to show how
capable other people were or how different facets of utilitarian services helped them to
improve their capabilities. Some examples from this condition are selected and presented in
the following table.
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Table 5.30: Quotes for “judgment” in Utilitarian-WOM
Service type, Order and
Medium

Utilitarian First WOM

Utilitarian Second WOM

Quotes (participant number. clause number)

Attitude
Code

the students like him a lot (5.3)

jusenopo

The lecturer is really funny, um (10.2)

jusecapo

because we slacked off (4.8)

jusecane

and the teachers, um, are available (3.4)

jusetepo

and you have to try really hard (2.2)

jusetene

but you should take them seriously (6.9)

jussprpo

because we didn't take it very seriously (6.11)

jussprne

Um, the tutor is also very friendly, approachable (9.5)

jusenopo

improve my writing skills (1.10)

jusecapo

and, what we didn't do well (8.7)

jusecane

you would have to be disciplined (7.14)

jusetepo

who was willing to answer our questions (4.10)

jussprpo

The number of sentiments expressed in Hedonic-eWOM condition was very small. This
shows that a typical person does not use the subsystem of “judgement” in his/her language
when writing to others about hedonic services. This subsystem was mentioned 7 times
(positive: 5 times and negative: 2 times). The positive judgement was slightly more than
negative judgement in this condition. An overview of judgement resources in this condition
revealed that participants’ language mainly indicated a neutral attitude toward hedonic
services. This suggests the minor role humans play in forming consumer’s attitude regarding
hedonic services given that this resource is about people and their behaviour.
The identified positive sentiments in this condition were derived from both social esteem (i.e.,
capacity and normality) and social sanction (i.e., propriety). Positive “capacity” emerged in
participants’ language twice: once explicitly to admire other people (e.g., great fun) and once
implicitly to describe his own ability (e.g., able to meet so many new people). Positive
“normality” also emerged twice, but by the same participant. The participant used “normality”
to describe herself (e.g., in style) and others (e.g., interesting). The last positive judgement
that appeared once was “propriety”. This sentiment emerged explicitly to describe how “good”
other people were.
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The only negative judgement that appeared in this condition was “capacity”. This sentiment
appeared twice in the participants’ language to describe their lack of personal (e.g., didn’t get
to) and financial (e.g., afford) capabilities. The overall results from this condition imply that a
person’s eWOM about hedonic services is predominantly neutral with a slight positive
judgment. Some examples from this condition are selected and presented in the following
table.
Table 5.31: Quotes for “judgment” in Hedonic-eWOM
Service type, Order and
Medium

Hedonic First eWOM

Quotes (participant number. clause number)

Attitude
Code

I love staying in style  (9.5)

jusenopo

I was able to meet so many new people at the local pub
(6.3)

jusecapo

although I didn’t get to do all the activities (10.6)

jusecane

if you can afford it (10.7)

jusecane

but I met some good people there (10.12)

jussprpo

Hedonic Second eWOM

Participants in Utilitarian-eWOM used the subsystem of “judgement” in their language a lot
more than the previous condition (i.e., Hedonic-eWOM). This shows that a typical person
frequently uses the subsystem of “judgement” in his/her speech about hedonic services. This
subsystem was mentioned 46 times (positive: 41 times and negative: 5 times). Participants in
this condition used positive judgement in their language a lot more than negative judgement.
The positive sentiments in this condition were derived from both social esteem (i.e.,
normality, capacity, tenacity) and social sanction (i.e., propriety). The most frequently
positive sentiment expressed was “capacity”, followed by “normality”, “propriety” and,
“tenacity”. In “capacity”, participants mainly showed their positive judgement in their
language about others by describing their capabilities in different ways. For example,
participants used explicit words to describe service providers’ characteristics such as
humorous (e.g., funny) or via an implicit phrase to describe their entertaining characteristic
(e.g., has a way of making the lectures entertaining). Participants in some instances used
“capacity” in their language to express how different aspects of utilitarian services (e.g.,
assignment) improved their capabilities (e.g., writing skill). The next dominant positive
sentiment was “normality”. For “normality”, participants used mainly explicit sentiments to
admire people (e.g., tutor, lecturer) through words like “friendly”, “approachable” and, “cool”.
For “propriety”, participants used this sentiment to describe how “good” or “caring” the
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service providers (e.g., lecturer) were. For example, participants used implicit phrases (e.g.,
great with corresponding) or explicit words (e.g., good) to admire these characteristics of the
service providers. The last positive judgement that appeared less than the others was
“tenacity”. A few of the participants used “tenacity” using words like “responsibility” or
“motivated” to show how careful and resolute their fiends should be during the consumption
of services (e.g., course).
Negative judgment appeared to a lesser extent compared to positive judgement. The negative
judgements that appeared in this condition were from social esteem: “capacity” and
“tenacity”. In “capacity”, participants’ language involved using negative words (e.g., slack)
and a phrase (e.g., managed a pass) that showed how their incapability almost led to a
negative result. In “tenacity”, participants used both negative words (e.g., distracted) and
phrases (e.g., have not taken the report seriously) to described their lack of dependability. The
overall results from this condition imply that a typical person’s written language involves
positive judgment expressed mainly as “capacity” and “normality”. Some examples from this
condition are selected and presented in the following table.
Table 5.32: Quotes for “judgment” in Utilitarian-eWOM
Service type, Order and
Medium

Hedonic First WOM

Quotes (participant number. clause number)

Attitude
Code

and the staff [[who run the elective]] are friendly and
approachable (2.7)

jusenopo

the lecturer has a way of making the lectures
entertaining (5.8)

jusecapo

you practice (1.6)

jusecane

there is a lot of responsibility on the part of the student
(5.3)

jusetepo

but probably should have tried harder in it (8.5)

jusetene

the tutor is great with corresponding

jussprpo

(4.7)

I like [[how the tutor is friendly about the course]]. (1.3)

jusenopo

but the lecturer is funny (4.4)

jusecapo

My friends and I were pretty slack with it (9.8)

jusecane

you get a motivated group (5.10)

jusetepo

We got very distracted (7.8)

jusetene

The tutors are really good though (2.5)

jussprpo

Hedonic Second WOM
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Research Question 2.2: Judgement Overall Results
The overall results from judgement show that participants’ language was mainly positive than
negative (See Table 5.33). The positive results indicate that participants use this subsystem
differently across various conditions. The most instances of positive judgment were found in
Utilitarian-WOM and the least instances were found in Hedonic-eWOM. This means that a
typical person largely (rarely) uses positive judgment when talking (writing) to others about
utilitarian (hedonic) services. Similar pattern was identified across the other two conditions.
That is, instances of positive judgment were found a lot more in Utilitarian-eWOM than in
Hedonic-WOM. The negative results indicate that participants use this subsystem mainly
when they are talking about utilitarian or hedonic services. Greater data might allow this
researcher to do statistical test to show the interaction.
Table 5.33: Summary of Judgment Subsystem
Conditions Judgment Total Positive Judgment Total Negative
H-WOM
9
14
U-WOM
59
11
H-eWOM
5
2
U-eWOM
41
5
Total
114
32

From the mediums perspective, participants’ language indicated more positive judgement in
WOM than in eWOM (See Table 5.34). This suggests that a typical person is likely to indulge
in providing more positive (judgement) recommendation through WOM than eWOM. The
results also indicated that different services could have impact on the participants’ positive
recommendation. In both WOM and eWOM, participants’ language is more positive when
talking or writing about utilitarian than hedonic services (See Table 5.34). While there are
not too many negatively produced judgments to draw firm results, some negative instances
were found across different mediums. Participants’ language indicated more negative
judgement in WOM than in eWOM. Unlike positive judgement, however, participants’
language is more negative when talking about utilitarian or hedonic services than writing
about them (See Table 5.34).
Table 5.34: Summary of Judgment Subsystem based on Mediums
Total Positive Judgment Based on Mediums
Total Negative Judgment Based on Mediums

WOM (H + U) eWOM (H + U)
68
46
25
7
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From the services perspective, participants’ language indicated more positive judgement in
utilitarian than in hedonic services (See Table 5.35). This suggests that a typical person is
likely to indulge in providing more positive (judgement) recommendation about utilitarian
services than hedonic services. In both hedonic and utilitarian services, participants’
language is more positive when talking (WOM) than writing (eWOM) to others. No
difference was found in negative judgement across utilitarian or hedonic services.
Table 5.35: Summary of Judgement Subsystem based on Services
Hedonic (WOM + eWOM)
Total Positive Judgement Based on
Services
Total Negative Judgement Based on
Services

Utilitarian (WOM + eWOM)

14

100

16

16

3. Research Question 2.3 and the Linguistic Results
The third additional research question (RQ 2.3) posed is:
“How, and to what extent, does appreciation vary across different communication mediums
and different services”
This research question is formed based on “appreciation” subsystem. Appreciation is
concerned with our positive or negative feeling about things. Appreciation can be divided into
three major groups of: 1) Reaction, 2) Composition and, 3) Valuation. Our analysis of the
language that participants’ used revealed that most of these appreciation’s resources were
present in the corpora. However, they were not distributed consistently across the different
communication contexts. Furthermore, the analysis of the language that participants used also
indicated that this subsystem was used relatively more for evaluation of hedonic services than
utilitarian services. This suggests a typical consumer more often refers to “things” and their
“value” when evaluating hedonic serves than utilitarian services. Participants also used
positive appreciation more than negative appreciation. The dominant appreciation expressed
across all conditions was positive “reaction”. The following table shows the frequency of the
times that participants expressed their positive or negative attitudes through the subsystem of
“appreciation”.
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Table 5.36: Summary of “appreciation” across different communication mediums and
different services
Attitude Frequency Summary - appreciation
Attitude Subsystem

Code

H-WOM
(number of
participants)

U-WOM
(number of
participants)

H-eWOM
(number of
participants)

U-eWOM
(number of
participants)

appreciationreactionpositive

aprepo

88 (19)

60 (17)

91 (20)

46 (19)

appreciationreactionnegative

aprene

19 (13)

12 (9)

19 (12)

14 (8)

appreciationcompositionpositive

apcopo

14 (10)

28 (14)

13 (10)

24 (15)

appreciationcompositionnegative

apcone

2 (2)

18 (10)

1 (1)

17 (13)

appreciationvaluationpositive

apvapo

21 (11)

15 (8)

26 (16)

18 (13)

appreciationvaluationnegative

apvane

15 (13)

1 (1)

23 (16)

0 (-)

Total Positive Appreciation

123

103

130

88

Total Negative Appreciation

36

31

43

31

Participants in Hedonic-WOM used positive appreciation in their language more than
negative appreciation. This subsystem was mentioned 159 times (positive: 123 times and
negative: 36 times). This shows that participants use positive attitude a lot more than negative
attitude in their language when speaking to others about hedonic services. All positive
sentiments of appreciation appeared in this condition: “reaction”, “composition” and,
“valuation”. However, the most dominant positive appreciation resource identified was
“reaction”. “Composition” and “valuation” appeared almost equally but far less than
“reaction”. Participants used “reaction” to show how different things such as places (e.g., pub,
hotel), food (e.g., pasta) or, the overall holiday experience caught their attentions or pleased
them. Participants mainly used explicit words in their language like “good”, “positive”,
“amazing”, “cool”, and other similar words to express their positive “reaction”. In
“composition”, participants showed their positive perceptions and feelings about details of
different things like places’ atmosphere (e.g., pub, hotel). Participants expressed this
sentiment in their language mainly explicitly (e.g., nice, fun, five star) and a few times
implicitly (e.g., all the various inclusion). In “valuation”, participants showed their positive
appreciation of things (e.g., hotel, resort) mainly based on their financial value. Participants
mainly used explicit words such as “worth”, “free”, “value” to express their positive
“valuation”.
Negative appreciation appeared far less than positive appreciation in participants’ language.
All negative sentiments of appreciation appeared in this condition: “reaction”, “composition”
and, “valuation”. Similar to positive “reaction”, negative “reaction” found to be dominant in
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the realm of negative appreciation resources. Participants used negative “reaction” in their
language to show how quality of different things especially “food” had a negative impact on
them. Participants mainly express their feelings explicitly (e.g., greasy, awful) and a few
times implicitly (e.g., off the beaten track and far). The next negative appreciation found in
this condition was “valuation”. Similar to positive “valuation”, participants showed their
negative “valuation” of things (e.g., hotel) mainly based on their financial value. Participants
mainly used explicit words such as “expensive” to express this feeling. The last negative
appreciation that occurred only twice was “composition”. This was expressed to describe
how unbalanced (e.g., limited) and complex (e.g., hard) things were. The overall results from
this condition imply that a person’s speech about hedonic services mainly indicates positive
appreciation (i.e., reaction). Some examples from this condition are selected and presented in
the following table.
Table 5.37: Quotes for “appreciation” in Hedonic-WOM
Service type, Order and
Medium

Hedonic First WOM

Quotes (participant number. clause number)

Attitude
Code

It was good pub (1.2)

aprepo

it was really greasy and bad (4.9)

aprene

And it was nice atmosphere, and good friendly wait staff
(6.15)

apcopo

and there was like limited sitting (7.2)

apcone

We had free spa, the utilities (3.3)

apvapo

It was more expensive (5.3)

apvane

The, there was a great little restaurant (1.5)

aprepo

but the food is really greasy (2.5)

aprene

but it was a good atmosphere nonetheless (5.6)

apcopo

Um, it was a bit hard (7.12)

apcone

it was worth the money (8. 3)

apvapo

Overall, foods are expensive (9.2)

apvane

Hedonic Second WOM

The subsystem of appreciation in Utilitarian-WOM condition appeared less in participants’
language compared to Hedonic-WOM. This suggests that a typical person mostly refers to
“appreciation” subsystem when evaluating hedonic services than utilitarian services. This
subsystem was mentioned 134 times (positive: 103 times and negative: 31 times). This shows
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that participants use positive attitude a lot more than negative attitude in their language when
speaking to others about utilitarian services. All positive sentiments of appreciation appeared
in this condition: “reaction”, “composition” and, “valuation”. The most dominant positive
appreciation resource identified in the participants’ language was “reaction”. However,
positive “reaction” in this condition appeared less than positive “reaction” in Hedonic-WOM.
Participants used “reaction” to show how different aspects of the course such as the subject,
lectures, assignment, and exam had a positive impact on them. Participants mainly used
explicit words like “fun”, “interesting”, “exciting”, “good”, and the like. Positive
“composition” found to be the next dominant appreciation resource used in this condition.
Positive “composition” in this condition appeared more than doubled the positive
“composition” in Hedonic-WOM. Participants showed their positive perceptions and feelings
about complexity of different aspect of elective subject like “”tutorial”, “assignment” and,
“exam”. Participants showed this positive perception mainly explicitly using words like
“easy”, “optional”, “not compulsory” and, a few times implicitly (e.g., doesn’t sound very
challenging). In “valuation”, participants showed their positive appreciation of things (e.g.,
lectures) mainly based on the values it has added to their knowledge and understanding.
Participants mainly used explicit words such as “useful” and “helpful” to describe these
values.
Negative appreciation appeared less than positive appreciation in the participants’ language.
All negative sentiments of appreciation appeared in this condition: “reaction”, “composition”
and, “valuation”. Unlike positive appreciation that had “reaction” as the major evaluation
source, negative “composition” found to be dominant in the realm of negative appreciation
resources. Furthermore, negative “composition” appeared a lot more in this condition than in
Hedonic-WOM. Participants used negative “composition” to describe how complex and
difficult different aspects of the subject were (e.g., exam, assignment). Participants used
almost equally explicit (e.g., hard, compulsory) and implicit (e.g., just barely scrape through,
prepare everything before) words and phrases to express their feelings. The next negative
appreciation found in this condition was “reaction”. Participants expressed their negative
“reaction” based on the poor impact it had on them. They mainly referred to “lectures” and
the “content” of subject by the use of explicit words like “boring” and “dull” to describe them.
The last negative appreciation that occurred only once was “valuation”. Negative “valuation”
appeared a lot more in the previous condition (i.e., Hedonic-WOM) than this one. The
participant expressed negative “valuation” to say how something was not worthwhile. The
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overall results from this condition imply that a person’s speech about utilitarian services
mainly shows positive appreciation (i.e., reaction). Some examples from this condition are
selected and presented in the following table.
Table 5.38: Quotes for “appreciation” in Utilitarian-WOM
Service type, Order and
Medium

Quotes (participant number. clause number)

Attitude
Code

it definitely seeming interesting (1.3)

aprepo

Um, but the content was pretty boring
Utilitarian First WOM

(2.7)

aprene

the tutes aren't compulsory (6.13)

apcopo

but we just barley scrape through with that one (5.8)

apcone

The lectures are helpful (3.2)

apvapo

so that's a good bonus (3.5)

aprepo

So, the lectures, um, are really darn boring (1.1)

aprene

The tutorials are optional (9.1)

apcopo

It's hard or challenging (2.2)

apcone

Um, the tutorial was heaps informative, um (8.2)

apvapo

you wouldn't get much out of it (7.15)

apvane

Utilitarian Second WOM

Participants in Hedonic-eWOM used the subsystem of “appreciation” in their language more
than any other conditions. This suggests that a typical person mostly refers to “appreciation”
subsystem when evaluating hedonic services than utilitarian services. This subsystem was
mentioned 173 times (positive: 130 times and negative: 43 times). This shows that
participants use positive attitude a lot more than negative attitude in their language when
writing to others about hedonic services. All positive sentiments of appreciation appeared in
this condition: “reaction”, “composition” and, “valuation”. The most dominant positive
appreciation resource identified in the participants’ language was “reaction”. “Reaction” in
this condition also found to be repeated more than any other conditions. Participants used
“reaction” to show how different things such as places (e.g., pub, hotel), food, activities (e.g.,
surfing) or the whole holiday experience had a positive impact on them or pleased them.
Participants mainly used explicit words like “good”, “awesome”, “fantastic”, “favourite”, and
a few times implicit words or phrases (e.g., yummy, up your alley) to express their positive
“reaction”. Positive “valuation” found to be the next dominant appreciation resource used in
this condition. In “valuation”, participants showed their positive appreciation of things (e.g.,
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hotel, food) mainly based on their financial value. Participants expressed this sentiment
mainly explicitly (e.g., worth, free, value for money) and a few times implicitly (e.g., offer a
lot of things). In “composition”, participants showed their positive perceptions and feelings
about details of different things like places’ atmosphere, how elegant they were and, their
structure. Participants expressed this sentiment mainly explicitly (e.g., great, good, five star)
and a few times implicitly (e.g., lots of facilities).
Negative appreciation appeared far less than positive appreciation. All negative sentiments of
appreciation appeared in this condition: “reaction”, “composition” and, “valuation”. Unlike
positive approbation that had “reaction” as the most dominant resource, negative “valuation”
found to be dominant in the realm of negative appreciation resources. Similar to positive
“valuation”, participants showed their negative “valuation” of things (e.g., overall holiday
experience, hotel) mainly based on their financial value. Participants used explicit words such
as “expensive”, “cost”, and “pricy” to express this feeling. The next negative appreciation
that expressed sometimes by our participants was “reaction”. Participants used negative
“reaction” to show how quality of different things like “food” or other activities (e.g., zip
lining) had a negative impact on them. Participants mainly express their feelings explicitly
using words and phrases like “greasy”, “not that appetising”, “scary”, etc. The last negative
appreciation found in this condition was “composition” that appeared only once. This was
expressed implicitly to describe a “long night”. The overall results from this condition imply
that a person’s written language about utilitarian services mainly shows positive appreciation
(i.e., reaction). Some examples from this condition are selected and presented in the
following table.
Table 5.39: Quotes for “appreciation” in Hedonic-eWOM
Service type, Order and
Medium

Hedonic First eWOM

Hedonic Second eWOM

Quotes (participant number. clause number)

Attitude
Code

The “Marriot Hotel” sounds amazing (1.1)

aprepo

but the food was greasy and expensive (4.8)

aprene

The Marriott hotel was very luxurious (5.3)

apcopo

especially after a long night at the pub considering their
food was overly greasy and expensive (6.9)

apcone

but the luxury was worth it (9.3)

apvapo

The place [[that I stayed at, for the week]], originally
seemed pricy (8.2)

apvane

The hotel was great (1.3)

aprepo
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Service type, Order and
Medium

Quotes (participant number. clause number)

Attitude
Code

zip lining was a bit scary (2.9)

aprene

it was a 5 star resort (9.2)

apcopo

and they offered cheap drinks (6.5)

apvapo

it was a little expensive (7.3)

apvane

The subsystem of “appreciation” in Utilitarian-eWOM condition appeared less than any other
conditions in participants’ language. This means that a typical person less often refers to
“appreciation” subsystem when evaluating utilitarian services than hedonic services. This
subsystem was mentioned 119 times (positive: 88 times and negative: 31 times). This shows
that participants use positive attitude a lot more than negative attitude in their language when
writing to others about utilitarian services. Similar to all the previous conditions, every
positive sentiment of appreciation appeared in this condition: “reaction”, “composition” and,
“valuation”. The most dominant positive appreciation resource identified in the participants’’
language was “reaction”. However, positive “reaction” in this condition appeared less than
“reaction” in Hedonic-eWOM. Participants used “reaction” to show how different aspects of
the course such as the group work, assignment and, the subject itself had a positive impact on
them. Participants mainly used explicit words like “entertaining”, “great”, “interesting” and,
“good” to express this feeling. Positive “composition” found to be the next dominant
appreciation resource used in this condition. Positive “composition” in this condition
appeared more than doubled the positive “composition” in Hedonic-eWOM. Participants
used positive “composition” to show their evaluation and perceptions for subject’s lack of
complexity. This included different aspects of subject like “tutorial”, “attendance”, “essay”,
and the whole “subject” itself. Participants showed this positive perception mainly explicitly
using words like “easy”, “optional”, and “not compulsory”. In “valuation”, participants
showed their positive appreciation of things (e.g., lectures, assignments and, tutorials) mainly
based on the values the subject added to them, their knowledge and, their understanding.
Participants mainly used explicit words such as “useful”, “helpful”, “informative” and,
“worthwhile” to describe these values.
Negative appreciation appeared less than positive appreciation. Two negative sentiments of
appreciation appeared in this condition: “reaction” and “composition”. This is the only
condition that negative appreciation of “valuation” did not occur at all. Unlike positive
appreciation that had “reaction” as the major evaluation source, negative “composition”
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found to be dominant in this condition. Furthermore, negative “composition” appeared a lot
more in this condition than in Hedonic-eWOM. Participants used negative “composition” to
describe how complex and difficult the subject itself or different aspects of it was (e.g., exam,
report). Participants used explicit (e.g., challenge, not as easy, don’t understand much) and
sometimes implicit (e.g., barrier, scraped a pass) words and phrases to express their feelings
about the complexity of the subject. The next negative appreciation found in this condition
was “reaction”. Participants expressed negative “reaction” due to the poor impact the subject
had on them. They mainly referred to “lectures” and “subject’s material” or its “content”
using explicit words like “boring”, “dull”, “dry”, “unappealing”, etc. The overall results from
this condition imply that a person’s written language about utilitarian services mainly shows
positive appreciation (i.e., reaction). The pattern emerged in this condition was quite similar
to the pattern that emerged in Utilitarian-WOM. Some examples from this condition are
selected and presented in the following table.
Table 5.40: Quotes for “appreciation” in Utilitarian-eWOM
Service type, Order and
Medium

Utilitarian First eWOM

Utilitarian Second eWOM

Quotes (participant number. clause number)

Attitude
Code

Other than that, it was a great elective (1.12)

aprepo

In my experience we spoke about boring and dull topics
(6.7)

aprene

and there were no pre readings involved (7.3)

apcopo

It’s a pretty decent class, enjoyable with only a little bit of
work (10.10)

apcone

In saying that the lectures and tutorials are really
informative and interesting (2.4)

apvapo

It was enjoyable (3.2)

aprepo

even though the lectures are a bit boring (2.3)

aprene

The one hour tutorials are optional (7.16)

apcopo

and we only just scraped a pass (9.9)

apcone

The tutorial class is the really helpful (10.6)

apvapo
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Research Question 3.1: Appreciation Overall Results
The overall results from appreciation show that participants’ language was mainly positive
than negative (See Table 5.41). Furthermore, the results indicate that participants use this
subsystem differently across various conditions. The most instances of positive appreciation
were found in Hedonic-eWOM followed closely by Hedonic-WOM. This means that a
typical person predominantly uses appreciation when writing or talking to others about
hedonic services. The least instances of positive appreciation were found in
Utilitarian-eWOM. The negative results also indicate that participants use this subsystem in
all conditions. The most instances of negative appreciation were found in Hedonic-eWOM.
This means a typical person sometime uses negative appreciation when writing to others
about hedonic services. The least instances of negative appreciation were found equally in
both Utilitarian-WOM and Utilitarian-eWOM. This infers a typical person rarely uses
negative appreciation when writing or talking to others about utilitarian services. Greater
data might allow us to do statistical test to show the interaction.
Table 5.41: Summary of appreciation Subsystem
Conditions Appreciation Total Positive Appreciation Total Negative
H-WOM
123
36
U-WOM
103
31
H-eWOM
130
43
U-eWOM
88
31
Total
444
141

From the mediums perspective, participants’ language indicated slightly more positive
appreciation in WOM than in eWOM (See Table 5.42). This suggests that a typical person is
likely to indulge in providing slightly more positive (appreciation) recommendation through
WOM than eWOM. In both WOM and eWOM, participants’ are more positive when talking
or writing about hedonic than utilitarian services. Participants’ language also indicated
slightly more negative appreciation in WOM than in eWOM. Similar to positive appreciation,
participants use more negative language when talking or writing about hedonic than
utilitarian services across both WOM and eWOM.
Table 5.42: Summary of appreciation Subsystem based on Mediums
Total Positive Appreciation Based on Mediums
Total Negative Appreciation Based on Mediums

WOM (H + U) eWOM (H + U)
226
218
67
74
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From the services perspective, participants’ language indicated more positive appreciation in
hedonic than utilitarian services (See Table 5.43). In hedonic services, participants’ language
is slightly more positive when writing than talking to others. However, in utilitarian services,
participants’ language is more positive when talking than writing to others. Participants’
language also indicated more negative appreciation in hedonic than utilitarian services. The
results also indicated that different mediums could have impact on the participants’ negative
recommendation. In hedonic services, participants’ language is more negative when writing
than talking to others. However, no difference was found in utilitarian services between
WOM and eWOM.
Table 5.43: Summary of appreciation Subsystem based on Services
Hedonic (WOM + eWOM)
Total Positive Appreciation Based on
Services
Total Negative Appreciation Based on
Services

Utilitarian (WOM + eWOM)

253

191

79

62

5.4.4. Research Questions 2: Overall Linguistic Results
1. Positive Attitude
Three subsystems of affect, judgement, and appreciation were used to answer RQ2. The
overall results show that positive attitude appeared equally across both WOM and eWOM
(See Table 5.44). That is, WOM and eWOM found to be similarly valenced.
Table 5.44: Total Positive Attitude Based on Mediums
WOM (H + U) eWOM (H + U)
Total Positive Attitude: Mediums
344

344

The overall results also indicated that positive attitude appeared more in utilitarian than
hedonic services (See Table 5.45). In other words, utilitarian found be to more positively
valenced than hedonic services.
Table 5.45: Total Positive Attitude Based on Services
Total Positive Attitude Based on Services

Hedonic (WOM + eWOM) Utilitarian (WOM + eWOM)
332
356
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The results also indicated that different services could have impact on participants’
evaluations (See Table 5.46). In WOM, participants used more positive language when
evaluating utilitarian services than hedonic services. This infers that a typical person is more
positive when talking to others about utilitarian services than hedonic services. However, in
eWOM, participants used more positive language when evaluating hedonic services than
utilitarian services. This suggests that a typical person is more positive when writing to
others about utilitarian services than hedonic services.
Table 5.46: Positive Attitude Based on Each Medium and Each Service
Total Positive Attitude
WOM
eWOM

Hedonic
150
182

Utilitarian
194
162

The results revealed that different mediums could have impact on participants’ evaluations
(See Table 5.47). In hedonic, participants used more positive language when writing than
talking to others. This infers that for a positive hedonic service, a typical person is likely to
indulge in providing more positive recommendation through eWOM than WOM. However,
in utilitarian services, participants used more positive language when talking than writing to
others. This implies that for a positive utilitarian service, a typical person is likely to indulge
in providing more positive recommendation through WOM than eWOM.
The results also show that the frequency of subsystems (i.e., affect, judgement, and
appreciation) which constitute the positive WOM differ from those of positive eWOM across
various services (See Table 5.47). In Hedonic-WOM, the subsystem of appreciation found to
be the dominant linguistic resource that participants used. Opposite to the subsystem of
appreciation, the subsystem of judgement was indicated not often by the participants. This
infers that a typical person mainly refers to “things” and their “value” when talking to others
about hedonic services. Similar to Hedonic-WOM, subsystem of appreciation was the main
linguistic resource in Utilitarian-WOM. Unlike Hedonic-WOM, however, the results in
Utilitarian-WOM show that “people” (judgment), after “things” (appreciation), is the next
key characteristic that participants referred to in their evaluations. This suggests a typical
consumer often refers to “people” when talking to others about utilitarian services.
Furthermore, “emotions” (affect) found to be another characteristic that participants
sometimes referred to in their speech when evaluating utilitarian than hedonic services. This
means that a typical person sometimes uses “emotions” when talking to others about
utilitarian services.
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Table 5.47: Summary of Positive Attitude Subsystems
Positive Attitude
Affect
WOM
Judgement
Appreciation
Affect
eWOM
Judgement
Appreciation

Hedonic
18
9
123
47
5
130

Utilitarian
32
59
103
33
41
88

In Hedonic-eWOM, similar to the previous two conditions (Hedonic-WOM and
Utilitarian-WOM), the subsystem of appreciation found to be the dominant linguistic
resource that participants used. This infers that a typical person refers to “things” and their
“value” when writing to others about hedonic services. Unlike Hedonic-WOM condition,
however, in Hedonic-eWOM participants used affect more in their language when writing to
others about hedonic services. This also suggests that a typical person regularly uses
“emotion” in his/her language when writing to others about hedonic services. Consistent with
all the previous conditions, the subsystem of appreciation also found to be the dominant
linguistic resource in Utilitarian-eWOM. However, this subsystem appeared less than any
other conditions. Similar to Utilitarian-WOM, but different from Hedonic-WOM and
Hedonic-eWOM, “people” (judgment), after “things” (appreciation), found to be the next key
subsystem that participants referred to in their evaluations. This suggests a typical consumer
often refers to “people” when writing to others about utilitarian services. Almost equal to
Utilitarian-WOM but less than Hedonic-eWOM, participants occasionally used affect in their
language when writing to others about utilitarian services. This implies that a typical person
sometimes uses “emotion” in his/her language when writing to others about utilitarian
services.
The results indicated that the frequency of subsystems (i.e., affect, judgement, and
appreciation) which constitute the positive hedonic differ from those of positive utilitarian
across various mediums (See Table 5.48). In hedonic services and across both mediums, the
subsystem of appreciation found to be the dominant evaluation resource, whereas the
subsystem of judgment found to be the least linguistic resource indicated in the participants’
language. That is, a typical person’s language frequently indicates “things” and their “value”
when talking or writing to others about hedonic services. Hence, the linguistic resource that
was used less than appreciation but more than judgement across in both mediums is affect.
However, the results show that participants’ language indicate the subsystem affect more in
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Hedonic-eWOM than Hedonic-WOM. As such, a typical person’s language regularly
indicates “emotions” when writing to others about hedonic services.
Table 5.48: Summary of Positive Attitude Subsystems
Positive Attitude
Affect
Hedonic
Judgement
Appreciation
Affect
Utilitarian
Judgement
Appreciation

WOM
18
9
123
32
59
103

eWOM
47
5
130
33
41
88

In utilitarian services like hedonic services, the subsystem of appreciation found to be the
dominant evaluation resource indicated in participants’’ language across both mediums.
However, unlike hedonic services, the subsystem of affect found to be the least linguistic
resource indicated in the participants’ language. This implies that a typical person’s language
mainly indicates “things” and sometimes “emotions” when talking or writing to others about
utilitarian services. The linguistic resource of judgement also found to be regularly indicated
in the participants language and across both mediums. Judgement also appeared somewhat
more in WOM than eWOM. As such, a typical person’s language more regularly refers to
“people” when talking than writing to others about utilitarian services.
2. Negative Attitude
Unlike positive attitude, there is too little negative attitude (e.g., affect, judgement) produced
across all the conditions to draw any firm results with an exception of negative appreciation
(See Table 5.49). That is, negative appreciation is the only subsystem that appeared more
frequently than the others. Therefore, the negative attitude will be discussed below tentatively
in the aggregated form followed by a discussion of negative appreciation.

Table 5.49: Summary of Negative Attitude Subsystems
Negative Attitude
Affect
WOM
Judgement
Appreciation
Affect
eWOM
Judgement
Appreciation

Hedonic
3
14
36
3
2
43

Utilitarian
4
11
31
6
5
31
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The overall results show that negative attitude appeared slightly more in WOM than in
eWOM (See Table 5.50). This suggests that participants’ language was slightly more negative
when talking about different services that writing about them.
Table 5.50: Total Negative Attitude Based on Mediums
Total Negative Attitude: Mediums

WOM (H + U) eWOM (H + U)
99
90

The overall results also indicated that negative attitude appeared more in hedonic than
utilitarian services (See Table 5.51). In other words, hedonic found be to more negatively
valenced than utilitarian services.
Table 5.51: Total Negative Attitude Based on Services
Total Negative Attitude Based on
Services

Hedonic (WOM + eWOM)
101

Utilitarian (WOM + eWOM)
88

In both WOM and eWOM, participants used slightly more negative language when
evaluating hedonic services than utilitarian services. This suggests that a typical person is
slightly more negative when talking or writing to others about hedonic services than
utilitarian services.
Table 5.52: Negative Attitude Based on Each Medium
Total Negative Attitude
WOM
eWOM

Hedonic
53
48

Utilitarian
46
42

However, in both services, participants used slightly more negative language when talking
than writing to others about them (See Table 5.52). This infers that for a negative hedonic or
utilitarian service, a typical person is likely to indulge in providing slightly more negative
recommendation through WOM than eWOM.
The results show that the negative appreciation subsystem constitutes most of the negative
WOM and eWOM across various services (See Table 5.53). Unlike positive appreciation,
however, negative appreciation appeared to a lesser extent. Negative appreciation appeared
slightly more in Hedonic-WOM than Utilitarian-WOM. This infers that a typical person
refers to “things” and their “value” slightly more when talking to others about hedonic
services than utilitarian services. Negative appreciation appeared the most in
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Hedonic-eWOM condition. This shows that a typical person refers to “things” and their
“value” the most when writing to others about hedonic services.
Table 5.53: Summary of Negative Appreciation Subsystems
Negative Appreciation Hedonic Utilitarian
WOM
36
31
eWOM
43
31

In hedonic services, negative appreciation was indicated more in the participants’ language
when they were delivering the message in writing than speech. Therefore, a typical person
refers to “things” and their “value” slightly more when sending an eWOM message than a
WOM message to others about hedonic services. However, negative appreciation in
utilitarian services found to be equal across both mediums. As such, in utilitarian services, a
typical person refers to “things” and their “value” regardless of communicating in speech or
writing.
Table 5.54: Summary of Negative Appreciation Subsystems
Negative Appreciation WOM eWOM
Hedonic
36
43
Utilitarian
31
31

This study ensured all the inputs were linguistically compatible. Specifically, this study
developed some hedonic and utilitarian scenarios with consistent percentage of positive
(83%-87%) and negative information (17%-13%). However, the results showed some
differences in the attitude (i.e., valence) and subsystems of attitude like affect (i.e., affective
content), judgement, and appreciation (i.e., cognitive content) across different mediums and
services. These results imply that any inconsistent results in the literature that relate to
valence or other characteristics (i.e., affective and cognitive contents) are likely to be an
artefact of other factors like communication mediums (i.e., WOM and eWOM) or the service
types (i.e., Hedonic and Utilitarian) being considered, not differences in the actual
characteristics of message.
These results also indicate that any inconsistent result in the previous studies maybe due to
taking a broad view toward valence by seeing this concept simply as the positive and
negative overall evaluations. But, valence is a combination of various linguistic resources that
a typical person uses to evaluate different services across different mediums. For example, a
typical consumer frequently uses positive “judgment” when talking about utilitarian services.
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However, he/she rarely uses this subsystem to evaluate hedonic services. Instead, this
consumer largely uses positive “appreciation” when talking or writing about hedonic
services.
The following table summarises the results from the second research question and its
additional research questions:
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Table 5.55: Summary of Research Question 2 (RQ 2.1, RQ 2.2, and RQ 2.3), Employed Appraisal Resources, and Results

Research Question 2
RQ2- How, and to
what extent, does
valence vary across
different
communication
mediums and different
services?

Research Questions 2.1, 2.2, and 2.3
RQ2.1- How, and to what extent, does
affect vary across different
communication mediums and different
services?

RQ2.2- How, and to what extent, does
judgement vary across different
communication mediums and different
services?

RQ2.3- How, and to what extent, does
appreciation vary across different
communication mediums and different
services?

Major Results (Research Questions 2.1-2.2.-2.3)
- Consumers mainly use the positive affect in
eWOM than WOM.
-In eWOM (WOM), consumers’ language is more
positive when evaluating hedonic (utilitarian) than
utilitarian (hedonic) services.
- Consumers’ evaluative language of services
varied across different mediums.
- Consumers mainly use the positive judgment in
WOM than eWOM.
- In both WOM and eWOM, consumers’ language
is more positive when evaluating utilitarian than
hedonic products.
- In both hedonic and utilitarian services,
consumers’ language is more positive in WOM
than eWOM.
- Consumers’ language indicates slightly more
positive appreciation in WOM than in eWOM.
- In both WOM and eWOM, consumers’ language
is also more positive when evaluating hedonic
than utilitarian services
- Consumers’ evaluative language of services
varied across different mediums.
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Major Results (Research Question 2)
- Consumers’ language were mostly
positive than negative.
- The overall result derived from
positive attitude indicates that WOM
and eWOM are similarly valenced.
- In WOM (eWOM), consumers used
more positive language when
evaluating utilitarian (hedonic)
services than hedonic (utilitarian)
services.
- Evaluation of utilitarian services
found be to more positively valenced
than evaluation of hedonic services.
- Consumers evaluation of services
varied across different mediums.
- Negative valence appeared slightly
more in WOM than in eWOM.
- In both WOM and eWOM,
consumers’ language indicated slightly
more negative evaluation about
hedonic services than utilitarian
services.
- In both hedonic and utilitarian
services, consumers used slightly more
negative language when talking
(WOM) than writing (eWOM) to
others about different services.

5.5 Conclusion
The purpose of this chapter was to outline the results of this study. That is, the results derived
from the statistical and linguistic streams of this thesis. Hence, the following sections were
discussed in this chapter.
Section 5.2 justified the order for the presentation of the results. In particular, this
section illustrated that the statistical stream (i.e., hypotheses) is the primary method whereas
the linguistic stream (i.e., research questions) is the secondary method to this thesis. This was
followed by the justification for the order of results in relation to different speech functions
(i.e., RQ 1), and delineation of different levels of discussion that were used for each research
question. Section 5.3 provided the results from the quantitative stream. In detail, the results
from the developed hypotheses were discussed and confirmed the differences between
different mediums (WOM and eWOM) and services (i.e., hedonic and utilitarian). These
differences were further confirmed based on peer-to-peer communication characteristics in the
linguistic stream (Section 5.4). The research questions’ results showed participants’ language
that indicated different peer-to-peer communication concepts (i.e., linguistic indicators of
tie-strength, source expertise, and valence) varied across different communication contexts
(i.e., mediums and services).
The next chapter will discuss the findings of this thesis. In particular, chapter 6 will relate the
results of this thesis to the previous study’s findings. Furthermore, chapter 6 will outline the
contributions and limitations this study possesses.
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6. DISCUSSION AND FINDINGS
6.1 Introduction
The major purpose of this chapter is to delineate the identified findings, contributions, and
limitations of this thesis. Previous chapters have discussed: i) the identified gaps in the
previous studies (i.e., chapter 2), ii) the relevance of SFL resources (i.e., SFL: Mode, Mood,
and Appraisal) to peer-to-peer communication accompanied by several hypotheses and
research questions (i.e., chapter 3), the mixed methods used to collect the data (i.e., chapter 4),
and the results derived from the developed hypotheses (statistical) and research questions
(linguistic) (i.e., chapter 5). Hence, this chapter brings this thesis to the end by discussing the
following sections.
Section 6.2 outlines the research aim of the study. This section reiterates the foundation and
underlying goal of this thesis that resulted in conducting of this project. In section 6.3, the
identified findings from the hypotheses are presented. In particular, this section discusses the
hypotheses’ findings and their relations to the previous studies. The discussion of findings
continues in section 6.4. However, section 6.4 discusses the research questions’ findings and
their relevance to the previous studies. Section 6.5 presents the contributions and implications
of this research. This includes theoretical, practical, methodological, and substantive
contributions of this research. Section 6.6 discusses the limitations and directions for the
future research of this study. That is, the limits of this research followed by the potential
opportunities that emerge from such constraints for the future studies.
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6.2 Underlying Aim of the Thesis
The underlying aim of this thesis was to:

“Demonstrate how SFL can provide insight into peer-to-peer communication”

This study aimed to show how SFL theory can provide insight into peer-to-peer
communications. In particular, Shannon and Weaver (1949) communication model has been
heavily used in the previous WOM and eWOM studies. Marketing scholars applied this
model due to its simplicity. However, the inconclusiveness of the findings implied that this
model is unlikely to provide lasting results. A review on the development of the Shannon and
Weaveor (1949) communication theory exposed the weaknesses of their model. As such, the
process model was not design for the human’s communication. Therefore, the process model
lacked some elements that are critical to human’s communication such as meanings
(aSemantic), context (aContextual), and the like. Instead, the SFL theory found to possess the
elements that were missing in the process model of communication (e.g., semantics, context).
Thus, using SFL theory revealed new insights toward WOM and eWOM communications.
That is, the findings derived from the developed hypotheses and research questions show how
the SFL theory can be replaced with the previous model of communication for understanding
peer-to-peer interaction.

6.3 Conclusions: Hypotheses
The review of WOM and eWOM literature identified mixed results (See Chapter 2). These
mixed results are potentially due to the underlying theory of communication (i.e., Shannon
and Weaver, 1949) that has been used to study peer-to-peer communication. Shannon and
Weaver (1949) assumed that spoken (WOM) and written (eWOM) are not having an impact
on meaning or structure of the communication itself; however, functional theories of language
like SFL refute this assumption. In SFL, ratios of LD to GI can indicate the major structural
differences between spoken and written language. Reinterpreting LD and GI from WOM and
eWOM perspective shows that the complexity of WOM lies in its grammatical intricacy (i.e.,
GI), whereas the complexity of eWOM is in the deployment of its lexical resources (LD). In
these corpora these differences were clearly found supporting both H1 and H2.
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H1: LD is greater with eWOM than with WOM (Supported)
H2: GI is greater with WOM than with eWOM (Supported)
To the best of this researcher’s knowledge, no study has yet attempted to see if there are any
differences between hedonic and utilitarian services in terms of the linguistic characteristics
of LD and GI. Therefore, the quantitative stream of this thesis also considered this.
Differences were found in the GI/LD across product type, showing that product type has an
impact on how language is structured, and leading to support for H3.
H3: There are differences in LD or GI due to the type of services (Hedonic/Utilitarian)
considered (Supported)

6.3.1 Relationships of the Hypotheses’ Findings to the Literature
Hypotheses 1 and 2
Shannon and Weaver (1949), as the underlying model used by most researchers considering
peer-to-peer communication, argued that spoken (WOM) and written (eWOM) modes of
communication are not different types of communication. This underlying assumption means
the differences between WOM and eWOM cannot be fully examined as they are confined by
the assumption of the underlying model to a few characteristics. However, the results from H1
and H2 show that WOM and eWOM are structurally different. This difference between
spoken and written communications has been previously established in the linguistic domain.
However, this difference has not been examined or studied in the peer-to-peer communication
literature. Therefore, this study showed WOM is not structurally equivalent to eWOM; they
are distinctly different types of communication. Consequently, any theory that assumes
otherwise, including Shannon and Weaver (1949), is demonstrably not suitable as an
underlying model for examining issues associated with peer-to-peer communication. This also
indicates why the findings from previous WOM and eWOM studies are mixed and
inconclusive.
Most of the peer-to-peer communication studies are limited to one domain: WOM or eWOM
(Berger and Iyengar, 2013). To the best of this researcher’s knowledge, two studies that have
investigated both WOM and eWOM are Berger and Iyengar (2013) and Baker et al. (2016).
These studies investigated how WOM and eWOM can have impact on the messages and the
ways consumers discuss about products. Both studies have confirmed that the mediums shape
the message and the ways consumers communicate. For instance, Berger and Iyengar (2013,
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p.568) reported that “compared to oral communication, written communication (e.g., texting,
instant messaging, or posting online) leads people to bring up more interesting products and
brands”.
The findings from this study also indicate the mediums shape the structure of messages.
Unlike the above studies, this research found ratios of the content words (e.g., adjective,
noun) and functional words (e.g., adjective, noun) as the major difference in a message.
Specifically, the findings from H1 and H2 suggest that a typical eWOM contains more
information than a typical WOM. This is because eWOM is lexically dense and contains more
meaningful words (i.e., content words) compared to its offline counterpart that contains more
functional words. While the functional words help to shape the message, the content words
convey the guts of communication (Pennebaker, 2011). Pervious linguistic studies have
shown that a typical written text is lexically dense as it loaded with more meaning based
words compared to a speech (Halliday, 1994, Xue-feng, 2012). However, this difference has
not been attempted in the peer-to-peer communication literature. Therefore, this research
shows a typical eWOM message contains more meaningful words than a typical WOM
message.
Hypothesis 3
Previous studies used folk linguistics approach in eWOM to differentiate hedonic from
utilitarian products (See Table 2.8). For instance, Kronrod and Danziger (2013) used
figurative language to study hedonic and utilitarian products in eWOM. Kronrod and
Danziger’s (2013) utilisation of figurative language involved studying the words and
expressions that convey an additional connotation beyond that of their lexical sense. Kronrod
and Danziger’s (2013) study found some fundamental differences between hedonic and
utilitarian products. However, in Kronrod and Danziger’s (2013) study, no linguistic theory
was used to demonstrate the application of figurative language. But, in SFL theory, the
implicit meanings and connotations beyond words or expressions can be captured through
appraisal system (See Chapters 4 and 5). Similar to Kronrod and Danziger (2013), Moore’s
(2012, 2015) eWOM studies also lacked the use of a linguistic theory. In these studies, Moore
used explaining language as the foundation to understand consumer’s consumption behaviour
across hedonic and utilitarian products. Moore’s (2012, 2015) eWOM studies also found some
substantial differences across hedonic and utilitarian products. Once again, however, no
recourse to a linguistic theory was found in Moore’s (2012, 2015) studies.
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Similar to the above studies, the findings from this study also identified a substantial
difference between hedonic and utilitarian products. However, unlike the above studies, this
research used a functional linguistic theory (i.e., SFL) to differentiate hedonic from utilitarian
products. Specifically, this research investigated whether there are differences in LD or GI
due to the type of services (Hedonic/ Utilitarian) considered (H3). The results showed a
significant difference in LD due to the type of services. However, no significant difference
was found in GI. The difference in LD was not due to differences in the descriptions provided
of the hedonic and utilitarian services as the hedonic and utilitarian scenarios had similar LD
and GI scores. Therefore, it can be concluded that the service’s type that is the focus of the
communication has an impact on the language used to describe those services.
Evidence shows that more experiences with a product category leads to a more refined
consumption knowledge and vocabulary about that product (Clarkson et al., 2012).
Furthermore, the experiential nature of hedonic services leads consumers to use hedonic
services more than utilitarian services (Okada, 2005). This will result in consumers being
more familiar with and have a greater range of consumption vocabularies and lexis about
hedonic products than utilitarian products. Other studies have also confirmed that familiarity
with a product leads a message to contain a lot of technical words and vice versa (Park and
Kim, 2008). Similar to the above studies, the findings from H3 implies that consumers knew a
wider range of consumption vocabularies and lexis for hedonic products than utilitarian
products or that utilitarian products can be described with less meaning based vocabularies.

6.4 Conclusions: Research Questions
The linguistic stream of this thesis addressed two major research questions. The first research
question was:
RQ 1: How, and to what extent, do linguistic indicators of tie-strength and source expertise
vary across different communication mediums and different services?
This research question revealed linguistic details about two characteristics of tie-strength and
source expertise. The second research question investigated the concept of valence by
answering:
RQ 2: How, and to what extent, does valence vary across different communication mediums
and different services?
The second research question involved three additional questions:
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RQ 2.1: How, and to what extent, does affect vary across different communication mediums
and different services?
RQ 2.2: How, and to what extent, does judgement vary across different communication
mediums and different services?
RQ 2.3: How, and to what extent, does appreciation vary across different communication
mediums and different services?

6.4.1 Tie-Strength (RQ 1)
One of the communicator’s characteristics that this thesis focused on was tie-strength.
Tie-strength refers to the intimacy and closeness of the bond between sender and receiver.
Unlike most previously published studies, this study has investigated tie-strength using
linguistic indicators of tie-strength across different peer-to-peer communication contexts (i.e.,
mediums and products). The linguistic indicators of tie-strength (specifically the speech
function of command) revealed that a typical consumer’s language shows stronger bonds and
closeness when he/she is delivering a written message (i.e., eWOM) and about utilitarian
products (i.e., totals and number of participants). However, the results based on the mean
values revealed that when the indicator of tie-strength is used, it is used similarly across all
mediums (i.e., WOM and eWOM) and services (i.e., Hedonic and Utilitarian).
Relationships of the Tie-Strength Findings to the Literature
The results from the previous peer-to-peer communication studies are inconclusive (See Table
2.2). Some WOM studies put emphasis on the role of strong ties in the consumer’s decisions
related to both hedonic and utilitarian products (e.g., Bansal and Voyer, 2000, Brown and
Reingen, 1987). In contrast, some eWOM studies refuted this claim and reported that strong
ties have no influence on consumer’s decision for either hedonic or utilitarian products (e.g.,
Brown et al., 2007, De Bruyn and Lilien, 2008, Steffes and Burgee, 2009). Some eWOM
studies put emphasis on the role of strong ties in one specific product category (i.e., hedonic)
(e.g., Chang et al., 2012, Smith, 2002), in contrast to WOM studies that found tie-strength
irrelevant (e.g., Duhan et al., 1997). And one recent study put emphasis on the role of strong
ties in the consumer’s decisions related to both hedonic and utilitarian products and across
both WOM and eWOM (Baker et al., 2016).
Some of the results for the indicators of tie-strength are consistent with the previous research.
One finding is that when the speech indicators of tie-strength are present; it is used in a
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similar way across mediums (i.e., WOM and eWOM) and services (i.e., Hedonic and
Utilitarian). This is in line with Baker et al.’s (2016) research that put emphasis on the role of
tie-strength across both mediums and different product categories. However, other results
show that indicators for tie-strength are likely to occur in particular circumstances. That is,
based on totals, language indicating strong ties is more likely to occur in written (eWOM)
communications about utilitarian services. This observed difference in when tie-strength is
expressed might indicate that eWOM communications about utilitarian products is where
tie-strength is likely to have the most impact on others. This is somewhat different from the
findings of previous studies (e.g., Chang et al., 2012, Smith, 2002)
There are two possible reasons behind the inconclusive findings in the literature, and the
differences between the literature and the findings in this study. First, any inconsistent result
in the previous studies is likely to be due to differences in the communication contexts (i.e.,
mediums and services). For instance, in this study, consumer’ language indicated tie-strength
(command) regularly in some conditions (e.g., Utilitarian-eWOM) and rarely in some others
(e.g., Hedonic-WOM). However, such a difference was not due to the consumer’s actual level
of tie-strength as this study controlled the inputs, but was rather due to how consumers
responded to the specific peer-to-peer communication context. Previous studies reported that
communication context could have impact on the strength of ties (e.g., Chiu et al., 2014).
Chiu et al. (2014) reported mediums (i.e., blog vs. email) moderate the strength of ties
between interactants. Specifically, tie-strength is more important for e-mail users than blog
users as communication via email is less interactive and, therefore requires more closeness
than communication on blogs (Chiu et al., 2014). However, to the best of this researcher’s
knowledge, most previous studies did not consider the impact of communication contexts on
the tie-strength.
Second, the inconsistent results from the previous research are also likely to have roots in the
scenarios that were used to investigate this concept. This study controlled the inputs by
developing standardised scenarios that contained similar linguistic indicators of tie-strength
across both hedonic and utilitarian services. However, the scenarios that were developed and
used in the previous studies have not been linguistically examined (e.g., Jun et al., 2011,
Smith et al., 2005, Wirtz and Chew, 2002). For instance, Jun et al. (2011) measured
tie-strength by developing almost identical scenarios that had similar cues of tie-strength for
both strong and weak ties. As such, the scenario that was developed for the weak-tie had
indicators of strong tie (e.g., speech function of command). However, this can change a
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consumer’s perception toward tie-strength. This is because in a natural communication, a
typical consumer does not expect to see the linguistic indicators of a strong tie communication
in a weak tie communication and vice versa. Other studies developed scenarios that were not
identical (e.g., Smith et al., 2005). However, linguistic evaluation of these studies also shows
that the developed scenarios for the strong ties had indicators of weak ties (e.g., modality) and
vice versa (e.g., Smith et al., 2005). Therefore, the mixed results in the literature are likely to
be lessened by standardising the linguistic indicators based on the level of tie-strength in the
scenarios.

6.4.2 Source Expertise (RQ 1)
Another communicator’s characteristic that this thesis considered was source expertise.
Source expertise refers to the competence of the sender in the topic being considered. Unlike
most previously published studies, this study determines source expertise using linguistic
indicators of expertise. One of the linguistic resources indicated that consumer’s language
shows more expertise in WOM than eWOM was statement. However, this indicator appeared
in all texts, and therefore was not considered for the interpretation of the source expertise.
Some other linguistic resources were used as indicators of source expertise in consumer’s
language (i.e., modalisation and command). That is, other linguistic resources indicate that
consumer’s language shows more expertise when he/she is delivering a message in eWOM
and about utilitarian products (i.e., means and total in modalisation, total in command).
Relationships of the Source-Expertise Findings to the Literature
As indicated in the literature review the results from the previous peer-to-peer communication
studies are inconclusive (See Table 2.3). Some WOM studies put emphasis on the role of
source expertise in the consumer’s decision (hedonic and utilitarian) (Bansal and Voyer, 2000,
Bone, 1995, Gilly et al., 1998, Wangenheim and Bayón, 2004, Sweeney et al., 2014) while
some eWOM studies refuted this claim and reported source expertise have no influence on
consumer’s decision (hedonic and utilitarian) (e.g., Ayeh et al., 2013, Cheung et al., 2008, De
Bruyn and Lilien, 2008). Some eWOM studies also put emphasis on the role of source
expertise in one specific product category (i.e., Utilitarian) (e.g., Chang et al., 2012, Smith et
al., 2005) whereas some WOM studies found consumer’s own expertise more relevant to such
a product category (e.g., Duhan et al., 1997). And Martin and Lueg (2013) that examined the
role of source expertise in relation to both hedonic and utilitarian products and across both
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WOM and eWOM reported that source expertise does not influence consumers to use the
received information for their purchasing decisions.
Some of the results for source expertise found using the SFL perspective are consistent with
the previous research. For example, consumer’s language shows more indicators of expertise
when he/she is delivering a message in eWOM and about utilitarian products. This is in line
with the previous studies that put emphasis on the importance of source expertise in eWOM
and utilitarian services (e.g., Chang et al., 2012, Smith et al., 2005). However, this is
somewhat different from the findings of a few studies (e.g., De Bruyn and Lilien, 2008,
Martin and Lueg, 2013).
Similar to tie-strength, there are two possible reasons behind the inconclusive findings in the
literature, and the differences between the literature and the findings in this study. First, any
inconsistent result in the previous studies is likely to be due to differences in the
communication contexts (i.e., mediums and services). For instance, in this study, consumer’
language indicated expertise (command) regularly in some conditions (e.g.,
Utilitarian-eWOM) and rarely in some others (e.g., Hedonic-WOM). However, such a
difference was not due to the consumer’s actual level of knowledge as this study controlled
the inputs, but was rather due to how consumers responded to the specific peer-to-peer
communication context. Previous studies also claimed that communication context (e.g.,
offline vs online) could have impact on source expertise (e.g., Metzger et al., 2003). Metzger
et al.’s (2003) study reported that not only source expertise can be perceived differently across
online and offline mediums, but it can be interpreted differently within one medium (e.g.,
online) too. For instance, in online mediums, the expertise of source could be interpreted
differently when the source has a profile photo or not (Metzger et al., 2003). This suggests
that the inconclusive findings in the literature are likely to be due to the communication
context (i.e., mediums and topics).
Second, the inconsistent results from the previous research can be due to the scenarios that
were used to study this concept. This study controlled the inputs by developing standardised
scenarios that contained similar linguistic indicators of source expertise across both hedonic
and utilitarian services. However, the scenarios that were developed and used in the previous
studies have not been linguistically examined (e.g., Jun et al., 2011, Park and Kim, 2008,
Smith et al., 2005). As such, the scenarios that were used could have had similar indicators of
source expertise for both high expertise and low expertise sources. For instance, Jun et al.
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(2011) measured source expertise by developing almost identical scenarios that had similar
cues of source expertise for both high source expertise and low source expertise. As such, the
scenario that was developed for the low expertise had indicators of high expertise (e.g.,
speech function of statement). This can change a consumer’s perception toward source
expertise as in a natural language, a typical consumer does not expect to see the linguistic
indicators of a source with high expertise in a source with a low expertise and vice versa.
Other studies developed scenarios that were not identical (e.g., Park and Kim, 2008, Smith et
al., 2005). However, linguistic evaluation of these studies also shows that the developed
scenarios for the high source expertise had indicators of low source expertise (e.g., modality)
and vice versa (e.g., Park and Kim, 2008, Smith et al., 2005). Thus, using scenarios that are
linguistically compatible with the level of source expertise is likely to lessen the
inconclusiveness of the findings in the literature.

6.4.3 Conclusion: RQ 2
The second research question examined “How, and to what extent, does valence vary across
different communication mediums and different services”. As discussed in chapter 2, valence
refers to the nature of WOM or eWOM messages which could be positive, negative, or neutral.
Three resources were used to address this research question: i) affect that shows our positive
or negative emotions or reaction to behaviour (RQ 2.1), ii) judgement that concerns with our
positive or negative attitudes towards people (RQ 2.2) and, iii) appreciation that signifies our
positive or negative feeling about things (RQ 2.3). The results from RQ 2.2 are new to the
marking literature. To the best of this researcher’s knowledge, no study has yet attempted to
study message’s content based on judgement. However, the results from RQ 2.1 (affect) and
RQ 2.3 (appreciation) are relevant respectively to the affective and cognitive contents.
RQ 2.1: affect
The result from the RQ 2.1 indicates that consumers mainly use the positive affect in their
language when sending a message in eWOM than WOM. In eWOM, consumers’ language is
more positive when evaluating hedonic than utilitarian services. However, in WOM,
consumer’ language is more positive when evaluating utilitarian than hedonic services. From
services’ perspective, consumer’s language did not vary across hedonic and utilitarian
products. However, the result shows that the type of medium has impact on consumers’
language. As such, in hedonic services, participants’ language is more positive in eWOM than
WOM. However, no difference was indicated in utilitarian services across these two
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mediums. All the results derived from the affect are based on both direct or explicit and
implied or implicit consumers’ evaluations.
RQ 2.2: judgement
The result from the RQ 2.2 shows that consumers’ language indicated more positive
judgement in WOM than in eWOM. In both WOM and eWOM, consumers’ language is more
positive when evaluating utilitarian than hedonic products. The result also shows consumers’
language differs across different services. Specifically, the result indicates that consumers are
more likely to indulge in providing more positive (judgement) recommendation about
utilitarian products than hedonic products. In both hedonic and utilitarian services, consumers’
language is more positive when talking (WOM) than writing (eWOM) to others. All the
results derived from the judgement are based on both direct or explicit and implied or implicit
consumers’ evaluations.
RQ 2.3: appreciation
The result from RQ 2.3 indicates that consumers’ language heavily relies on positive
appreciation when evaluating services than the other two resources (affect and judgement).
Specifically, the result indicates that consumers’ language indicates slightly more positive
appreciation in WOM than in eWOM. In both WOM and eWOM, consumers’ language is
also more positive when evaluating hedonic than utilitarian services. The result also indicates
consumers’ evaluation changes across different services. Particularly, consumers’ language
indicated more positive appreciation in hedonic than utilitarian services. In hedonic services,
participants’ language is slightly more positive in eWOM than WOM. However, in utilitarian
services, consumers’ language is more positive in WOM than eWOM.
Unlike RQ 2.1 and RQ 2.2 that had too little negative evaluations to consider, the result from
RQ 2.3 shows that consumer sometimes use negative appreciation in their language. As such,
consumers’ language is more negative when evaluating hedonic than utilitarian services
irrespective of the communication mediums. In hedonic services, consumer’ language is more
negative in eWOM than WOM. However, no difference was found in utilitarian services
between WOM and eWOM. All the results derived from the appreciation are based on both
direct or explicit and implied or implicit consumers’ evaluations.
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Relationships of the RQ 2.1–RQ 2.3 Findings to the Literature
A review of the previous peer-to-peer communication studies reveals that the results across
both affective (affect) and cognitive (appreciation) contents and sometimes within one
message’s content (e.g., affective) are inconclusive (See Table 2.4). For instance, Sweeney et
al.’s (2012) WOM study that used some services with both hedonic and utilitarian
characteristics reported that the impact of message richness (emotive) on consumers remains
the same, regardless of whether the WOM is positive or negative. However, Ludwig et al.’s
(2013) eWOM study that used a product with hedonic characteristic indicated that negative
affective content has more influence on consumers than positive affective content. Similar
mixed results are evident about the role of both cognitive and affective contents. As such,
Sweeney et al.’s (2014) WOM study reported that both cognitive and affective contents (e.g.,
positive) have a large influence on consumers. However, Park and Lee’s (2008) eWOM
study’s result put emphasis on the messages with cognitive content (positive) than affective
content (positive). Yet, some studies (e.g., Chiu et al., 2014) laid equal stress on both content
types. That is, cognitive content is important in the utilitarian service and affective content is
important in the hedonic service. Some recent studies (e.g., Moore, 2015) that used folk
linguistic approach also reported certain explanation types like action (cognitive information)
and reaction (emotional information) are respectively relevant to utilitarian and hedonic
products (Section 2.4.3).
Some of the results for RQ 2.1 (affective) and RQ 2.3 (cognitive) found using the appraisal
perspective are consistent with the previous research. One finding is that consumers’ language
indicated more positive appreciation (cognitive) than positive affect (affective) when
evaluating hedonic or utilitarian services. This finding is consistent with Park and Lee’s (2008)
study that laid stress on cognitive content than affective content in a product with both
hedonic and utilitarian characteristics. Another finding derived from RQ 2.3 is that
consumers’ language indicated more positive appreciation (cognitive) than negative
appreciation when evaluating different services (hedonic and utilitarian). Similarly, the
findings from Sweeney et al. (2012) also put emphasis on the role of positive cognitive
content than negative cognitive content across different services (hedonic and utilitarian).
Two key studies that focused on the message’s contents are: Mazzarol et al. (2007) and
Sweeney et al. (2008). These two studies were further developed by the same researchers in
the Sweeney et al. (2012) and Sweeney et al. (2014). One of the identified characteristic in
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Mazzarol et al. (2007) and Sweeney et al. (2008) studies was delivery strength or strength of
advocacy. This characteristic was later labelled under emotive content (Sweeney et al., 2012,
Yap et al., 2013). Strength of advocacy deals with the way in which the message is conveyed,
that is implied or explicit (Mazzarol et al., 2007, Sweeney et al., 2008). Strength of advocacy
found to be important in peer-to-peer communication (Mazzarol et al., 2007) and consumers’
likelihood of purchase (Sweeney et al., 2008). Similarly, the result derived from this research
reveals that consumers’ language indicates both explicit and implicit words and phrases when
evaluating hedonic and utilitarian services and across different mediums.
Some of the results from this study are different from the previous research. For instance,
Chiu et al. (2014) and Moore (2015) eWOM studies put emphasis on the cognitive contents
regarding the utilitarian value and affective content in relation to the hedonic value of a
service and a product. However, the results from RQ 2.1 and RQ 2.3 indicate that consumers’
language put more emphasis on cognitive details (appreciation) than affective information
(affect) when evaluating hedonic or utilitarian services across both WOM and eWOM.
Sweeney et al. (2012) also found equal impact for message richness (emotive) on consumers,
regardless of being positive or negative, across hedonic and utilitarian services. However, the
results from RQ 2.1 indicate that consumers’ language laid more emphasis on positive affect
than negative affect when evaluating hedonic or utilitarian services across both WOM and
eWOM.
There are four possible reasons behind the inconclusive findings in the literature, and the
differences between the literature and the findings in this study. First, any inconsistent result
in the previous studies maybe due to a broad view that has been adopted to study affective and
cognitive contents. That is, classifying these concepts simply based on the emotional and
rational details of a message with no recourse to a linguistic theory. However, in appraisal,
classification of the message’s content is a complex process. For instance, Ludwig et al.’s
(2013) sentiment analysis classified “fear” as an affective negative content word. Ludwig et al.
(2013) only presented a list of the words to show their sentiment analysis and not the full
clause(s). Although using appraisal system is likely to provide the same result (fear:
affectinsecurity), the appraisal system also shows the same word could imply different
meanings across different contexts, and therefore can be coded differently (e.g., judgement or
appreciation). However, most previously published studies did not recourse to a linguistic
theory to classify the affective and cognitive contents (e.g., Moore, 2015, See Section 2.4.3).
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Second, to the best of this researcher’s knowledge, classification of message’s contents in the
previously published studies is confined to affective and cognitive characteristics (See Table
2.4). However, this research’s findings indicated that consumer’s evaluative language heavily
relies on the subsystem of judgment. That is, consumers frequently referred to “people” as a
key evaluative criterion in their language across different peer-to-peer communication
situations. However, previous studies did not include this characteristic in their classification
of the message’s content.
Third, any inconsistent result in the previous studies is also likely to be due to differences in
the communication contexts (i.e., mediums and services). The results indicated that
consumers’ language indicates evaluative subsystems differently across peer-to-peer
communication situations. For example, looking at affect, in eWOM, consumers’ language is
more positive when evaluating hedonic than utilitarian services. However, in WOM,
consumer’ language is more positive when evaluating utilitarian than hedonic services. Or
looking at appreciation, in hedonic services, consumers’ language is slightly more positive in
eWOM than WOM. However, in utilitarian services, consumers’ language is more positive in
WOM than eWOM. These results suggest that any differences found in the affective and
cognitive contents are likely to be the result of different communication contexts (i.e.,
mediums and services). In other words, the differences are likely to be the outcome of how
language is used in WOM and eWOM about hedonic or utilitarian services. However,
previous studies did not consider the potential differences of communication context (e.g.,
medium). For instance, the medium that has been selected in the Ludwig et al.’s (2013) study
was online reviews (Amazon, a leading electronic retailer) whereas Chiu et al. (2014) selected
two other mediums (i.e., blog and email). Although all these platforms in these studies have
been classified as eWOM mediums, the language that people use in each one of these
mediums are likely to be different. For instance, all these written mediums vary in terms of
asynchrony (Berger and Iyengar, 2013). When a communication is asynchronous (e.g., email),
consumers’ language would contain more ideas and fewer irrelevant information compared to
a less asynchronous medium (e.g., review site, blog) (Berger and Iyengar, 2013). This is
because asynchrony influences the language by enabling the interactants to choose their
words carefully rather than replying hastily (Berger and Iyengar, 2013). This suggests the
inconclusiveness results about the role of affective and cognitive contents are likely to be due
differences in the communication contexts.
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Fourth, the inconsistent result in the previous studies is also expected to be due to approach
that was used to study these concepts. This study controlled the inputs by developing
standardised scenarios across both hedonic and utilitarian services. However, the scenarios
that were developed and used in the previous studies have not been linguistically examined.
For instance, Chiu et al. (2014) and Park and Lee (2008) developed different scenarios to
examine the role of affective and cognitive content across different products (hedonic and
utilitarian). However, the developed scenarios in these studies were not clearly discussed or
linguistically examined, which led to different results. This suggests that lack of linguistic
compatibility in the provided scenarios is expected to be the other reason behind the mixed
results in the previous studies. Therefore, the mixed results in the literature are likely to be
addressed by providing scenarios or inputs that are linguistically standardised.
RQ 2: Valence
All the subsystem were considered together to answer the RQ 2. Consistent with the provided
scenarios, the consumers’ language were mostly positive. The overall result derived from
positive attitude indicates that WOM and eWOM are similarly valenced. However, different
services had impact on the consumer’s positive valence. In WOM, participants used more
positive language when evaluating utilitarian services than hedonic services. Specifically, in
WOM, “people” and “their behaviour” (i.e., positive “judgement”) have a substantial impact
on consumer’s language when evaluating utilitarian services. Oppositely, “things” and their
“value” (i.e., positive “appreciation”) have a large influence on consumer’s spoken (WOM)
language when evaluating hedonic services. In eWOM, unlike WOM, a consumer is more
positive when evaluating hedonic services than utilitarian services. Similar to WOM,
consumers’ written (eWOM) language indicated more positive “judgement” when evaluating
utilitarian services and more positive “appreciation” when evaluating hedonic services.
The overall result derived from positive attitude also indicates that evaluation of utilitarian
services found be to more positively valenced than evaluation of hedonic services. However,
different mediums sometimes had impact on the consumer’s positive valence. The result from
hedonic services shows that consumers’ language frequently indicates “things” and their
“value” (i.e., appreciation) when talking or writing to others. The result from hedonic also
indicates that consumers’ language regularly indicates “emotions” (i.e., affect) when writing
to others. Similar to hedonic, the result from utilitarian services shows that consumers
language frequently indicates “things” and their “value” (i.e., appreciation) when talking or
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writing to others. Consumers also referred to “people” and “their behaviour” (i.e., judgement)
in their language when evaluating utilitarian services, especially in WOM.
Unlike positive attitude, there is too little negative attitude produced to draw any firm
conclusion with an exception of negative appreciation (See RQ 2.3). That is, negative
appreciation (discussed above: RQ 2.3) is the only subsystem that appeared more frequently
than the others. Therefore, the negative attitude is discussed below tentatively in the
aggregated form only.
Unlike positive attitude that was equally valenced across WOM and eWOM, negative attitude
appeared slightly more in WOM than in eWOM. In both WOM and eWOM, consumers’
language indicated slightly more negative evaluation about hedonic services than utilitarian
services. From services’ perspective, consumers used slightly more negative language when
talking (WOM) than writing (eWOM) to others about services.
Relationships of the RQ 2 Findings to the Literature
The results from most of the previous peer-to-peer communication studies are inconclusive. A
thorough discussion of the mixed results was provided earlier in chapter 2, section 2.3.2. The
inconclusiveness was evident within one medium (e.g., WOM) and within one
product/service (e.g., hedonic), and sometimes across different mediums (i.e., WOM and
eWOM) and different products/services (i.e., hedonic and utilitarian). For instance, in WOM,
some studies put emphasis on the greater impact of positive message than negative message
on consumer’s purchase decision (hedonic and utilitarian) (e.g., East et al., 2008, Sweeney et
al., 2014), while some studies argued that positive and negative messages both have equal
impact on consumers (hedonic and utilitarian) (e.g., East et al., 2007). In hedonic context,
some studies put emphasis on the role of negative WOM (e.g., Arndt, 1967b), while some
other studies placed emphasis on the role of positive WOM (e.g., Chitturi et al., 2008).
Similarly, in eWOM, some studies laid stress on the greater impact of a negative message than
a positive message on consumer’s decision (hedonic and utilitarian) (e.g., Chevalier and
Mayzlin, 2006, Christodoulides et al., 2012, Park and Lee, 2009), some argued that a positive
message is more effective than a negative message even though they are both critical for
consumer’s decision (both hedonic and utilitarian) (e.g., Doh and Hwang, 2009), and some
others put emphasis on the role of a negative message in increasing purchase’s likelihood
(hedonic and utilitarian) (e.g., Berger et al., 2010). Some other studies also reported that
positive and negative messages could be more helpful depending on the product category (e.g.,
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Sen and Lerman, 2007). As such, negative eWOM are less useful than positive eWOM in
hedonic whereas negative eWOM are more useful than positive eWOM in utilitarian (Sen and
Lerman, 2007). Unlike most of the previously studies that focused on one medium, Baker et
al. (2016) researched valence across two mediums (i.e., WOM and eWOM) and different
product categories. The findings from Baker et al.’s (2016) research is consistent with some of
the previous studies that reported positive WOM/eWOM is greater than negative
WOM/eWOM on consumer’s purchase intention (Doh and Hwang, 2009, East et al., 2008,
Sweeney et al., 2014) and different from those that refuted this claim (Arndt, 1967b, Berger et
al., 2010, Christodoulides et al., 2012).
Some of the results from RQ 2 are consistent with the previous research. Consistent to Baker
et al. (2016), Doh and Hwang (2009), East et al. (2008), and Sweeney et al. (2014) that placed
stress on positive WOM and eWOM messages, the consumers’ language in both WOM and
eWOM were also more positively valenced than negatively valenced. Similar to Sen and
Lerman (2007) that placed emphasis on the positive eWOM in hedonic context, this study’s
result also shows that consumers’ language indicated more positive eWOM than negative
eWOM in hedonic services. Some of the results from this study were inconsistent with the
previous research. For instance, Chitturi et al. (2008) reported that in the case of positive
consumption experience, customers are more likely to indulge in positive WOM behaviour
with a hedonic product than with a utilitarian product. However, in this study, consumers’
language indicated more positive WOM with utilitarian services than hedonic services.
Furthermore, some studies put more emphasis on the negative messages in peer-to-peer
communication (e.g., Berger et al., 2010). However, as discussed above, the consumers’
language in this study were more positively valenced than negatively valenced across all
mediums and services.
There are three possible reasons behind the inconclusive findings in the literature, and the
differences between the literature and the findings in this study. Some of the identified
reasons behind mixed results in valence are similar to those of the affective and cognitive
contents. Firstly, similar to the mixed results in the affective and cognitive contents’ literature,
any inconsistent result in the previous studies about valence is likely to be due to the broad
and non-theoretical approach that has been adopted to study this concept. To the best of this
researcher’s knowledge, previously published WOM and eWOM studies classified and coded
everything that had positive or negative connotations into positive or negative valence (e.g.,
Christodoulides et al., 2012, East et al., 2008, Sen and Lerman, 2007) without recourse to a
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received theory of language (e.g., Schellekens et al., 2010, See Chapter 2, Section 2.4.3).
However, appraisal system showed that consumer’s attitude or valence is comprised of three
linguistic subsystems (i.e., affect, judgement, appreciation). Therefore, the mixed results in
the literature are likely to be addressed by using appraisal system and its resources, instead of
using the broad classification of messages with no recourse to a relevant linguistic theory.
Secondly, any inconsistent result in the previous studies is also likely to be due to differences
in the communication contexts (i.e., mediums and services). This study controlled the inputs
by providing scenarios that were more positively valenced across both hedonic and utilitarian
services. However, the results showed that consumers’ language indicates valence differently
across various communication contexts. For instance, in WOM, consumers’ language was
more positive when evaluating utilitarian services than hedonic services. Oppositely, in
eWOM, consumers’ language was more positive when evaluating hedonic services than
utilitarian services. As discussed earlier, same differences were found across different services.
Previous studies have also confirmed the role of different communication’s contexts on
valence (e.g., Park and Lee, 2009). For instance, Park and Lee (2009) reported that the
eWOM effect is greater for negative eWOM than for positive eWOM, greater for established
websites than for unestablished websites. This suggests that the mixed results in the literature
are likely to be lessened by considering and selecting mediums and products with consistent
characteristics.
Thirdly, the inconsistent result in the previous studies is also expected to be due to approach
that was used to study valence. This study used appraisal and developed consistently
valenced scenarios. However, the scenarios that were developed and used in the previous
studies have not been linguistically examined. For instance, Sen and Lerman (2007)
developed several scenarios to assess valence. Although Sen and Lerman (2007) reported that
they developed reviews with equivalence in the valence, there was no evidence of linguistic
compatibility across the developed scenarios. This lack of linguistic compatibility was also
evident in the other studies (e.g., Doh and Hwang, 2009). This suggests that lack of linguistic
compatibility in the provided scenarios is expected to be the other reason behind the mixed
results in the previous studies. Therefore, the mixed results in the literature are likely to be
addressed by providing scenarios or inputs that are linguistically standardised and consistently
valenced.
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6.5 Contributions and Implications
This section discusses the main contributions and implications of this project. This involves
the discussion of Theoretical (T), Practical (P), Methodological (M), and Substantive (S)
contributions that are respectively discussed in sections 6.5.1, 6.5.2, 6.5.3, and 6.5.4.

6.5.1 Theoretical Contributions
This thesis has made four major theoretical contributions (T1-T4). In particular, this study
exposed the inappropriateness of Shannon and Weaver’s process model (T1). Despite the
inconclusiveness of the results in the previous WOM and eWOM studies, most researchers
have not yet attempted to question the underlying theory of peer-to-peer communication (i.e.,
Shannon and Weaver, 1949). Thus, the first theoretical contribution this thesis made was
exposing the inappropriateness of Shannon and Weaver’s process model of communication
by showing WOM is not equivalent to eWOM. This contribution is beneficial for the
peer-to-peer communication field due to several reasons. First, such a revelation suggests the
need for revising of this domain. This could involve replacing the process model of
communication by employing a theory that can differentiate WOM from eWOM. This view is
vital as most of the previous studies inaccurately assumed these mediums to be conceptually
equal. Therefore, encouraging WOM and eWOM researchers to consider using theories that
are more suitable for peer-to-peer communication’s context could enhance our understating of
this domain. For example, there is a growing interest to use disciplines such as linguistics that
are new to marketing and more particularly, peer-to-peer communication domain (For
exceptions see Kronrod and Danziger, 2013, Moore 2012, 2015, Packard and Berger, 2017,
Schellekens et al., 2010). The findings from these studies confirm the benefits of using other
fields in enhancement of the marketing and WOM/eWOM scholars’ knowledge.
This thesis theoretically established the relevance of SFL as an appropriate theory for
understanding peer-to-peer communications (T2). Specifically, various weaknesses were
identified with respect to the underlying theory of peer-to-peer communication (i.e., Shannon
and Weaver, 1949). However, identifying and selecting a theory than can address all the
weaknesses was not an easy task. By conducting a comprehensive review of linguistic
domain, SFL theory was selected as the only theory that could: 1) address the key weaknesses
of the process model of communication (e.g., aSemantic), and 2) provide relevant solutions
for each of the identified issues (e.g., Semantic). While T2 is conservatively restricted to
peer-to-peer communication and is not generalised to all marketing communication, the
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implication of this research is that all marketing studies of communication should apply at the
very least a functional and certainly a semantic model of communication. This could involve
different fields in marketing such advertisement.
This thesis has also made two major theoretical contributions by identifying the sources of
contradictory findings in the peer-to-peer communications literature (T3-4). In particular, this
research identified the source of contradictory findings about different characteristics such as
valence, tie-strength, source expertise and the like in WOM and eWOM domain (T3) as well
as hedonic and utilitarian (T4) field. For instance, in relation to valence, some WOM studies
put emphasis on the greater impact of positive message than negative message on consumer’s
purchase decision (e.g., East et al., 2008, Sweeney et al., 2014), while others argued that
positive and negative messages both have equal impact on consumers (e.g., East et al., 2007).
In hedonic context, some studies put emphasis on the role of negative WOM (e.g., Arndt,
1967b), while some other studies placed emphasis on the role of positive WOM (e.g., Chitturi
et al., 2008). The sources of contradictory could be due to different reasons such as:
differences in the communication contexts (i.e., mediums and services), lack of linguistic
compatibility in the provided scenarios, or non-theoretical approaches that have been used to
study some of these concepts. These theoretical contributions (T3-T4) suggest that marketing
and peer-to-peer communication researchers need to consider the potential impacts of
mediums and topics on their results. Furthermore, it is important that researcher consider the
role of other elements like the equivalence of different linguistic indicators of the inputs on
the outcomes as well as the importance of using a theoretical approach for better
understanding of different concepts (e.g., valence). These theoretical contributions are listed
in table 6.1.
Table 6.1: Theoretical Contributions (4)
T1

exposing the theoretical shortcomings of Shannon and Weaver’s process model of
communication as a viable framework for understanding meanings associated with
peer-to-peer communication

T2

establishing the relevance of SFL as an appropriate theory for understanding
peer-to-peer communications

T3

Identifying the source of contradictory findings in peer-to-peer communications
literature (WOM/eWOM mediums)

T4

Identifying the source of contradictory findings in peer-to-peer communications
literature (hedonic/utilitarian)
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6.5.2 Practical Contributions
The importance of conducting this study could also be justified from practical perspective.
Initially, exposing the inappropriateness of Shannon and Weaver’s process model of
communication will benefit consumers and marketers given that the practical suggestions in
the future studies would be based on a more appropriate theory (e.g., SFL). For instance,
some fields like Word of Mouth Marketing (WOMM) and advertising heavily rely on the
communication process models. This study suggests that marketers in these fields should
apply at the very least a functional and definitely, a semantic model of communication as the
previous process model lacked a means of deciphering the meaning of communications
(P1).
Marketers have delved into peer-to-peer communications to understand consumer’s
experiences of the consumed products. However, this study suggests that paying attention to
eWOM communication can reveal more details about consumer’s consumption experiences
than its offline counterpart can. This is because a typical eWOM is usually loaded with more
meaningful information about the product than a typical WOM. Therefore, this study suggests
managers and marketers to monitor eWOM communications frequently to have a better
understanding of consumer’s consumption experiences (P2). These results can also benefit
consumers. Consumers use both WOM and eWOM to seek information in the process of
making decisions. This study suggests that a consumer might be better off using eWOM than
WOM during his/her decision-making process especially if he/she does not possess adequate
knowledge about the product (P3).
The next suggestion this study makes is relevant to the amount of information marketers
should provide when advertising products. The findings indicated that a typical consumer
knows a greater range of consumption vocabularies and lexis about hedonic products than
utilitarian products. This implies that marketers need to provide more information and details
when advertising or promoting utilitarian products than hedonic products (P4). Such an
approach will also enhance consumer’s decision-making process (P5). That is, receiving
optimal amount of information increases consumers’ likelihood of purchase whereas too much
or too little information usually deter consumers from initiating a purchase. Previous studies
also confirm the importance of receiving optimal amount of information for consumer’s
decision (e.g., Branco et al., 2015).
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The use of SFL resources in this study also has several implications for marketers.
Specifically, this study reveals how marketers can better understand different peer-to-peer
communication’s characteristics by using relevant SFL resources, and uncovering their
embedded meanings (P6). For instance, one of the SFL resources this study selected and used
was modalisation (e.g., certainly). Use of modalisation in a consumer’s language signals lack
of expertise. Thus, this research guides marketers to better understand different peer-to-peer
communication’s characteristics by: i) using relevant SFL resources to analyse consumer’s
communication, and ii) understanding the meanings behind consumers’ utterances and scripts.
Other practical implications of this research are based on differences in the peer-to-peer
communication’s characteristics (e.g., valence, indicators of source expertise) across different
mediums (P7) and products (P8). Specifically, the indicators of peer-to-peer communication
characteristics in consumer’s language varied in different contexts. For instance, the indicator
of valence (i.e., appraisal) revealed that in WOM, consumers’ language was more positive
when evaluating utilitarian services than hedonic services. Oppositely, in eWOM, consumers’
language was more positive when evaluating hedonic services than utilitarian services. The
same differences in relation to the other characteristics exist (e.g., tie-strength, source
expertise). Therefore, marketers should consider both the communication’s mediums and
topics when sending the information out to the targeted consumers. Using the above example,
a commercial message should be more positively valenced when promoting hedonic than
utilitarian products in online mediums.
The findings from valence and it’s subsystems of affect, judgment, and appreciation have
multiple implications for marketers. Most of the previously published peer-to-peer
communication studies classified and coded everything that contained positive or negative
connotations in to valence. This study’s findings show that the consumer’s evaluation of
products is not just a general positive-negative dichotomy. That is, a consumer’s positivenegative evaluation of products includes his/her feelings (i.e., affect), his/her opinion toward
the staff or the people that were involved in his/her consumption’s experience (i.e.,
judgement), and the value of the product in terms of its quality, cost, and the like (i.e.,
appreciation). Classifying consumer’s evaluation based on these linguistic subsystems helps
marketers to know what aspects of the products consumers mostly liked and vice versa. Thus,
the first implication for marketers is to analyse consumer’s valence based on affect, judgment,
and appreciation (P9).
233

The next implication these findings offer can be highly relevant to online marketers and
website managers (e.g., review sites, social media). Online marketers and website managers
should change the design of their websites in order to provide the relevant criteria for
consumer’s feedback based on the product’s type. Enabling consumers to leave eWOM
messages that cover different aspect of their consumption experiences will help online
marketers and review sites’ managers to more easily understand consumers’ feedback. For
instance, most of the sites ranging from social media (e.g., Facebook) to business review (e.g.,
Google) and electronic commerce (e.g., Amazon) do not have a feedback area that thoroughly
captures different aspects of consumers’ consumption experiences. As such, these sites (e.g.,
Facebook, Google, and Amazon) have only two options for consumers’ feedback: i) Star Sign
Rating, and ii) Write a Review. A few other sites like Tripadvisor offer more options. In
particular, Tripadvisor’s feedback area contains more options like evaluating a service based
on its “value” which is relevant to the subsystem of appreciation. However, even a
well-known review site like Tripadvisor still lacks some other aspects of the consumer’s
evaluation criteria such as affect (i.e., consumer’s feeling and emotion). Thus, the implication
these findings have for online marketers and website managers is to provide all the appraisal
(valence) subsystems (i.e., affect, judgement, and appreciation) in the consumers’ feedback
area so that they could easily track and understand consumer’s consumption experiences
(P10). This approach will also help eWOM readers to know what aspects of a product led
their fellow consumers to leave positive and/or negative eWOM.
The last implication for online marketers relates to the manual sentiment analysis (P11). The
availability and rise of datasets for machine learning algorithms have increased marketers’
interest in using text-mining tools to conduct sentiment analysis (Pang and Lee, 2008).
Although text-mining tools enabled online marketers to analyse large corpora of consumer’s
sentiments quickly (He et al., 2015), such programs ignore context, irony, and sarcasm
(Tausczik and Pennebaker, 2010). For instance, the following text that was extracted from our
data set and has been coded as a negative sentiment (affect-unhappiness):

we had a bit of too much fun (afun) and we nearly just passed that assignment

The word fun implies positive emotion: (affect-happiness). However, looking at the context
of this clause, too much fun implies a negative emotion as the consumer was inferring that
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her excessive amount of fun could have led to a negative outcome, which is not passing the
subject. The same text was submitted in to a sentiment analysis software called NaSent.
NaSent is a sentiment analysis tool with the ability to understand how words form meaning by
classifying them into five groups: very negative, negative, neutral, positive, and very positive.
However, NaSent coded too much fun as a positive sentiment given that it ignored the text’s
context and the irony that was embedded in the text. Thus, this research suggests to marketers
to employ manual sentiment analysis on the whole corpora, or at the very least on a large part
of their corpora so that they could have a better understanding of consumers’ sentiments
(P11).
Table 6.2: Practical Contributions (11)
Contributions to Stakeholders (e.g., Marketers, Advertisers, Online site managers)
P1

marketers should apply at the very least a functional and definitely, a semantic model
of communication as the previous process model lacked such characteristics

P2

marketers should monitor eWOM communications more frequently to have a better
understanding of consumer’s consumption experiences

P3

novice consumers should use eWOM than WOM during their decision-making process

P4

marketers should offer more information and details when advertising or promoting
utilitarian products than hedonic products

P5

helps consumers to receive optimal amount of information given that too much/little
usually deter consumers from initiating a purchase

P6

inform marketers about different peer-to-peer communication’s characteristics by
using relevant SFL resources, and uncovering their embedded meanings

P7

marketers should take in to account the impact of mediums when sending the
information out to the targeted consumers

P8

marketers should take in to account the impact of product’s type when sending the
information out to the targeted consumers

P9

helps marketers to analyse consumer’s valence based on affect, judgment, and
appreciation

P10

inform online marketers and website managers to provide all the appraisal (valence)
subsystems (i.e., affect, judgement, and appreciation) in the consumers’ feedback area

P11

inform marketers to know the importance of using manual sentiment analysis on the
whole corpora, or at the very least on a large part of their corpora
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6.5.3 Methodological Contributions
This research offers several methodological contributions. This involves mapping of SFL to
peer-to-peer communications (M1-M2), application of specific SFL methods to peer-to-peer
communication (M3-M8), use of quantitative methods in linguistics (M9-M12), and
application of linguistic resources to quantitative research design (M13-M14). These
contributions will benefit researchers from different fields such as marketing (M1-M8 and
M13-M14) and linguistic (M9-M12).
Parts of the methodological contributions in this study are based on the mapping of SFL to
peer-to-peer communications (M1-M2). That is, the use of the SFL properties to develop a
language resource selection process as a basis for analysing WOM/eWOM communication,
and the development of an analysis framework for sequencing and workflow of the selected
language resources. Given that no peer-to-peer communication study has yet attempted to use
SFL, this study provided an insight toward the language resource selection and analysis
framework of this functional-semantic theory. These contributions largely benefit studies that
are interested in understanding the consumer’s language.
This research also made 6 other methodological contributions based on the application of
specific SFL methods to peer-to-peer communication (M3-M8). That is, this research made
two methodological contributions by demonstrating the method for applying the SFL resource
of mode to communicatively distinguish between WOM and eWOM as well as hedonic and
utilitarian products. Furthermore, this thesis offers two more methodological contributions by
showing the method on application of the SFL resource of speech functions and modality to
determine the extent to which communication mediums and product types’ impact on
language indicators of source expertise and tie-strength. This thesis made two more
methodological contributions by showing the method on application of the appraisal theory, a
theory that was evolved on the basis of the SFL theory, to provide a distinctive view of
valence, affective, and cognitive contents.
These contributions benefit marketing communication and WOM/eWOM scholars in several
ways. Firstly, these contributions facilitate marketing researchers by understanding how to
select and use relevant SFL resources to better understand mediums, topics, and peer-to-peer
communication’s characteristics. Secondly, most previous studies that used linguistic
resources did not recourse to a linguistic theory (e.g., Ludwig et al (2013)). Therefore, the
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SFL methods in this thesis benefits marketing and peer-to-peer communication researchers by
showing how to use specific SFL resources into peer-to-peer communication’s context.
This research offers 4 methodological contributions by using quantitative methods in
linguistics. Using quantitative methods in linguistics is not a common approach. Specifically,
this research took a novel approach by conducting an experiment and employing an
embedded mixed methods design to investigate linguistic differences of the generated corpora
in terms of mediums and products (M9). Furthermore, this thesis made two additional
contributions by showing the correspondent of quantitative analysis in verifying the utility,
appropriateness and relevance of SFL in communications mediums (M10) and topics (M11).
This thesis made another contribution to the use of quantitative methods in linguistics by
employing statistical methods to establish quantitative differences of texts in terms lexical
density and grammatical intricacy (M12).
The last two methodological contributions are based on the application of linguistic resources
to quantitative research design (M13-M14). In detail, this study developed a design
framework for ensuring linguistically standardised test for stimulus materials in experiments.
Furthermore, this research used SFL resources to design linguistically standardised scenarios
for use in experimental research. Neither M13 nor M14 has been yet applied in the marketing
field. For instance, most of the previous experimental studies that focused on some
characteristics such as Valence used scenarios that were not linguistically standardised.
However, this study’s experiment developed and used linguistically balanced scenarios
through the SFL resource of appraisal.
Table 6.3: Methodological Contributions (14)
Mapping of SFL to Peer-to-Peer communications (2)
M1

the use of the stratal and metafunctional properties of SFL to develop a language
resource selection process as a basis for analysing WOM/eWOM communication

M2

the development of an analysis framework for sequencing and workflow of the
selected language resources identified in M1

Application of Specific SFL Methods to Peer-to-Peer Communication (6)
M3

the use of an SFL resource of mode (LD/GI) to communicatively distinguish between
communication medium (WOM/eWOM)

M4

the use of an SFL resource of mode (LD/GI) to communicatively distinguish between
communication topic (hedonic/utilitarian)

M5

the use of the SFL resource of speech functions and modality to determine the extent
to which communication medium impacts on language indicators of source expertise
237

and tie strength
M6

the use of the SFL resource of speech functions and modality to determine the extent
to which communication topics impacts on language indicators of source expertise
and tie strength

M7

the use of an SFL resource based on Martin and White’s (2005) appraisal theory to
provide a nuanced view (including affect, judgement, appreciation) of valence in
peer-to-peer communication

M8

the use of an SFL resource based on Martin and White’s (2005) appraisal theory to
provide a nuanced view (including affect and appreciation) of affective and cognitive
contents in peer-to-peer communication

Use of Quantitative Methods in Linguistics (4)
M9

employing an embedded mixed methods design with an experimental framework
to investigate linguistic differences across different situations (mediums and topics)

M10 the identification of commensurate quantitative analysis to verify the utility,
appropriateness and relevance of SFL in communication mediums
M11 the identification of commensurate quantitative analysis to verify the utility,
appropriateness and relevance of SFL in communications topics
M12 the use of statistical methods to establish quantitative differences in LD/GI in texts
Application of Linguistic Resources to Quantitative Research Design (2)
M13 the development of a design framework for ensuring linguistically standardised test
for stimulus materials in experiments
M14 the use of SFL resources to design linguistically standardised scenarios for use in
experimental research

6.5.4 Substantive Contributions
This research offers several substantive contributions that can also lead to various benefits for
the marketing scholars. This research generated linguistic corpora (i.e., collection of texts) in
peer-to-peer marketing communications (S1-8). The prominence of developing corpora is
widely established in other disciplines like linguistic as a substantial source for other scholars
to use for their investigations (e.g., grammarians) (Thornbury and Slade, 2006). However, to
the best of this researcher’s knowledge, no study in the context of peer-to-peer
communications has yet attempted to develop and collect corpora of texts that are generated
from standardised input.
Previous WOM and eWOM studies used different approaches to generate corpora of texts
(i.e., written or spoken). This mainly involved providing a set of questions and using different
techniques such as focus-group interviews and Critical Incident (CI) questions (e.g., Serenko
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and Stach, 2009, Mangold et al., 1999, Mazzarol et al., 2008, Sweeney et al., 2012). However,
the corpora that have been generated via these approaches were not based on standardised
input. For instance, Mazzarol et al. (2008) study used a set of questions to collect consumers’
corpora (i.e., spoken texts) in relation to different peer-to-peer communication’s
characteristics such as valence, message content, etc. However, there is no evidence that the
focus group or the critical incident questions, which prompted participants to share
positively-negatively valanced experiences, were standardised. That is, providing
linguistically balanced questions that did not lead participants to overemphasis on the
negative and/or positive aspects of their consumption experiences was not evident. Thus, this
study offers corpora of texts to the future marketing researchers that are established upon
consistent input (e.g., valence, source expertise, and tie-strength). This research also generated
corpora based on the interactions of different mediums and topics (S5-8). However, to the
best of my knowledge, the provided corpora from most of the previous studies are confined to
one medium (e.g., eWOM) and/or one type’s of product (e.g., Hedonic) (e.g., Brown et al.,
2007). Therefore, this study offers a substantial source of texts across different fields like
Utilitarian-WOM, Utilitarian-eWOM, Hedonic-WOM, and Hedonic-eWOM for the future
scholars.
The application of SFL resources into peer-to-peer communication context helps to have a
better understanding of this domain (S9-S18). In particular, this study used lexical density and
grammatical intricacy to clearly identify linguistic differences between WOM and eWOM
(S9). The identified differences have several implications for the marketing domain given that
the process model of communication did not identify such a difference. The findings suggest
that a typical eWOM contains more information than a typical WOM as eWOM is lexically
dense and contains more meaningful words (i.e., adjective, noun) compared to its offline
counterpart that is grammatically dense and contains more functional words (i.e., auxiliary
verbs). While no peer-to-peer communication study has yet attempted to identify such a
difference, this result can have several implications for WOM and eWOM researchers. For
instance, some of the previous researchers that were interested in understanding the role of
functional words, used eWOM (e.g., Ludwig et al., 2013), whereas those that were interested
in the role of the content words focused on WOM (e.g., Sweeney et al., 2012). This study
suggests that the mediums shape the structure of a message. That is, depending on the goal of
the study, a researcher should determine and select the communication medium. For instance,
if the goal of the research is to explore and understand the role of functional words in a
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communication, it is better to use WOM (e.g., face-to-face conversations, phone dialogues).
However, if the study’s aim is to understand the role of content words in a communication, it
is better to employ eWOM (e.g., review sites, blogs).
The next substantial contribution of this research relates to differences in lexical density (LD)
concerning hedonic and utilitarian products (S10). This contribution has some implications
for the marketing domain. Specifically, the finding shows that service’s type that is the focus
of the communication has an impact on the language used to describe hedonic and utilitarian
services. This is consistent with the previous studies that looked at consumer’s language in
hedonic and utilitarian context (Kronrod and Danziger, 2013, Moore, 2012, 2015). The result
indicates that consumers know a greater range of consumption vocabularies and lexis about
hedonic products than utilitarian products. This result adds another distinctive characteristic
that can differentiate utilitarian from hedonic products. In particular, previous researchers
found several differences between utilitarian and hedonic products such as “should vs. wants”,
“functional vs. aesthetics”, “cognitive vs. affective”, “pain avoidance goals vs. pleasure
seeking goals” and the like (Kakar, 2015). To the best of this researcher’s knowledge, no
study has yet attempted to differentiate hedonic from utilitarian products based on the density
of their lexis. Accordingly, this study adds a new characteristic to the literature that
differentiates hedonic from utilitarian products: lexical density (i.e., hedonic) vs. lexical
sparsity (i.e., utilitarian).
This study offers 8 more substantive contributions by understanding different peer-to-peer
communication characteristics based on SFL resources (S11-S18). There is a growing interest
in understanding different peer-to-peer communication characteristics through consumer’s
language (Packard and Berger, 2017). For instance, Packard and Berger (2017) recent study
used some linguistic indicators (e.g., modality) to identify source expertise in the consumer’s
language. Therefore, this study adds to the knowledge of this small but growing stream of
research that focuses on consumer’s language to better understand peer-to-peer
communication and the associated characteristics (e.g., Kronrod and Danziger, 2013, Moore,
2012, 2015, Packard and Berger, 2017, Schellekens et al., 2010). As such, this thesis has
shown how different linguistic resources indicate source expertise, tie-strength, valence,
affective content, and cognitive content in consumer’s language across different mediums and
services (S11-S18).
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Table 6.4: Substantive Contributions (18)
Development of Linguistic Corpora in Peer-to-Peer Marketing Communications (8)
S1-8

developed a collection of a corpora of texts generate from standardised input
(see M13 and M14).
S1-4: Four corpora comprised of 40 texts in each for WOM, eWOM, Utilitarian,
and Hedonic.
S5-8: Four corpora comprised of 20 texts in each for Utilitarian-WOM,
Utilitarian-eWOM, Hedonic-WOM, and Hedonic-eWOM.

Understanding of Peer-to-Peer Marketing Communications Using SFL (10)
S9

used lexical density and grammatical intricacy to clearly identify linguistic
differences in WOM, eWOM communication

S10

used lexical density to clearly identify linguistic differences in word or mouth, texts
concerning hedonic and utilitarian products

S11-12 Shown how the speech functions of command reveal different indicators of
tie-strength across medium(S11)/product type(S12) in peer-to-peer communications
S13-14 Shown how the speech function of command and the linguistic resource of
modalisation reveal different indicators of source expertise across
medium(S13)/product type(S14) in peer-to-peer communications
S15

demonstrated how appraisal resources can expose nuanced differences related to
valence in how people communicate about hedonic and utilitarian products

S16

demonstrated how appraisal resources can expose nuanced differences related to
valence in how people communicate across different communication mediums
(WOM, eWOM)

S17

demonstrated how appraisal resources can expose nuanced differences in cognitive/
affective contents of people’s communications about hedonic and utilitarian
products

S18

demonstrated how appraisal resources can expose nuanced differences in cognitive/
affective contents of people’s communications across different communication
mediums (WOM, eWOM)

6.6 Limitations and Directions for Future Research
Similar to any scholarly work, this thesis has several limitations. Some of these limitations are
due to the ground-breaking nature of the methods (SFL) applied to the topic (peer-to-peer
communications). Nevertheless, the limitations offer opportunities for the future research.
First, this study focused on the communication elements that involve initiating an interaction.
Sweeney et al. (2012, p.241) reported, “The message must be received, translated and acted
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on to complete the WOM delivery cycle”. This thesis did not use the full communication
cycle, as this is the first study aimed to establish that communication differences existed at
any level prior to looking at the more complex cycle. However, future research could expand
this work by considering the full communicative cycle or at very least the recipient’s
perspective.
Second, there are different characteristics that have a substantial role in a WOM/eWOM
communication. For example, “volume” or the quantity of the information (e.g., Reviewers’
Rating) has received increasing attention from both marketing scholars and managers. This
concept has received a substantial attention as it facilitates consumer’s decision by converting
all the reviewers’ input into an easy and quick overall impression of the product (Qiu et al.,
2012). Several studies also associated “volume” in online mediums (e.g., Amazon.com) with
product sales (Chevalier and Mayzlin, 2006, Davis and Khazanchi, 2008, Liu, 2006).
However, this research focused on the message at the individual level. Therefore, future
research should extend this study by employing other characteristics (e.g., “homophily”,
“trust”, and “volume”) that have been repeatedly reported to have a substantial impact on
consumer’s decision.
Third, the selected online medium (i.e., email) for this study represents a small portion of
eWOM mediums. As discussed in chapter 2, eWOM mediums are diverse ranging from email
to discussion forums (e.g., zapak), review websites (e.g., TripAdvisor), blogs and social
networking sites (e.g., Facebook, Twitter). Chan and Ngai’s (2011) eWOM literature study
identified review sites and blogs to be the most widely investigated eWOM channels while,
one-to-one mediums like email found to be the least studied channels. This could be because
channels like review sites or social media sites are the mediums that are commonly used by
marketers and consumer, and highly visible. For instance, evidence shows that social media
sites like Facebook have outpaced email as the most popular online activity that consumers
use to interact with each other (Chu and Kim, 2011). Furthermore, 77% of consumers refer to
review sites (e.g., Tripadvisor) when making a purchase decision (Xie et al., 2016), which
makes these mediums to be attractive for both consumer and marketers. However, the eWOM
findings in this study are derived from a less popular medium (i.e., email) that may not
represent all form of eWOM used by consumers and/or marketers. Thus, future research could
replicate this study’s findings by using mediums that are more prevalent amongst consumers,
marketers, and researchers.
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Fourth, this research ignored the relevance of communication’s scope to services’ types.
Previous studies have classified eWOM mediums based on the communication scope and
classified them into three groups: one-to-one (e.g., email), one-to-many (e.g., review sites),
and many-to-many (e.g., forum) (Litvin et al., 2008). Evidence shows that consumers’ use of
mediums varies and could be relevant to the product’s type. For instance, there is an emerging
trend for consumers to use many-to-many eWOM sites (e.g., forums) to assess utilitarian
services (e.g., university’s course and lecturer: RateMyProfessors.com) (Steffes and Burgee,
2009). However, consumers use one-to-many eWOM sites (e.g., review sites) when choosing
hedonic services (e.g., hotel: Tripadvisor) (Xie et al., 2016). Unlike this emerging trend, this
research ignored the relevance of communication’s scope to services’ types and used
one-to-one medium (i.e., email) for both hedonic and utilitarian services. This is because the
focus of this research was to see how linguistic characteristics vary across different topics but
within one medium. However, future research could extend this study by considering the
relevance of products’ types and the scope of communication when selecting eWOM
mediums.
Fifth, the findings in this study used the hedonic-utilitarian dichotomy in the context of
services. But, other product classifications exist. Specifically, another product classification
that played a major role in the previous WOM/eWOM studies is
“search-experience-credence”. Furthermore, previous studies used this classification across
both goods and services (e.g., Davis and Khazanchi, 2008, Jiménez and Mendoza, 2013,
Sweeney et al., 2008, Yap et al., 2013). However, the findings from this study are confined to
“services” and “hedonic-utilitarian” dichotomy. Thus, to be more confident that the findings
of this study are relevant to other product’s classifications, future research should replicate
this research’s approach using: i) other product’s types such as “search-experience-credence”
or, ii) hedonic-utilitarian dichotomy but in the context of goods instead of services.
Sixth, the results from the statistical stream of this research are derived from a small sample
size (i.e., 40 participants). This study used a small sample size due to the long and
complicated analysis process that was required to obtain LD and GI scores. The small sample
size in this study was mitigated by the research design. Nevertheless, it is important for the
future research to consider using a larger sample size.
Seventh, there is a possible confounding factor in this study given that one set of treatments
(WOM) participated individually, whilst the other set of treatment (eWOM) in some instances
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recruited as a group. While both groups were able to communicate their peer-to-peer message
privately, the participants in the latter group could have been distracted for different reasons
(e.g., sound of each other’s keyboards while typing). Therefore, future studies that use both
WOM and eWOM mediums should minimize the role of any elements that can have impact
on the experiment’s outcomes.
Eighth, the results in this study are limited to a few SFL linguistic resources. SFL is a very
broad theory with a number of analysis tools/techniques that can be used to explore
peer-to-peer communications from different perspectives. For instance, one of the linguistic
resources in SFL is context of culture. There is also a large stream of research that focused on
the role of culture in the peer-to-peer communication’s context. For instance, Christodoulides
et al. (2012) investigated the influence of eWOM on coumser’s purchase decision across
different national cultures (i.e., Chinese vs. UK). This research did not consider culture as the
priority of this study was to focuse on the characteristics that were relevant to the
communicator and message. However, the future research could extend this study by using
other SFL sources (e.g., context of culture) that have received increasing attention by the
previous WOM/eWOM researchers.
Ninth, the WOM and eWOM’s findings of this study are not relevant to other forms of
peer-to-peer communication such as viral marketing or Word of Mouth Marketing (WOMM).
There is a large stream of research that focuses on viral marketing or Word of Mouth
Marketing (WOMM). That is, the influence that marketers have on consumers to discuss,
“Like”, “Share”, or spread marketing-relevant information with other consumers using
Facebook, tweeters, blogs, e-mails, and the like (Chiu et al., 2014, Hu and Ha, 2015, Kozinets
et al., 2010). For example, when a consumer "Likes" a post of a brand, his/her “Like” will
automatically appear in the news feed, which directly spread the message online (Hu and Ha,
2015). The focus of this research was using messages that were genuinely generated by
another consumer without the influence of marketers. Thus, the findings of this research may
not be applicable to other forms of peer-to-peer communication such as WOMM.
Nevertheless, future research can extend this work by replicating our approach in the context
of viral marketing or WOMM.
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6.7 Conclusion
This was the last chapter of this thesis. The main purpose of this chapter was to outline the
identified findings, contributions, and limitations of this study. Hence, the following sections
were discussed in this chapter.
Section 6.2 discussed the research aim of the study. This section repeated the research aim of
this thesis to highlight the major goal that drove this project. In section 6.3, the identified
findings from the hypotheses were discussed. In detail, all the hypotheses were supported and
their relations to the previous studies were discussed in this section. In section 6.4, the
findings from the research questions were discussed. That is, discussion of the findings from
the peer-to-peer communication characteristics (e.g., tie-strength, valence) along with the
explanations for the mixed results of the previous studies. Section 6.5 delineated the
contributions of this thesis. That is, this section illustrates the importance of this research by
showing the theoretical, practical, methodological, and substantive contributions this research
has made. Similar to any scholarly work, this research also had some limitations. However,
these limitations offered opportunities for the future research work. Thus, the last section in
this chapter described the limitations and directions for the future research of this thesis.
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APPENDIX 1: DETAILS OF CONCEPTUALISATION, CHAPTER 3
A 1.1: Mode
Mode: Lexical Density (LD) and Grammatical Intricacy (GI)

Halliday (1985) classified the functional outcome of the situational differences between spoken and
written language in mode as Lexical Density (LD) and Grammatical Intricacy (GI). In detail, Halliday
(1985) theorised that written language becomes complex by being lexically dense. He further argued
that this is due to the fact that written language packs a large number of lexical items or content words
into each clause. On the other hand, spoken language becomes complex by being grammatically
intricate. Hence, the complexity of spoken language is in its grammatical complexity (i.e., GI),
whereas that of written is lexical (LD) (Halliday, 1994, Halliday, 1985)

Halliday (1985) offers an approach to measure LD and GI. In particular, the formula to measure LD is:
the number of lexical items as a ratio of the number of clauses (Halliday, 1985). And the measurement
formula for GI is: the number of clauses as a ratio of the total number of clause complexes (Castello,
2008, Eggins, 2004). Hence, measuring LD involves: i) identifying and separating lexical items from
functional items and, ii) finding clauses in a text (spoken or written). Similar to LD, measuring GI
also includes identifying clauses. However, unlike LD, calculating GI also involves finding the
number of clause complexes or sentences in a text. As discussed in chapter 4, measuring LD and GI
involves identifying four criteria: 1) clause complexes, 2) clauses, 3) lexical items and, 4) functional
items. Thus, the following section will provide the relevant details in relation to these criteria.

1. Clause Complexes and 2. Clause

To measure LD and GI, the next step is to identify clauses and clause complexes. In SFL, a clause is
“any stretch of language centred around a verbal group” (Thompson, 2014, p.17). Hence, identifying a
clause usually involves finding a verb and its relevant subject (Thompson, 2014). We use the term
clause complex (sentence of multiple clauses) when there are several clauses linked together. Halliday
(1994) argued that the notion of “clause complex” enables us to account in full for the functional
organization of sentences. Hence, there will be no need to bring in the term “sentence” as a distinct
grammatical category in SFL (Halliday, 1994). As a result, in SFL, a sentence will be referred to as a
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clause complex. We also employ the term clause simplex to refer to single clause (or sentences of only
one clause) (Eggins, 2004, Halliday, 1994).

The use of the term clause complex is similar in both written and spoken language. But, the
boundaries for separating clause complexes are different. Specifically, in written text, clause complex
boundaries are indicated by full stops (Eggins, 2004). However, in spoken language the clause
complex boundaries are indicated by a combination of rhythm, intonation and pauses (Eggins, 2004).
Despite the differences in the clause complex boundaries in written and spoken texts, identifying
clause complex in both forms seems to be simple. In contrast, recognising and separating clauses
within a clause complex is more complicated, as (Halliday, 1985, p.67) claimed “It is not always easy,
however, to recognise what a clause is”.

A sequence of clauses cannot simply be strung together (Halliday, 1985). But, the relationship
between clauses has to be brought up (Halliday, 1985). Halliday (1994) interprets the relationships
between clauses in clause complex in terms of two systemic dimensions: i) Logico-Semantic System;
and ii) System of Taxis. Logico-Semantic System shows the specific type of meaning relationship
between linked clauses, while taxis system describes the interdependency relationship between
clauses (Eggins, 2004). As discussed in section 3.3, SFL looks at language as networks of interlocking
options. In detail the relationship between logico-semantic system and the system of taxis is a
paradigmatic relation (opposite to each other). As Halliday and Matthiessen (2004) confirmed,
paradigmatic relation enables us to choose what could go instead of what. In view of that, this
research employs the interdependency relationship between clauses instead of meaning relationship.
Thus, the system that this research uses to separate clauses is taxis (See Figure A 1.1).
Parataxis
Taxis
Hypotaxis
Clause Complex
Projection
Logico-semantic
Expansion

Figure A 1.1: System of the clause complex (Source: Eggins, 2004)
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i) Taxis (System of Interdependency)
In System of Interdependency or Taxis, the relationship between clauses is an interdependency
relationship that linked together (Eggins, 2004, Tâm, 2013). In other words, the system of taxis
captures the dependency, or independency, relationship between adjacent clauses (Eggins, 2004). In
view of that, Halliday (1985) proposed two options: 1) Parataxis and 2) Hypotaxis. In parataxis,
clauses relate to each other as equals, none being dependent on any other (Halliday, 1985). That is,
each clause in a paratactic complex could usually stand alone as a complete sentence (Eggins, 2004).
The markers that mainly link clauses with paratactic relation are coordinate conjunctions (e.g., and, or)
and punctuations (e.g., comma, colon). Given that each clause in parataxis can stand alone, the only
variable is which one occurs first (Eggins, 2004). In hypotaxis, on the other hand, clauses relate to
each other as unequals, one being dependent on another (Halliday, 1985).

In hypotaxis, clauses relate to each other in a modifying or dependency relationship (Eggins, 2004).
Unlike parataxis clauses that can stand alone, almost all hypotactic clauses are linked to their
dominant or head clause with some explicit markers such as relative pronouns (e.g., who, which),
subordinating conjunctions (e.g., as, if), and the like. To recognise the difference between parataxis
and hypotaxis in a clause complex, there are some markers that show for interdependency or
dependency relationships amongst clauses. In particular, Eggins (2004) provided a list of markers for
both parataxis and hypotaxis clauses that can help to relatively draw a distinction between clauses.
Interdependency or parataxis markers include:

1. Paratactic conjunctions: and, but, so, neither . . . nor, either . . . or
2. Punctuation marks: colon, semi-colon, comma
The following example illustrates a clause complex with parataxis structure:
My computer ran its checks of memory stores, II and drew a blank (Source: Eggins (2004))
The markers Eggins (2004) suggested for dependency or hypotaxis include:
1. Relative pronouns: who, which, that, whose…
2. Hypotactic conjunctions (Subordinating conjunctions): when, if, where, as, while, before,
because, unless, although, even if. . .
3. Verbal conjunctions: supposing that, granted that, provided that, seeing that…
4. Prepositional markers in non-finite clauses: to, for
The following example shows a clause complex with hypotaxis structure:
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My computer ran its checks of memory stores, II drawing a blank (Source: Eggins (2004))

ii) Coding Clause Complex
Halliday (1994) provided a structure to code hypotaxis and parataxis clauses. In hypotaxis clauses, the
relations between clauses involve unequal status. Hence, a hypotactic structure is represented by the
Greek letter notations such as α (alpha), β (beta), γ (gamma), etc. Particularly, Greek letters (α, β, γ, δ,
etc.) can be used to label hypotactic clauses, with the alpha (α) reserved for the dominant or head
clause, wherever it occurs. The other Greek letters, from beta (β) onwards, are then attached in
sequential order to represent clauses dependent on the main/dominant clause (Eggins, 2004). To
exemplify, with two-clause complexes the “dominant” or “head “clause that can stand alone is “α”
while the “dependant” clause that cannot stand alone as a sentence is “β” (Eggins, 2004). The
following example shows how the above mentioned hypotaxis clause can be represented by the Greek
letter notations:

My computer ran its checks of memory stores (α), drawing a blank (β) (Source: Eggins (2004))

But, clauses in paratactic relations are equal in status. For that reason, Halliday (1994) suggested the
use of numerical notations such as 1, 2, 3, etc. More specifically, clauses in paratactic relation are
numbered sequentially, that is, "1" signifies the first clause, followed by "2" for the second clause, and
so on. With two-clause complexes, for example, the “initiating” clause is “1” while the “continuing”
clause that can stand alone as a sentence is “2” (Eggins, 2004). The following example shows how the
earlier parataxis clause could be represented by numerical notations:

My computer ran its checks of memory stores (1), and drew a blank (2) (Source: Eggins (2004))

These principles are summarised by Halliday (1994) in the following table:

Table A 1.1: Primary and Secondary Clauses

Primary

Secondary

Parataxis

1 (initiating)

2 (continuing)

Hypotaxis

α (dominant)

β (dependent)
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Although a clause complex could sometime be either paratactic or hypotactic, a clause complex is
usually a combination of both options. As Halliday (1994, p.218) claimed: “A typical clause complex
is a mixture of paratactic and hypotactic sequences, either of which may be nested inside the other”.
The following example shows a typical clause complex with a mixture of paratactic and hypotactic
sequences:
In pain, Kukul pulled out the arrow (1) and headed for the river (2α) to wash his wound (2β). (Source:
Hallida et al., 2004)

iii) How to Breakdown and Present Clauses: A Procedure for Analysis
Eggins (2004) offers a procedure for clause complex analysis in a text. This thesis will use Eggins
(2004) procedure for clause complex analysis while using Halliday’s (1985) symbols to mark off the
boundaries. Specifically, when analysing clause complex relationships in a text, Eggins (2004)
suggests first to identify boundaries between clause complexes. Halliday (1985) marks off clause
complex boundaries using: III...III. The next step is to identify boundaries between taxis or ranking
clauses. Halliday (1985) marks off taxis boundaries using: II...II. Then, Eggins (2004) suggests
writing out the text with one ranking clause per line. The following table summarises all the
grammatical symbols this thesis will use for clause complex analysis. Consequently, the analysis in
terms of taxis can be written down on the left-hand margin.

Table A 1.2: Grammatical Symbols (Source: Halliday (1985))

Clause complex

III…III

Clause

II…II

Paratxis

1, 2, 3…

Hypotaxis

α, β, γ…

The following example demonstrates how to present clause analysis:

1
2

In pain, Kukul pulled out the arrow
α

and headed for the river

β

to wash his wound.

Source: Halliday and Matthiessen (2004)
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The above discussion shows how to identify and code clauses and clause complexes. However, in
SFL, not all the clauses enter into the taxis system. That is, there are some clauses that do not enter in
to the interdependency relations. The clauses that do not enter into taxis system called embedded or
rank-shifted clause. Hence, embedded or rank-shifted clauses will not be considered when measuring
LD of a text (Halliday, 1985). However, all clauses will be considered when calculating GI. The
following section will show how to identify and separate taxis from embedded clauses.

iv) Embedded Clause

As the term suggests, embedding is a process or construction where one clause is included (embedded)
in another (Crystal, 2008). Halliday and Matthiessen (2004 p. 426) referred to embedding as “a
semogenic mechanism whereby a clause or phrase comes to function as a constituent within the
structure of a group, which itself is a constituent of a clause … Hence there is no direct relationship
between an embedded clause and the clause within which it is embedded”. Thus, embedded clauses
do not enter into relations of hypotaxis or parataxis with other clauses and should be ignored (Martin
et al., 1997). In other words, it is relations between hypotaxis or parataxis clauses which are to be
analysed not embedded clauses. However, it is difficult in many cases to define whether the clause is
taxis or embedded.

Halliday emphasises on the fact that identifying a clause is not an easy task (Halliday, 1985). For that
reason, he suggests that whatever criteria we adopt to identify what a clause or an embedded clause is,
consistency is the key to get an accurate result (Halliday, 1985).

Following Halliday’s suggestion, the following list of probes that are derived from various SFL
studies can help to distinguish taxis from embedded clauses (e.g., Martin et al., 1997, Morley, 2000).
This means that if a clause doesn't fit to the following list, it is not an embedded clause. Halliday
(1985) marks off embedded clauses boundaries using [[...]]. These probes include:

1) Possibility of being a subject: When a clause can function as a subject, it is an embedded clause.
In detail, a non-embedded clause (ranking clause) cannot serve as the subject as it is a separate clause
and not a participant. However, an embedded clause has the possibility to function as a subject given
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that it could act as a participant or part of a participant in a clause (Morley, 2000). The following
example illustrates an embedded clause when it functions as a subject:

[[Playing the flute]] is not easy (Source: Morley (2000)).

2) Clauses coming after mental processes: Those clauses that come after a certain verbal groups
(i.e., mental processes) are considered as embedded clauses. To be specific, Halliday (1994) group
together clauses of “feeling”, “thinking” and “perceiving” under the general heading of mental
processes. In a clause of mental process, there is always one participant who is human; this is the one
that “senses” by feeling, thinking or perceiving (Halliday, 1994). Hence, the participant that is
engaged in the mental process is one that is referred to pronominally as “he” or “she”, not as “it”
(Halliday, 1994). Halliday (1994) further labelled

“feeling”, “thinking” and “perceiving” processes

in more general terms as (1) affection (liking, fearing etc.), (2) cognition (thinking, knowing,
understanding etc.), and (3) perception (seeing, hearing etc.). In SFL, those clauses that come after
mental processes of “affection” and “perception” are considered as embedded. For example:

Perception: I just heard [[him come in]] (Source: Martin et al. (1997))
Affective reaction: It annoys me [[that we have been unable to succeed]] (Source: Martin et al.
(1997))

To identify an embedded clause that comes after a “mental process”, there are also two probes that we
can use:

2.1) Possibility of inserting "The fact (that)"
One of the probes is whether we can easily add “the fact (that)” at the start of the second clause or not.
It is important to realise that “facts”, have nothing to do with truth (Thompson, 2014). In detail,
mental processes are involved things that we like, hate, etc (Martin et al., 1997). Hence, in SFL, the
mental processes occur as our “perception” or “affective” reaction and are therefore referred to as
“facts” (Thompson, 2014). In other words, “facts” can be sensed, perceived, or felt but we cannot do
anything or have anything done to them (Thompson, 2014). Therefore, If we can add “the fact (that)”
at the start of the second clause that comes after the above mental processes, this signals that it is
possibly an embedded clause (Thompson, 2014). The following example illustrates embedded clauses
when it comes after “affection”:
278

She regretted [[she had painted the house]]  She regretted (the fact) [[she had painted the house]]
(Source: Martin et al. (1997))

2.2) Possibility of substitution:
Another test is whether we can substitute a clause that comes after a mental process by “that” or “it”.
In particular, a non-embedded clause can usually be substituted by the word “so” or “not” (Martin et
al., 1997). On the other hand, an embedded clause cannot, and it can only be substituted by words
such as “that” or “it” (Martin et al., 1997). For instance:

She regretted [[that she had painted]]  she regretted it (Source: Martin et al. (1997))
3) Defining relative clause: Relative clauses are usually introduced by a relative word (Morley,
2000). Particularly, the term “relative” denotes the fact that the clause relates back to the antecedent
noun by the use of “relative” words (Morley, 2000). In other words, relatives are usually used to add
extra information about antecedent noun that is bounded to it by the relative word (Martin et al., 1997,
Thompson, 2014). A full range of relative forms include: who, which, that, when, where and why
(Thompson, 2014). However, relatives could be presented in two forms: 1) Defining Relative clause,
and 2) Non-Defining Relative clause. While a defining relative clause is considered embedded, a
non-defining relative clause is not. To separate a defining relative clause from a non-defining relative
clause, Halliday and Matthiessen (2004, p.402) suggest:

“As far their expression is concerned, non-defining relative clauses are clearly signalled both in
speech and in writing. In written English, a non-defining relative clause is marked off by punctuation usually commas, but sometimes by being introduced with a dash; whereas a defining relative clause is
not separated by punctuation from its antecedent. This in turn reflects the fact that in spoken English,
whereas a defining relative clause enters into a single tone group together with its antecedent, a
non-defining relative [clause] forms a separate tone group”.

In line with Halliday and Matthiessen (2004) rules, Martin et al. (1997) simplified and summarised
the differences between a defining relative clause and non-defining relative clause as below (See
Table A 1.3)
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Table A 1.3 The Differences between a Defining Relative Clause and Non-Defining Relative
Clause. Examples in italics. (Based on Martin et al. (1997))

Defining relative
clause

Spoken not on separate tone group
Written not separated by punctuation
the park [[which/that they used to like]] has been turned into a
shopping complex.

Non- defining
relative clause

Spoken on separate tone group, with tone concord
Written with separating punctuation symbols, usually commas
the park , which/that they used to like, has been turned into a
shopping complex.

4) Comparison: When a clause has a comparison structure, it is an embedded clause (Halliday, 1994).
Such clauses can be identified after a group of items such as “than”, “as”, and the like (Martin et al.,
1997). The following example illustrates an embedded clause with the comparison structure:
Garfield felt more tired [[than it had ever felt before]] (Source: Ping, 2017)
The following table (Table A 1.4) summarises the above discussion on how to identify embedded
clauses in text.

280

Table A 1.4: Distinguishing Non-Embedded from Embedded Clauses

Non-embedded

Embedded

1. Not subject possible

1. Subject possible

2. Clauses coming after the mental process of

2. Clauses coming after mental processes of

“cognition” and some others (e.g., verbal)

“affection” and “perception”

Probe tests:

Probe tests:

2.1 Not possible to insert "The fact (that)"

2.1 Possible to insert "The fact (that)"

2.2 Can be presumed by substitute so/not

2.2 Can be presumed by substitute that, it

3. Non-Defining Relative clause:

3. Defining Relative clause:

3.1 Spoken on separate tone group

3.1 Spoken not on separate tone group

3.1 Written separated by punctuation

3.1 Written not separated by punctuation
4. Comparison

3. Lexical Items and, 4. Functional Items
Lexical items are referred to as 'content words' (Halliday 1985). Content words are words that carry a
high information load (Thornbury and Slade, 2006). That is why content words are also considered as
the guts of communication (Pennebaker, 2011). Technically, content words include nouns, verbs,
adjectives and some kinds of adverbs (e.g., manner and sentence adverbs) (Eggins, 2004, Halliday,
1985, Thornbury and Slade, 2006, To et al., 2015). On the other hand, function words or grammatical
items are those that serve mainly a grammatical purpose (Thornbury and Slade, 2006). Functional
words are important but not meaningful in creating the overall architecture (Pennebaker, 2011).
Grammatical items include pronouns, determiners, finite verbs, conjunctions, prepositions, several
kinds of adverbs, interjections, discourse markers and reactive tokens (Eggins, 2004, Halliday, 1985,
To et al., 2015). The definition of all lexical items and grammatical items are provided below. In
particular, all the definitions derived from Crystal’s (2008) dictionary of linguistics and phonetics
except for a “Reactive token” that is taken from Clancy et al. (1996). Furthermore, Table A 1.5
presented below demonstrates some examples across all the items.
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Definition of Lexical Items

Noun: A term used in the grammatical classification of words to refer to name of a person, place or
thing;
Verb: A term used in the grammatical classification of words, to refer to a class defined as “doing” or
“action” words;
Adverb: A term used in the grammatical classification of words to refer to a diverse group of items
whose most frequent function is to specify the mode of action of the verb. In English, many adverbs
are signalled by the use of the -ly ending, e.g. quickly. Adverbs could range from adverbs of manner
to adverbs of temporal (time), locative (place), and the like;
Adjective: A term used in the grammatical classification of words to refer to the main set of items
which specify the attributes of nouns.

Definitions of Grammatical Items

Pronoun: A term used in the grammatical classification of words, referring to the closed set of items
which can be used to substitute for a noun phrase (or single noun). This includes different ranges like
personal pronoun, demonstrative pronoun, possessive pronoun, and the like;
Determiner: A term used in some models of grammatical description, referring to a class of items
whose main role is to co-occur with nouns to express a wide range of semantic contrasts, such as
quantity, number, articles;
Finite verb: It is a form that can occur on its own in an independent sentence
Conjunction: A term used in the grammatical classification of words to refer to an item or a process
whose primary function is to connect words;
Preposition: (n.) A term used in the grammatical classification of words, referring to the set of items
which typically precede noun phrases (often single nouns or pronouns), to form a single constituent of
structure;
Interjection: A term used in the classification of parts of speech, referring to a class of words which
are unproductive, and whose function is purely emotive;
Discourse marker: Sequentially dependent elements which delineate some units of speech, such as
oh, well;
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Filler: A term to refer to a form which can be used at a given place, or slot, in a structure such as um,
uh;
Reactive token: A short utterance produced by an interlocutor who is playing a listener's role during
the other interlocutor's speakership like o.k, right.

Table A 1.5 Relevant Examples for Lexical and Functional Items

Examples
Lexical Items

Noun

university, David, Apple

Verb

eat, read, think

Adverb (i.e., manner, sentence)

quickly, beautifully, honestly,
fortunately

Grammatical Items

Adjective

old, beautiful, useful

Pronouns (i.e., personal,

I, you, she, them, one, these,

demonstrative, possessive, reflexive,

those, mine, yours, myself,

indefinite)

yourself, nothing, anyone

Determiners (i.e., articles,

a, an, the, some, any, many, few,

quantifiers, numerals)

one, sixteen, second, third

Finite verbs (i.e., be, do, have,

am, is, are, do, does, have, has,

modals)

can, may

Conjunctions

and, but

Prepositions

in, at, of

Adverbs (i.e., Temporal, Locative,

now, then, below, above, very, not

Degree, Negative)
Interjections

gosh, yuk, wow

Discourse markers/ Fillers

well, uh, um, yes, yeah, oh

Reactive tokens

oK, right
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Now that the discussion on identifying clause complexes, clauses, lexical items, and, functional items,
is established, the following example demonstrates how to measure LD and GI in a text:
The party was a success because she organised things so well (Source: To et al. (2015))

1) Identifying clause complex and 2) clauses in a text:
α

The party was a success

β

because she organised things so well

Number of Embedded Clauses

0

Number of Clauses

2

Number of Clause Complexes

1

3) Identifying and separating lexical items from 3) grammatical items
Examples
Lexical Items

All Nouns

party, success, things

Verbs

organised

Two Kinds of Adverb (i.e.,
manner, sentence)

well

All Adjectives
Lexical Number

5

Grammatical Items

All Pronouns (i.e., personal,
demonstrative, possessive,
reflexive, indefinite)

she

All Determiners (i.e., articles,
quantifiers, numerals)

The, a

Finite verbs (i.e., be, do, have,
modals)

was

All Conjunctions

because

All Prepositions
Adverbs (i.e., Temporal,
Locative, Degree, Negative)
All Interjections
All Discourse markers/ Fillers
All Reactive tokens
Grammatical Number

6
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so

The LD score for the above example is:
LD score

Total number of content words

5

Total number of clauses (taxis) in a text

2

2.5

And, the GI score for the above example is:
GI score

Total number of clauses

2

Total number of clause complexes in a text

1
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A 1.2: Mood, Clause as Exchange
Overall Interpersonal Structure of a Clause: Mood + Residue

The interpersonal function of a clause has the structure of: Mood + Residue (Martin et al., 1997). In
SFL, mood is the guts of the argument while residue provides some information to the clause that are
less essential in the communication. In other words, the best way to grasp the interpersonal details of a
communication is by understanding the mood of a clause. In particular, by looking at how people use
these systems of mood one can reveal different interpersonal dimensions of their relationship like the
power of their relationship; the level of their closeness; their level of familiarity with each other; and
their attitudes and judgements (Eggins, 2004). Hence, one of the SFL’s characteristics that this thesis
will focus on is the mood of a clause to explore various interpersonal characteristics in WOM and
eWOM domain (e.g., tie strength, source expertise). Consequently, the following section will
thoroughly discuss the structure of the mood elements and show how to identify the mood in a clause.

Semantics of Interaction and Mood
Halliday and Matthiessen (2004) show the grammar of interaction from a semantic perspective. That
is, our use of language can reveal our established relationship with others. The system of mood is the
source for understanding this semantic perspective. In particular, the system of mood fits in to the
interpersonal metafunction of the language and is the grammatical source for realising an interactive
move in the conversation (Martin et al., 1997). The term “mood” is employed by Halliday and
Matthiessen (2004) both for the interpersonal structure of a clause and for the interpersonal element of
clause structure.

Generally, in a communication the role the speaker takes up might involve giving a commodity to the
receiver or demanding a commodity of him/her (Martin et al., 1997). Halliday theorised that the
metaphorical “commodity” being exchanged between interactants is either information or goods and
services (Eggins, 2004, Halliday, 1994, Martin et al., 1997). When the clause is used to exchange
information, it is called a proposition (Eggins, 2004). A proposition is something that can be
negotiated, but negotiated in a specific way. On the other hand, when the clause is employed to
exchange goods and services, we search for the grammar of proposals (Eggins, 2004).

Halliday (1994) used the term metaphorical “commodity” to classify dialogue into several speech
functions: Statement, Question, Offer, and Command. Each speech function shows a semantic choice
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that the speaker selects in a communication. For example, a speaker can take on a specific speech role
of command or question by demanding a commodity from the addressee. Similarly, a speaker can also
take on a speech role of statement or offer by giving a commodity to the receiver. Hence,
understanding these speech functions can reveal different aspects of a relationship such as closeness,
distance, or power status between the interactants (Eggins, 2004). The grammatical realisation for the
speech function of a statement is declarative mood, of a question is interrogative mood, of a command
is imperative, and of an offer is modulated interrogative (Eggins, 2004). Looking at this from a
broader perspective, every independent clause selects for mood (Halliday, 1994). In detail, a major
clause is either indicative or imperative in mood. When it’s indicative, it can be declarative,
interrogative, or exclamative. When it’s interrogative, it is either polar interrogative or WHinterrogative. The differences between different clauses and each grammatical realisation can be
uncovered through the mood.

Structure of the Mood Element
The mood element makes a clause 'negotiable' (Martin et al., 1997). The mood element comprised of
Subject, Finite and sometimes Modal Adjunct (Eggins, 2004, Halliday, 1994, Martin et al., 1997).
Subject and finite are essential constituents of the mood element, whereas the modal adjunct is not. In
particular, subject is a nominal type element while finite is a verbal type element (Eggins, 2004). That
is, subject (e.g., he, she) provides the person or thing in whom is vested the success or failure of the
proposition (Eggins, 2004). Hence, the subject is the element in terms of which the clause can be
negotiated (Martin et al., 1997). The Finite element includes verbal operators expressing tense (e.g. is,
has) or modality (e.g. can, must) (Halliday and Matthiessen, 2004). Accordingly, finite makes a clause
negotiable by giving tense to it or by referencing it to modality (Eggins, 2004, Halliday, 1994, Martin
et al., 1997). Modal adjuncts add meanings related to speaker judgement or to the positive or negative
aspect of the finite (Martin et al., 1997). There are two types of modal adjuncts: the mood adjunct and
the comment adjunct (Halliday, 1994, Martin et al., 1997). The mood adjunct takes meanings most
closely related to those of the finite, whereas comment adjunct shows an assessment about the clause
as a whole (Eggins, 2004, Martin et al., 1997). Hence, comment adjunct will not be considered as part
of the mood element given that it’s about the entire clause not just the finite element (Eggins, 2004,
Martin et al., 1997).

Halliday (1994) classify the mood adjunct into: i) Adjuncts of polarity and modality, ii) Adjuncts of
temporality, and iii) Adjuncts of mood. Each one of the mood adjunct has its own subcategories. For
instance, adjuncts of temporality includes: 1) time (e.g., yet, still, already) and, 2) typicality (e.g.,
generally, regularly) (Halliday, 1994). Similarly, adjuncts of mood involves: 1) obviousness (e.g., of
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course, surely), 2) intensity (e.g., just, simply), and 3) degree (e.g., quite, almost) (Halliday, 1994).
However, the major mood adjunct that is the interest of this thesis is adjuncts of modality (e.g.,
probably, usually, definitely, absolutely). Adjuncts of modality are the focus of this thesis as they can
reveal different WOM and eWOM interpersonal characteristics such as tie strength and source
expertise. However, adjuncts of modality are located between adjuncts of polarity. In other words,
adjuncts of modality are at the indeterminacy level as they fall in between adjuncts of polarity (e.g.,
not, n’t as in do or don’t). Hence, the following section will describe both types of adjuncts.

Polarity and Modality
Halliday (1994) theorised polarity as the choice between positive (yes) and negative (no), as in
do/don't or is/isn't. Polarity does not appear as a separate element when a finite clause is positive
(Eggins, 2004). However, the “not” or “n’t” morpheme are the indicators used when polarity is
negative (Eggins, 2004). While polarity shows the two extremes in a commutation, the possibilities
are not limited to a choice between “yes” and “no” in a dialogue (Halliday, 1994). In particular, there
are various kinds of indeterminacy that fall in between “yes” or “no” that could range from “certainly”
to “probably” and “possibly”. These intermediate degrees, between the positive and negative poles,
are known collectively as Modality (Halliday, 1994). Figure A 1.2 presented below shows the relation
of modality to polarity and mood.

Figure A 1.2: Relation of modality to polarity and mood (Source: Halliday (1994))
288

There are four main kinds of modality: probability, usuality, obligation and readiness (inclination)
(Martin et al., 1997). Halliday (1994) refer to “probability” and “usuality” together as Modalisation.
Modalisation is an expression of the speaker's opinion that is associated with statements and questions
(Halliday, 1994, Martin et al., 1997). In detail, probability corresponds to either “yes” or “no” (i.e.
maybe yes, maybe no), with different likelihood levels attached such as possibly, probably, and
certainly (Halliday, 1994). Similarly, usuality fits to both “yes” and “no” (i.e. sometimes yes,
sometimes no), with various levels of oftenness attached to it such as: sometimes, usually, and always
(Halliday, 1994).

Both “probability” and “usuality” in modalisation can be expressed in several ways: i) finite modal
(e.g., will), ii) mood adjunct (e.g., probably), iii) both, and iv) metaphorical (Eggins, 2004, Halliday,
1994). In particular finite modal and mood adjunct can be classified based on verbal and adverbial
group with different degrees or values. Furthermore, they could range from low (e.g., might, possibly)
to median (e.g., may, probably) and high (e.g., must, certainly) (Eggins, 2004, Halliday, 1994). Unlike
finite modal and mood adjunct that realised by a verb or an adverbial group or phrase, the
metaphorical adjunct is realised by a clause. In detail, modality metaphor can be expressed using
clauses such as: I reckon, I think, and I’m sure (Eggins, 2004, Martin et al., 1997). Similar to finite
modal and mood adjunct, metaphorical clauses can be classified according to different degrees or
values ranging from low (e.g., I reckon) to median (e.g., I think) and high (e.g., I’m sure) (Eggins,
2004).

Different expressions of modality can have different meanings. For instance, “possibly” in a statement
clause is a low value modal that expresses tentativeness in a speaker’s opinion. On the other hand, a
high value modal such as “certainly” expresses the determination in a speaker’s opinion.
Paradoxically, however, even a high a modal like “certainly” that shows great level of determination is
still tentative and less determined than a polar form. Halliday (1994, p.89) further claims that “you
only say you are certain when you are not”. Eggins (2004, p. 175) also confirm this point by
exemplifying “saying I'm absolutely convinced, that Henry James certainly must most definitely have
written 'The Bostonians' is still less sure than saying Henry James wrote 'The Bostonians' ”. Therefore,
the utilisation of any modality in a communication makes the speaker to be perceived as less certain
than he/she would be without the use of modality. Modalisation is one half of the general grammatical
area of modality (Eggins, 2004). The other half of the general grammatical area of modality that
complements modalisation is Modulation.
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Modulation is a way for a speaker to express his or her judgement or attitude about an action and an
event (Eggins, 2004). As with modalisation, modulation can be expressed by: i) finite modal (e.g.,
should), ii) mood adjunct (e.g., definitely), and iii) passive verb or modulation clause (e.g., required to)
(Halliday, 1994, Martin et al., 1997). Similar to modalisation, there are two kinds of possibilities in
modulation: obligation and readiness. Obligation represents the speech function of command by
showing different compulsion levels attached such as allowed to, supposed to, and required. On the
other hand, readiness represents the speech function of offer by showing different inclination levels
attached such as willing to, anxious to, and determined to (Halliday, 1994).

Like modalisation, modulation can be classified according to different degrees or values ranging from
low (e.g., may, allowed to) to median (e.g., should, supposed to) and high (e.g., must, required to)
(Eggins, 2004). The following examples derived from Eggins (2004) shows how a clause have a
meaning of command by getting people to do thing or behave in a specific way: “You shouldn't take
my copy of 'The Bostonians' ". In detail, the speaker here expresses obligation and necessity using
modal finite in his language. Use of this modulation shows the way a speaker makes his/her demand
from the recipient of the message. Furthermore, use of such an obligation and force suggests unequal
power relationship and lack of closeness between interactants.

Modalisation and modulation are highly relevant which is why they both have been categorised under
the label of modality (Eggins, 2004). A summary of modality (i.e., Modalisation and Modulation)
discussion with their values presented in the following tables:
Table A 1.6: Kinds of Modality (Source: Martin et al. (1997))

Kind of modality

Modalisation

Modulation

Finite: modal

mood Adjuncts

Probability

may, might, can, could,
will, would, should,
must

probably, possibly,
certainly, perhaps,
maybe

Usuality

may, might, can, could,
will, would, should,
must

usually, sometimes,
always, never, ever,
seldom, rarely

Obligation

may, might, can, could,
should, must

definitely, absolutely,
possibly, at all costs,
by all means

Readiness: inclination,
ability

may, might, can, could,
will, would, must, shall,
could

willingly, readily,
gladly, certainly,
easily
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Table A 1.7: Three 'values' of Modal Operators (Source: Halliday (1994))

Positive

Negative

Low

Median

High

can, may, could,
might, dare

will, would, should,
is/was to

must, ought to, need, has
to, had to

needn't, doesn’t/didn't
need to, have to

won't, wouldn't,
shouldn’t, isn’t/wasn’t
to

mustn't, oughtn't to,
can't, couldn't, mayn't,
mightn’t, hasn’t/hadn’t
to

Table A 1.8: Three 'values' of Modality (Source: Halliday (1994))

Probability

Usuality

Obligation

Inclination

High

certain

always

required

determined

Median

probable

usually

Supposed

keen

Low

possible

sometimes

allowed

Willing

Residue
While the subject, finite, and modal adjunct all together form mood, a clause contains another
functional constituents called Residue (Eggins, 2004, Halliday, 1994, Martin et al., 1997). In other
words, the remainder of a clause that is not in the mood constituent is called residue.

Residue

involves i) Predicator which is identified as the verbal elements that comes after finite element, ii)
Complement(s) that is the participant that has a potential to be a subject, and iii) adjunct(s) (e.g.,
Circumstantial: Adverb group) (Eggins, 2004, Martin et al., 1997). This thesis is interested in mood
element of a clause. In particular, residue is that part of the clause which is less essential to the
arguability of the clause (Eggins, 2004). Hence, residue will not be discussed in this thesis as i) it is a
different constituent to mood and has no role in making a clause arguable and ii) nor is it related to
WOM or eWOM concepts.
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Identifying Mood
Mood is the essential part of the clause as it contains the guts of the argument. Hence, to identify the
mood, we need to determine which part of the clause cannot be disappeared when the responding
speaker takes up his/her position. The grammatical test Halliday (1994) suggests to identify the mood
in the clause is called tag (Eggins, 2004, Martin et al., 1997). A tag is what we can put at the end of a
clause (e.g., declarative) by turning it in to a question (Eggins, 2004). The following examples are
derived from Eggins (2004) to show how to tag a clause:

It's so torturous, (Untagged)
It's so torturous, isn't it? (Tagged)

In the tag, the subject will be appeared as a pronoun (e.g., it) while the verb will reappear as a
finite (e.g., was). However, sometimes the finite element can get conflated with a predicator (Eggins,
2004, Martin et al., 1997). Specifically, with the verbs to be (e.g., was) and to have (in the sense of
“possess”) (e.g., has) the tag test will only show the finite which is the main verb of the clause
(Eggins, 2004). But, with the verbs that anchor the tense by referencing it to time (e.g., past, present),
the finite will become fused with predicator. This will lead to conflation of finite and predicator. The
following example is derived from our study to show how finite and predicator get conflated. The key
point to remember is the elements that get picked up in the tag are the mood while the rest of the
clause that has not been picked up constitute residue (Eggins, 2004).

He knew nothing about physics, did he? (Tagged)
He
Subject
Mood

knew
Finite

nothing about physics.
Predicator
Residue

292

The grammatical structure of the mood helps to determine different semantic categories of a speech.
In other words, the order of grammatical resource of the mood (e.g., a subject followed by a finite)
shows the interactive move in a dialogue (Halliday, 1994). For instance, in a declarative clause the
subject precedes the finite. Hence, in a declarative clause the constituents of a subject that is followed
by a finite form the speech function of statement. However, as discussed earlier, the speech functions
are not limited to statement. But the speech functions include some other categories such as question,
command, and offer. The following example derived from Eggins (2004) to show the structure of a
declarative clause:

Simon has been reading Henry James lately
Simon

has

been reading

Henry James

lately

Subject

Finite

Predicator

Complement

Adjunct: Circumstantial

Mood

Residue

The grammatical realisation for the speech function of question is interrogative mood. There are two
types of interrogative mood: 1) Polar interrogative (i.e., yes or no questions) and 2) WH-interrogative
(e.g., What, Who, Where). The structure of polar interrogative involves the placement of the finite
before the subject (Eggins, 2004). The fowling example is derived from Eggins (2004) to demonstrate
the structure of a polar interrogative clause as no one in this used polar interrogative clause:
Did Simon learn the English language from Henry James?
Did

Simon

Finite

Subject

Mood

learn the English language from Henry James?

Residue

The WH-interrogative specifies the entity that the questioner wishes to have supplied (Halliday,
1994). WH-interrogative is positioned at the beginning of a clause (Halliday, 1994). The
WH-interrogative can be found in the mood element conflated with subject (e.g., who) or out of the
mood element (in residue) as a complement (e.g., What) or an adjunct (e.g., When). In detail, when
WH is conflated with a subject (WH/Subject), it will take a declarative form by being positioned prior
to the finite. In this case, WH will be part of the mood element. But, when WH precedes subject and
finite it will no longer be part of the mood element and therefore, it will be part of the residue (i.e., as
a complement (WH/C) or as an adjunct (WH/A)). The key point to remember here is in a
communication a speaker uses WH-interrogative to demand for information. The fowling example is
taken from Eggins (2004) to illustrate the structure of WH/Subject-interrogative:
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Who is being the author of “The Bostonians”?
Who

is

being

the author of “The Bostonians”?

WH/Subject

Finite

Predicator

Complement

Mood

Residue

However, positioning a WH at the beginning of a clause is not always an indication of having an
interrogative clause or demanding for information. In other words, a WH element can be presented at
the beginning of a clause just to express emotions and feelings. More precisely, when WH appears at
the beginning of clause in an interaction to express emotions such as surprise, disgust, worry, and the
like, we refer to it as Exclamative (Eggins, 2004). Structurally, exclamatives have the pattern of
declarative clause with subject preceding the finite (Eggins, 2004). The following example is derived
from Eggins (2004) to show the structure of an exclamative clause:
What a great writer Henry James was!
What a great writer

Henry James

was!

WH/C

Subject

Finite

Residue

Mood

The above discussion of declarative and interrogative moods shows that we use language to
interact with people to give (statement) or demand (question) information. Nevertheless, we also use
language to exchange goods and services by demanding them (command) or giving them (offer)
(Eggins, 2004, Halliday, 1994). In SFL, we use command function to demand for something. In detail,
the grammatical realisation for the speech function of demand is imperative mood (Eggins, 2004,
Halliday, 1994). The mood constituent of an impetrative clause can come in several forms such: 1) an
imperative consisting of finite and subject, 2) an imperative consisting of finite only (no subject), 3)
an imperative consisting subject only (no Finite), and 4) an imperative that has no mood element at all
(Eggins, 2004). The fowling example is derived from Eggins (2004) to show the structure of an
imperative clause with no mood element (form 4):
Read Henry James!
Read

Henry James!

Predicator

Complement

Residue
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The grammatical realisation for the speech function of offer is modulated interrogative mood (Eggins,
2004, Halliday, 1994). We use modulated interrogative mood to give goods and services. Specifically,
modulated interrogative mood uses the structure of the interrogative mood while finite being
positioned before the subject (Eggins, 2004). Although the term “modulated interrogative mood”
might imply that it is only limited to the use of modulation, the speech function of offer uses both
modulation and modalisation in a clause. In other word, the modulated interrogative mood typically
contains the expression of both modalisation and of modulation. The following example is extracted
from Eggins (2004) to indicate the structure of a modulated interrogative mood clause:

Would you like my copy of “The Bostonians”?
Would

you

like

my copy of “The Bostonians”?

Finite: modalised

Subject

Predicator

Complement

Mood

Residue

All the clauses can embody a choice from the mood system. However, there are three exceptions. In
particular, there are three types of clauses that do not embody a mood choice:

1) Non-finite clause: A non-finite clause as its name suggests is characterised by its lack of finiteness
(Martin et al., 1997). Specifically, a finite clause has a verbal group that shows tense whereas a clause
with non-finite verbal group does not show tense (Thompson, 2014). Hence, non-finite clauses are not
negotiable as they are not bounded by the tense or modality meaning. In other words, non-finite
clauses do not reveal any information that could be relevant to WOM or eWOM interpersonal
characteristics as they are not part of the grammar of mood. Thus, they will not be considered in the
mood analysis;

2) Minor clauses: these clauses might fulfil an interpersonal function but can be ignored due their
negligible role in a communication (Eggins, 2004, Martin et al., 1997). For instance, minor clauses
such as “hi” or “thanks” are interpersonal function of greeting that can be ignored in mood analysis
due to their insignificant role. By the same token, these minor clauses in WOM and eWOM, though
having interpersonal function, do not prompt any concept that could be relevant to this domain. Hence,
our study will also do not consider minor clauses in its analysis; and,
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3) Embedded clause: Halliday and Matthiessen (2004) ignored ‘embedded’ clauses in their mood
analysis. They argued that since embedded clauses do not function as propositions or proposals, they
have no role in the structure of the interaction. In particular, clauses that function as propositions or
proposals provide details about the interpersonal aspects of a communication. These interpersonal
aspects (e.g., closeness) are relevant to some of the concepts in WOM and eWOM domain (e.g., tie
strength). Given that embedded clauses do not provide any information that could be relevant to
WOM or eWOM, this study will not consider these clauses in the mood analysis.

The mood linguistic network presented below summarises the above discussion (Figure A 1.3). In
particular, the following mood system expresses how each choice can be made from the farthest left
hand side (least delicate choice) to the furthest right hand side (most delicate choice). The paths that
this thesis will use for the mood network system are highlighted in grey colour.

elliptical
polar

full
indicative
major

interrogative
declarative

WH

exclamative
imperative

modalisation
Mood

modulation
modality
minor
-

high
median
low

Figure A 1.3: Mood network with realisations (Source: Eggins (2004))
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A 1.3: Appraisal
System of Attitude

Attitude includes different options for expressing our evaluations. In particular, attitude is relevant to
evaluation of things, people’s character and their feelings (Martin and Rose, 2007, Martin and White,
2005). Attitude system is divided into three semantic regions covering “affect” (emotion), “judgement”
(ethics), and “appreciation” (aesthetic) (Martin and Rose, 2007, Martin and White, 2005). Each one of
the semantic resources facilitates us to make an evaluation. For example, affect provides the resources
to show how we express our feelings, judgment gives us the resources to judge characters or people,
and appreciation offers resources for valuing the worth of things (Martin and Rose, 2007). The
following section will provide a thorough discussion of each subsystem (i.e., affect, judgement, and
appreciation).

Affect
Affect is concerned with registering positive and negative feelings (Martin and White, 2005). In
particular, affect shows our positive or negative emotions or reaction to behaviour when we have
different feeling such as happy or sad, confident or anxious, interested or bored, and the like (Martin
and White, 2005, White, 2015). In a simple way, when our feeling is good (e.g., happy), affect is
positive while when our feeling is bad (e.g., sad), affect is negative (Martin and Rose, 2007).
Furthermore, we can express our feeling in two ways: i) directly and ii) implied (implicit) (Martin and
Rose, 2007). The direct expression of our feeling involves using words that explicitly shows that
emotion (Martin and Rose, 2007). The following example shows a direct expression of our feeling
(i.e., affect: happiness):

“the captain felt happy” (Source: Martin and White (2005))

Unlike direct expression, implied or implicit expression is an indirect way to show our feeling (Martin
and Rose, 2007). In particular, implied or implicit expression could range from words to phrases and
sometime metaphors. Such expressions show our feeling by providing emotional meaning in that
specific context. In other words, taken out of context, it is not easy to be quite sure about the exact
emotion being expressed (Martin and Rose, 2007). For instance, “very quiet” in the following
example does not clearly imply any emotional expression. Hence, it is not possible to evaluate the
feeling being expressed here due to no seeing the whole context. However, read in context, it is
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possible to know what kind of feeling is being expressed. Because within the context, “very quiet”
expresses “fear” (i.e., affect: insecurity) as they are surrounded by other words that can explicitly
reference the emotions that are being expressed:

He became very quiet. Withdrawn. Sometimes he would just press his face into his hands and shake
uncontrollably (Source: Martin and Rose (2007))

Our emotion and feeling can be expressed directly or indirectly in a positive or in a negative way.
However, based on appraisal, our positive or negative feeling could be due to various reasons such as
being happy or unhappy, satisfied or dissatisfied, etc. Hence, the system of attitude classifies our
emotions in to different categories. In other words, affect can be classified into three major emotions:
1) unhappiness or happiness (un/happiness), 2) insecurity or security (in/security), and 3)
dissatisfaction or satisfaction (dis/satisfaction) (Martin and White, 2005, Martin and Rose, 2007). The
definition of each emotion along with an example for each category is presented below.

1) un/happiness
This variable includes emotions concerned with “affairs of the heart” (Martin and White, 2005, Martin
and Rose, 2007). Specifically, it shows those emotions that involve sadness, hate, happiness, love and
the like. For example:

the captain felt sad / happy (Source: Martin and Rose (2007))

2) in/security
This variable covers emotions concerned with our well-being or our feelings of peace and anxiety in
relation to our environs (Martin and White, 2005, Martin and Rose, 2007). In detail, it shows those
emotions that involve anxiety, fear, confidence, trust and the like. For example:

The captain felt anxious / confident (Source: Martin and Rose (2007))
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3) dis/satisfaction
This variable encompasses emotions concerned with telos (the pursuit of goals) or feelings of
achievement and frustration in relation to the activities in which we are engaged (Martin and White,
2005, Martin and Rose, 2007). In particular, it covers those emotions that involve ennui, displeasure,
curiosity, respect, and the like. For example:

The captain felt fed up / absorbed (Source: Martin and Rose (2007))

All the three groups of emotions can be experienced in two way: i) emotional dispositions such as
“sad” or “happy” or ii) a surge of behaviour such as “crying” or “laughing”. Tables A 1.9, 1.10, and
1.11 illustrate some examples for both forms of dispositions and surges across all three kinds of
emotions.

Table A 1.9: Affect – un/happiness (Source: Martin and White, 2005)
UN/HAPPINESS

Misery
Unhappiness

Antipathy

Cheer
Happiness
Affection

Surge (of behaviour)

Disposition

Whimper

down

Cry

Sad

Wail

Miserable

Rubbish

Dislike

Abuse

Hate

Revile

Abhor

Chuckle

Cheerful

Laugh

Buoyant

Rejoice

Jubilant

Shake hands

Be fond of

Hug

Love

Embrace

Adore

299

Table A 1.10 Affect – in/security (Source: Martin and White, 2005)
IN/SECURITY
Insecurity

Disquiet

Surprise

Security

Confidence

Trust

Surge (of behaviour)

Disposition

Restless

Uneasy

Twitching

Anxious

Shaking

Freaked out

Start

Startled

Cry out

Jolted

Faint

Staggered

Declare

Together

Assert

Confident

proclaim

Assured

Delegate

Comfortable with

Commit

Confident in/about

Entrust

Trusting
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Table A 1.11: Affect – dis/satisfaction (Source: Martin and White, 2005)

DIS/SATISFACTION
Dissatisfaction

Ennui

Displeasure

Surge (of behaviour)

Disposition

Fidget

Flat

Yawn

Stale

Tune out

Jaded

Caution

Cross

scold

Bored with angry

Castigate

Sick of furious,
Fed up with

Satisfaction

Interest

Pleasure

Attentive

Involved

Busy

Absorbed

Industrious

Engrossed

Pat on the back

Satisfied

Compliment

Impressed

Reward

Pleased
Charmed
Chuffed
Thrilled

Judgement: Judging people’s character

Judgement deals with the region of meaning construing our attitudes to people, the way they behave,
and their character (Martin and White, 2005). In other words, judgement can be referred to as
institutionalisation of feeling and norms of how people should or should not behave (Martin and Rose,
2007). Hence, judgement shows our attitudes towards behaviour, which we admire or criticise and
praise or condemn (Martin and White, 2005). Similar to affect, judgement can be positive or negative,
and it can be direct or implicit. For instance, “have the guts” in the following example is an indirect
judgment of “leaders” by praising their character (i.e., social sanction: veracity):

at least their leaders have the guts to stand by their vultures(Source: Martin and Rose, 2007)
In the direct expression example, “honest” is the explicit positive judgement of a player by being
praised (i.e., social sanction: veracity):
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he was an honest player (Source: Martin and White (2005)).

As with affect, judgement can be divided into different subsystems. In detail, judgement can be
divided into two major groups: 1) Social esteem and 2) Social sanction (Martin and White, 2005;
Martin and Rose, 2007).

1) Social Esteem
Social esteem deals with admiration and criticism (Martin and Rose, 2007). In detail, social esteem is
formed through culture and shared values (Eggins and Slade, 1997). Hence, sharing values in this area
is important for formation of social networks with friends, families etc. (Martin and White, 2005).
Social esteem is furthered divided into different types. Specifically, social esteem has three types of
judgment: i) normality, ii) capacity, and iii) tenacity (Martin and White, 2005, Martin and Rose,
2007).

i) Normality refers to how unusual someone is. For example:
he played average (positive) (Source: Martin and White (2005)).

ii) Capacity shows how capable someone is. For example:
he played strongly (positive) (Source: Martin and White (2005)).
iii) Tenacity means how resolute someone is (Martin and White, 2005; Martin and Rose, 2007). For
example:
he played bravely (positive) (Source: Martin and White (2005)).

2) Social Sanction
Social sanction deals with praise and condemnation (Martin and Rose, 2007). In other words, social
sanction is more often codified in terms of rules, regulations and laws about how to behave (Eggins
and Slade, 1997, Martin and White, 2005). Social sanction is also has different types. This includes: i)
veracity and ii) propriety (Martin and White, 2005, Martin and Rose, 2007). In detail:
i) Veracity deals with how truthful someone is (Martin and White, 2005, Martin and Rose, 2007). For
example:
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he played honestly (positive) (Source: Martin and White (2005)).
ii) Propriety shows how ethical someone is (Martin and White, 2005, Martin and Rose, 2007). For
example:
he played responsibly (positive) (Source: Martin and White (2005)).
Each of these varieties of judgements is illustrated in figure 4.6. Tables A 1.12 and A 1.13 illustrate
some examples for positive and negative judgement across both forms of judgment.
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Table A 1.12: Judgement – social esteem (Source: Martin and White (2005))

SOCIAL ESTEEM

Positive[admire]

Negative[criticise]

Normality

lucky, fortunate, charmed …;

‘How special?’

‘how special?’ normal, natural,
familiar …;

unlucky, hapless,
star-crossed …;
odd, peculiar, eccentric …;

cool, stable, predictable …;

erratic, unpredictable …;

in, fashionable, avant garde …;

dated, daggy, retrograde …;

celebrated, unsung …

obscure, also-ran …

Capacity

powerful, vigorous, robust …;

mild, weak, whimpy …;

‘How capable?’

‘how capable?’ sound, healthy,
fit …;

unsound, sick, crippled …;

adult, mature, experienced …;
witty, humorous, droll …;
insightful, clever, gifted …;
balanced, together, sane …;
sensible, expert, shrewd …;
literate, educated, learned …;
competent, accomplished …;
successful, productive …

immature, childish, helpless …;
dull, dreary, grave …;
slow, stupid, thick …;
flaky, neurotic, insane …;
naive, inexpert, foolish …;
illiterate, uneducated,
ignorant …;
incompetent;
unaccomplished …;
unsuccessful, unproductive …

Tenacity

plucky, brave, heroic …;

timid, cowardly, gutless …;

‘How dependable?’

cautious, wary, patient …;

rash, impatient, impetuous …;

careful, thorough, meticulous,
tireless, persevering, resolute …;

hasty, capricious, reckless …;

reliable, dependable …;
faithful, loyal, constant …;
flexible, adaptable,
accommodating …

weak, distracted, despondent …;
unreliable, undependable …;
unfaithful, disloyal,
inconstant …;
stubborn, obstinate, wilful …

Table A 1.13: Judgement – social sanction (Source: Martin and White (2005))

SOCIAL SANCTION

Positive [praise]

Negative [condemn]

Veracity (truth)

truthful, honest, credible …;

dishonest, deceitful, lying …;

‘How honest?’

frank, candid, direct …;

deceptive, manipulative,
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SOCIAL SANCTION

Positive [praise]

Negative [condemn]
devious …;

discrete, tactful …

blunt, blabbermouth …
Propriety (ethics)

good, moral, ethical …;

bad, immoral, evil …;

‘How far beyond
reproach?’

law abiding, fair, just …;

corrupt, unfair, unjust …;

sensitive, kind, caring …;

insensitive, mean, cruel …;

unassuming, modest, humble …;

vain, snobby, arrogant …;

polite, respectful, reverent …;

rude, discourteous, irreverent …;

altruistic, generous, charitable …

selfish, greedy, avaricious …

Appreciation: Appreciating things

While affect and judgement look at how people feel about the way they behave and people,
appreciation looks at how people feel about things (Martin and Rose, 2007). In other words,
appreciation can be referred to as institutionalization of feeling about how products and performances
are valued (Martin and Rose, 2007). Hence, in appreciation we look at meanings construing our
evaluations of things (Martin and White, 2005). Similar to affect and judgement, appreciation can be
positive or negative, and it can be direct or implicit. In particular, “Short” in the following example
implies positive appreciation (i.e., composition) of a text:

His pencil roved among Quoyle’s sentences, stirring and shifting. ‘Short words. Short sentences
(Source: Martin and White (2005)).

In the direct expression example, “balanced” is the direct positive appreciation (i.e., composition) of
the innings:

it was a balanced innings (Source: Martin and White (2005)).

Similar to affect and judgement, appreciation has different subsystems. In particular, appreciation can
be divided into three major groups: 1) Reaction, 2) Composition, and 3) Valuation (Martin and White,
2005, Martin and Rose, 2007).
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1) Reaction
Reaction refers to how things catch our attention and the emotional impact it has on us (Martin and
White, 2005, Martin and Rose, 2007). Reaction is further classified into two subcategories:
i) Impact: do they catch our attention. For example:
it was fascinating innings (Source: Martin and White (2005)).
ii) Quality: do they please us. For example:
it was a splendid innings (Source: Martin and White (2005)).

2) Composition
Composition deals with our perceptions of proportionality and details of things (Martin and White,
2005, Martin and Rose, 2007). Similar to reaction, composition contains two subcategories:
i) Balance: did it hang together. For example:
it was a balanced innings (Source: Martin and White (2005)).
ii) Complexity: was it hard to follow. For example:
it was an economical innings (Source: Martin and White (2005)).

3) Valuation
Valuation shows value, authenticity, and social significance of things (Martin and White, 2005,
Martin and Rose, 2007). For example:
it was an invaluable innings (Source: Martin and White (2005)).

The above discussion shows that our evaluations could be divided in to different categories and
subcategories. Figure 4.6 provides a general overview of the appraisal based on the subsystem of
appreciation. Table A 1.14 illustrates some examples for positive and negative appreciation across all
its three categories.
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Table A 1.14: Appreciation – reaction, composition, valuation (Source: Martin and White
(2005))

APPRECIATION
Reaction

Impact ‘did it
grab me’

Positive

Negative

arresting, captivating,
engaging …;

dull, boring, tedious …;

fascinating, exciting,
moving …;
lively, dramatic, intense …;

dry, ascetic, uninviting …;
flat, predictable,
monotonous …;
unremarkable, pedestrian …

remarkable, notable,
sensational …
Quality ‘did I
like it’

okay, fine, good …

bad, yuk, nasty …;

lovely, beautiful,
splendid …;

plain, ugly, grotesque …;

appealing, enchanting,
welcome …
Composition

Balance ‘did it
hang together’

balanced, harmonious,
unified, symmetrical,
proportioned …;
consistent, considered,
logical …;
shapely, curvaceous,
willowly …

Complexity
‘was it hard to
follow’

simple, pure, elegant …;
lucid, clear, precise …;
intricate, rich, detailed,
precise …

Valuation ‘was it worthwhile’

repulsive, revolting,
off-putting
unbalanced, discordant,
irregular, uneven, flawed …;
contradictory,
disorganised …;
shapeless, amorphous,
distorted …
ornate, extravagant,
byzantine …;
arcane, unclear, woolly …;
plain, monolithic,
simplistic …

penetrating, profound,
deep …;

shallow, reductive,
insignificant …;

innovative, original,
creative …;

derivative, conventional,
prosaic …;

timely, long awaited,
landmark …;

dated, overdue, untimely …;

inimitable, exceptional,
unique …;
authentic, real, genuine …;
valuable, priceless,
worthwhile …;
appropriate, helpful,
effective …
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dime-a-dozen, everyday,
common;
fake, bogus, glitzy …;
worthless, shoddy, pricey …;
ineffective, useless,
write-off …

The above discussion shows that our evaluations could be divided in to different categories and
subcategories. Thus, figure 4.5 provides a general overview the appraisal system based on the system
of attitude.

engagement

un/hapiness

affect

in/security

dis/satisfaction
normality
social esteem

tenacity

judgement
Appraisal

capacity

attitude

veracity
social sanction
propriety

impact
reaction
quality
appreciation

valuation
balance
composition
complex

graduation

Figure 4.5: A general overview of Appraisal Resource emphasising Attitude (Developed based
on Martin and White (2005))
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A 1.4: WOM-eWOM Concepts Interpretation from Linguistic
Perspective
Table 1.15: Summary of WOM and eWOM Concepts Interpretation from Linguistic Perspective
Speech
Functions and
Modality

Linguistic
Dimension (s)

WOM - eWOM
Concepts

Interpretation

Outcome

Statement

Giving information:
the best way the
communicator
presents
himself/herself as
knowledgeable
providers of
information is using
declarative mood

Source expertise (i.e.,
knowledge): In WOM
and eWOM,
knowledge has been
referred as the major
characteristic of
source expertise

High number of
statement means
the speaker has
adequate
knowledge about
the topic; hence
he/she is an expert!

Number of
statement
increases =
Sources
expertise
increases

Demanding
information: When a
communicator
doesn’t not have the
information, he/she
specifies the entity
that wishes to have
supplied through
asking question for
information

Source expertise (i.e.,
knowledge): In WOM
and eWOM,
knowledge has been
referred as the major
characteristic of
source expertise

High number of
questions means
the speaker
demands for
information due to
lack of adequate
knowledge or
expertise about the
topic

Number of
question
increases ≠
Sources
expertise
decreases

Social Distance and
contact: Asking
question makes the
relationship less
distant by making
more contact and
making the
communication
more interactive

Tie-strength: involves
the intimacy and
closeness of the
relationships between
interactants

High number of
questions makes
the communication
more interactive
that leads to
closeness and
strength of ties
between
interactants

Number of
question
increases =
Tie-strength
increases

Giving: Speaker
asks what he/she can
offer in a
communication that
shows his/her level
of knowledge

Source expertise (i.e.,
knowledge): In WOM
and eWOM,
knowledge has been
referred as the major
characteristic of
source expertise

High number of
modulated
interrogative means
the speaker is in
the position of
offer due to his/her
adequate
knowledge and
expertise about the
topic

Number of
modulated
interrogative
increases =
Sources
expertise
increases

Social Distance and
contact: Using
modulated
interrogative
question makes the
relationship less
distant by making
more contact and

Tie-strength: involves
the intimacy and
closeness of the
relationships between
interactants

High number of
modulated
interrogative makes
the communication
more interactive
that leads to
closeness and
strength of ties

Number of
modulated
interrogative
increases =
Tie-strength
increases

Question

Offer
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Speech
Functions and
Modality

Linguistic
Dimension (s)

WOM - eWOM
Concepts

making the
communication
more interactive

Command

Modulation

Modalisation

Interpretation

Outcome

between
interactants

Advisor and power:
Demanding and
getting people to do
things by showing
the role of advisor
(i.e., knowledgeable
and expertise)

Source expertise (i.e.,
knowledge): In WOM
and eWOM,
knowledge has been
referred as the major
characteristic of
source expertise

High number of
imperative means
the speaker takes
the role of advisor
due to his/her
knowledge and
expertise

Number of
imperative
increases =
Sources
expertise
increases

Affective
involvement and
contact: Using
imperative language
occurs in close
relationship when
communicator feels
close to the receiver
and have frequent
contact

Tie-strength: involves
the intimacy and
closeness of the
relationships between
interactants

High number of
imperative means
the speaker feels
intimate, close,
with strong ties to
the receiver

Number of
imperative
increases =
Tie-strength
increases

Advisor and power:
Showing obligation
and inclinations for
getting things done
by showing people
the role of advisor
(i.e., knowledgeable
and expertise)

Source expertise (i.e.,
knowledge): In WOM
and eWOM,
knowledge has been
referred as the major
characteristic of
source expertise

High number of
modulation means
the speaker takes
the role of advisor
due to his/her
knowledge and
expertise

Number of
modulation
increases =
Sources
expertise
increases

Affective
involvement and
contact: Using
modulation occurs
in relationships that
communicator does
not feel close to the
receiver or doesn’t
have frequent
contact

Tie-strength: involves
the intimacy and
closeness of the
relationships between
interactants

High number of
modulation means
the speaker does
not feel intimate or
close to the
receiver and has
weak ties with
him/her

Number of
modulation
increases ≠
Tie-strength
decreases

Assertion and
Certainty: Using
modalisation occurs
in situations that
communicator does
not feel certain
about the
information and
proposition he/she is
making

Source expertise (i.e.,
knowledge): In WOM
and eWOM,
knowledge has been
referred as the major
characteristic of
source expertise

High number of
modalisation
means the speaker
lacks certainty and
knowledge about
the information
he/she is having

Number of
modalisation
increases ≠
Sources
expertise
decreases
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APPENDIX 2: DATA COLLECTION
Attachment 1: Distraction Task’s Questions
Group 1:
Section 1: (Night Off)
Questions for Participants
Please take a moment and choose one of the options from the Night Off list. Now describe the option
you chose and why? Give three reasons for the choice you made.

Section 2: (Health Care)
Questions for Participants
Please take a moment and choose one of the options from the Health Care list. Now describe the
option you choose and why? Give three reasons for the choice you made.

Group 2:
Section 1: (Health Care)
Questions for Participants
Please take a moment and choose one of the options from the Health Care list. Now describe the
option you choose and why? Give three reasons for the choice you made.

Section 2: (Night Off)
Questions for Participants
Please take a moment and choose one of the options from the Night Off list. Now describe the option
you chose and why? Give three reasons for the choice you made.
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Group 3:
Section 1: (Night Off)
Questions for Participants
Please take a moment and choose one of the options from the Night Off list. Now write about the
option you chose and why? Give three reasons for the choice you made.

Section 2: (Health Care)
Questions for Participants
Please take a moment and choose one of the options from the Health Care list. Now write about the
option you chose and why? Give three reasons for the choice you made.

Group 4:
Section 1: (Health Care)
Questions for Participants
Please take a moment and choose one of the options from the Health Care list. Now write about the
option you chose and why? Give three reasons for the choice you made.

Section 2: (Night Off)
Questions for Participants
Please take a moment and choose one of the options from the Night Off list. Now write about the
option you chose and why? Give three reasons for the choice you made.
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Attachment 2: Questions for Participants
Group 1:
Section 1: (Holiday Destination)
Questions for Participants
Please take a moment and imagine that you have experienced the holiday described earlier on the
information sheet. A friend has just asked you about it as they are thinking of going. Please describe
the holiday to your friend.

Section 2: (University Elective Subject)
Questions for Participants
Please take a moment and imagine that you took the elective university subject described earlier on
the information sheet. A friend has just asked you about it as they are considering it as an elective.
Please describe the subject to your friend.

Group 2:
Section 1: (University Elective Subject)
Questions for Participants
Please take a moment and imagine that you took the elective university subject described earlier on
the information sheet. A friend has just asked you about it as they are considering it as an elective.
Please describe the subject to your friend.

Section 2: (Holiday Destination)
Questions for Participants
Please take a moment and imagine that you have experienced the holiday described earlier on the
information sheet. A friend has just asked you about it as they are thinking of going. Please describe
the holiday to your friend.

Group 3:
Section 1: (Holiday Destination)
Questions for Participants
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Please take a moment and imagine that you have experienced the holiday described earlier on the
information sheet. A friend has just emailed you about it as they are thinking of going. Please respond
to your friend’s email.

Section 2: (University Elective Subject)
Questions for Participants
Please take a moment and imagine that you took the elective university subject described earlier on
the information sheet. A friend has just emailed you about it as they are considering it as an elective.
Please respond to your friend’s email.

Group 4:
Section 1: (University Elective Subject)
Questions for Participants
Please take a moment and imagine that you took the elective university subject described earlier on
the information sheet. A friend has just emailed you about it as they are considering it as an elective.
Please respond to your friend’s email.

Section 2: (Holiday Destination)
Questions for Participants
Please take a moment and imagine that you have experienced the holiday described earlier on the
information sheet. A friend has just emailed you about it as they are thinking of going. Please respond
to your friend’s email.

314

Attachment 3: Background
Background
Last section! Please tell us about yourself by answering the following questions!
1. Gender: Male ________

Female ________ (tick appropriate)

2. Please write your age in years. ______________
3. What major are you in?
4. What year of university are you in?
5. How often do you give recommendation to others about different services (tick/s appropriate)?
i) Weekly ______
ii) Monthly ______
iii) Once every few months ______
iv) Yearly ______
v) Not at all ______
vi) Others ______
6. Considering your answer to question 5, how do you usually give your recommendations (tick/s
appropriate)?
i) Face to face ______
ii) Written ______
iii) Both ______
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Attachment 4: Debriefing

Debriefing Letter

Thank you again for your participation in today’s study. In more details, this study looks at
consumer’s peer-to-peer marketing communications using Systemic-Functional-Linguistic (SFL)
theory. This is for the reason that most of the previous WOM and eWOM studies made an explicit or
an implicit use of Shannon and Weaver’s communication theory to understand consumers’
communication (Jang, 2007, Swani et al., 2014). However, Shannon and Weaver (1949) model has
been originally developed for the context of radio-telephone communication not the human’s
communication (Bowman and Targowski, 1987). In view of that, this study aims to use a relevant
theory of communication (i.e., Systemic-Functional-Linguistic) that can be applied in human’s
interactions. In other words, in this project, I would like to see “What if WOM and eWOM were
viewed and studied from Systemic Functional Linguistic perspective?”. Hence, the approach I take in
this project is to use linguistic analysis of communication phenomenon to underpin the experimental
design. Accordingly, I would use your provided information to: i) see the basic differences in spoken
and written forms across the two services (i.e., Holiday Destination and University Elective Subject)
and, ii) understand and evaluate the utility of the relevant functional communication theory in the
study of peer-to-peer marketing interactions.
All the information you provided today will be kept confidential, and there will be no way of
identifying your responses in the data files.
Your participation today is appreciated and will help to enhance researchers in marketing and
communication fields. Furthermore, this research will enhance consumer choice through: i) examining
the differences between WOM and eWOM research findings in the literature, and ii) showing the
utility of SFL-theory in the study of peer-to-peer marketing communications. I would like ask you to
not discuss the nature of the study with others who may later participate in the study, as this could
affect the validity of our research findings.

If you have any queries or concerns, you are welcome to

discuss with Ben (PhD student) at bf992@uowmail.edu.au. If you have any concerns or complaints
regarding the way this research has been conducted, you can contact the UOW Ethics Officer on (02)
4221 3386 or email rso-ethics@uow.edu.au.

Thank you again for your participation.
316

Attachment 5: Consent Form

Participant Consent Form

Title: A Linguistic Examination of Consumer Communication

Researchers: Associate Professor Rodney Clarke, Professor Nina Reynolds, and
Mr Ben Forouhandeh.

I have been given written information about the study. I have also discussed the study with Mr
Ben Forouhandeh who is conducting this research as part of a PhD that is supervised by
Associate Professor Rodney Clarke and Professor Nina Reynolds in the School of
Management, Operations and Marketing at the University of Wollongong.

I have been advised of the potential risks and burdens associated with this research and
have had an opportunity to ask Mr Forouhandeh any questions I may have about the
research and my participation.

I understand that my participation in this research is voluntary, I am free to refuse to
participate and I am free to withdraw from the research at any time. My refusal to participate
or withdrawal of consent will not affect my treatment or my relationship with the University of
Wollongong or the researchers. I also understand that this project will maintain my
confidentiality and privacy.

I am aware that if I have any enquiries about the research, I can contact Mr Forouhandeh
(bf92@uowmail.edu.au) or Associate Professor Rodney Clarke (rodney_clarke@uow.edu.au
or ph: 02 4221 5818). If I have any concerns or complaints regarding the way the research is
or has been conducted, I can contact the Ethics Officer, Human Research Ethics Committee,
Office of Research, University of Wollongong on 4221 3386 or email rso-ethics@uow.edu.au.
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By signing below I am indicating my consent to participate in the research, as it has been
described to me in the participant information sheet and in discussion with the researcher. I
understand the experiment will be recorded on a digital video-audio recorder or a computer
and will last approximately 35 minutes. I also understand that the de-identified data from my
participation will be used for the purpose of a PhD thesis, scholarly journals and conference
proceedings, and I consent for it to be used in that manner.

..........................................
Signed

.................................
Date
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APPENDIX 3: LINGUISTIC ANALYSIS OF DEVELOPED
SCENARIOS: APPRAISAL, LD, GI, & MOOD
APPRAISAL
A 3.1 Hedonic-Holiday Destination
Table A 3.1: Hotel Appraisal Analysis
My Holiday Destination: Lodging resort (Accommodation)- 1-Hotel
Clause Number

Clause

Attitude Code

1

“Marriot resort” is a luxurious 5 star hotel resort

apcopo

2

The hotel had a wide range of free amnesties and services

apcopo

3

The hotel had a wide range of free amnesties and services

apvapo

4

It includes free spa, breakfast, and internet

apvapo

5

I had a big plasma TV in the room to watch different movies
too

aprepo

6

Hotel’s price was a bit expensive for me

aprene

7

But I stayed as I thought it would value for the money

apvapo

8

I spent a week in “Marriot resort” and I would definitely
recommend this hotel to others!
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afsa

Table A 3.2: Hotel Appraisal Analysis Summary
My Holiday Destination: Lodging resort (Accommodation)- 1-Hotel
Attitude Subsystem

Code

1- Clause Number

Frequency

affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

1.8

1

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

1.5

1

appreciationreactionnegative

aprene

1.6

1

appreciationcompositionpositive

apcopo

1.1, 1.2

2

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

1.3, 1.4, 1.7

3

appreciationvaluationnegative

apvane

320

Table A 3.3: Restaurant Appraisal Analysis
My Holiday Destination: Food and Drink – 2-Restaurant
Clause Number

Clause

Attitude Code

1

My favourite lunch place called “Bella Mo Benito”

aprepo

2

“Bella Mo Benito” was a fine dining Italian restaurant

aprepo

3

They had a wide range of spaghetti selections

apcopo

4

The spaghetti Bolognese there was excellent

aprepo

5

They also had a vegetarian pasta menu that was pretty
popular amongst vegetarians

aprepo

6

I would suggest this restaurant

because I loved the food.

afsa

7

I would suggest this restaurant

because I loved the food.

afha

8

9

10

11

12

I also enjoyed the relaxing atmosphere and I liked the
friendly well trained staff.
I also enjoyed the relaxing atmosphere and I liked the
friendly well trained staff.
I also enjoyed the relaxing atmosphere and I liked the
friendly well trained staff.
I also enjoyed the relaxing atmosphere and I liked the
friendly well trained staff.
I also enjoyed the relaxing atmosphere and I liked the
friendly well trained staff.
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afha

aprepo

afha

jusenopo

jusecapo

Table A 3.4: Restaurant Appraisal Analysis Summary
My Holiday Destination: Food and Drink – 2- Restaurant
Attitude Subsystem

Code

2- Clause Number

Frequency

affecthappiness

afha

2.7, 2.8, 2.10

3

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

2.6

1

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

2.11

1

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

2.12

1

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

2.1, 2.2, 2.4, 2.5, 2.9

5

appreciationreactionnegative

aprene

appreciationcompositionpositive

apcopo

2.1

1

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

appreciationvaluationnegative

apvane
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Table A 3.5: Pub Appraisal Analysis
My Holiday Destination: Food and Drink – 3- Pub
Clause Number

Clause

Attitude Code

1

The pub I liked was “Irish Fog”

afha

2

3

It had a small seating area where they served Irish
drinks and foods.
The background music had a pretty fast rhythm and it was
certainly good for dancing.

apcone

aprepo

4

I met a few cool people at “Irish Fog” too

jusenopo

5

I really enjoyed the beers and socialisation

afha

6

However, I did not like the food.

afun

Although the food was extremely greasy and awfully
7

expensive, my overall experience about “Irish Fog” is

aprene

positive.
Although the food was extremely greasy and awfully
8

expensive, my overall experience about “Irish Fog” is

apvane

positive.
Although the food was extremely greasy and awfully
9

expensive, my overall experience about “Irish Fog” is
positive.
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aprepo

Table A 3.6: Pub Appraisal Analysis Summary
My Holiday Destination: Food and Drink – 3-Pub
Attitude Subsystem

Code

3-Clause Number

Frequency

affecthappiness

afha

3.1, 3.5

2

affectunhappiness

afun

3.6

1

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

3.4

1

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

3.3, 3.9

2

appreciationreactionnegative

aprene

3.7

1

appreciationcompositionpositive

apcopo

appreciationcompositionnegative

apcone

3.2

1

appreciationvaluationpositive

apvapo

appreciationvaluationnegative

apvane

3.8

1
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Table A 3.7: Island Resort Appraisal Analysis
My Holiday Destination: Destination resort- 4- Island Resort
Clause Number

Clause

Attitude Code

1

“Tioman” was my best island experience.

afha

2

3

“Tioman” was fascinating as it had a very beautiful
mountain at the back of the island.
“Tioman” was fascinating as it had a very beautiful
mountain at the back of the island.

aprepo

aprepo

4

There were a lot of activities I did in “Tioman”.

apvapo

5

However, it was extremely scary.

aprene

6
7

The island also had an exceptional beautiful hiking road but
I did not get a chance to try it.
I had a good time in “Tioman”.

aprepo
afha
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Table A 3.8: Island Resort Appraisal Analysis Summary
My Holiday Destination: Destination resort- 4- Island Resort
Attitude Subsystem

Code

4- Clause Number

Frequency

affecthappiness

afha

4.1, 4.7

2

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

4.2, 4.3, 4.6

3

appreciationreactionnegative

aprene

4.5

1

appreciationcompositionpositive

apcopo

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

4.4

1

appreciationvaluationnegative

apvane
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A 3.2 Utilitarian-University Elective Subject
Table A 3.9: Final Appraisal Analysis
My elective subject: Exam – 1-Final
Clause Number

Clause

Attitude Code

1

Most simulated questions contained five short essays

apcopo

2

3
4
5

6

7

I was slightly shocked when I reviewed the sample
questions as I always preferred multiple choice exams
I was slightly shocked when I reviewed the sample
questions as I always preferred multiple choice exams
I managed to improve my writing skills very quickly
The exam questions were highly similar to the simulated
questions.

So I did very well in the exam, and I got a good mark
for this elective subject.
So I did very well in the exam, and I got a good mark
for this elective subject.
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afin

afha
jusecapo
apcopo

jusecapo

jusecapo

Table A 3.10: Final Appraisal Analysis Summary
My elective subject: Exam – 1- Final
Attitude Subsystem

Code

1- Clause Number

Frequency

affecthappiness

afha

1.3

1

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

1.2

1

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

1.4, 1.6, 1.7

3

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

appreciationreactionnegative

aprene

appreciationcompositionpositive

apcopo

1.1, 1.5

2

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

appreciationvaluationnegative

apvane
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Table A 3.11: Report Appraisal Analysis
My elective subject: Task (Assignment) – 2- Report
Clause Number
1

2

Clause

Attitude Code

My favourite assignment for this elective subject was
writing the report.
I liked this assignment because the lecturer allowed us to
write the report as a group.

aprepo

afha

3

I usually prefer to work in a group.

afha

4

I think working in a group is more fun.

aprepo

5

We also choose our own topic of interest.

aprepo

6

7

8

9

However, we did not take this assignment too seriously as we
thought it would be too easy for us.
However, we did not take this assignment too seriously as we
thought it would be too easy for us.

I want to admit that we were lucky to get a pass for that
report.
I want to admit that we were lucky to get a pass for that
report.
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jusecane

apcopo

jusenopo

apcone

Table A 3.12: Report Appraisal Analysis Summary
My elective subject: Class activity – 2- Report
Attitude Subsystem

Code

Clause Number

Frequency

affecthappiness

afha

2.2, 2.3

2

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

2.8

1

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative

jusecane

2.6

1

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

2.1, 2.4, 2.5

3

appreciationreactionnegative

aprene

appreciationcompositionpositive

apcopo

2.7

1

appreciationcompositionnegative

apcone

2.9

1

appreciationvaluationpositive

apvapo

appreciationvaluationnegative

apvane
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Table A 3.13: Lecture Appraisal Analysis
My elective subject: Class activity – 3- Lecture
Clause Number

Clause

Attitude Code

1

The subject’s contents were pretty dull.

aprene

2

But the lecturer was very funny.

jusenopo

3

4

For these reasons, most of the lectures were full and
packed with the students.
For these reasons, most of the lectures were full and
packed with the students.

aprepo

aprepo

The lecturer also invited a guest speaker for a couple of
5

times and most students liked the idea as it was a new

afha

experience for us.
The lecturer also invited a guest speaker for a couple of
6

times and most students liked the idea as it was a new
experience for us.
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aprepo

Table A 3.14: Lecture Appraisal Analysis Summary
My elective subject: Exam – 3- Lecture
Attitude Subsystem

Code

3- Clause Number

Frequency

affecthappiness

afha

3.5

1

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

3.2

1

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

3.3, 3.4, 3.6

3

appreciationreactionnegative

aprene

3.1

1

appreciationcompositionpositive

apcopo

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

appreciationvaluationnegative

apvane
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Table A 3.15: Tutorials Appraisal Analysis
My elective subject: Class activity – 4- Tutorials
Clause Number

Clause

Attitude Code

1

Attending the tutorial was optional.

apcopo

2

3

But I chose to attend most of the tutorials as I found it
helpful for having a good understating of the subject.
But I chose to attend most of the tutorials as I found it
helpful for having a good understating of the subject.

apvapo

aprepo

4

The tutorials were always interesting too.

aprepo

5

Hence, most students really liked the tutor.

afha

6

7

8

9

The tutor was also pretty friendly and available to answer
students’ questions.
The tutor was also pretty friendly and available to answer
students’ questions.
The tutor replied my emails very quickly and answered all
my questions thoroughly.

The tutor replied my emails very quickly and
answered all my questions thoroughly.
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jusenopo

jusetepo

jusecapo

jusecapo

Table A 3.16: Tutorials Appraisal Analysis Summary
My elective subject: Class activity – 4- Tutorials
Attitude Subsystem

Code

4- Clause Number

Frequency

affecthappiness

afha

4.5

1

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

4.6

1

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

4.8, 4.9

2

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

4.7

1

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

4.3, 4.4

2

appreciationreactionnegative

aprene

appreciationcompositionpositive

apcopo

4.1

1

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

4.2

1

appreciationvaluationnegative

apvane
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A 3.3 Hedonic and Utilitarian Analyses Summary
Table A 3.17: Hedonic (Holiday Destination)
Attitude Summary: Hedonic - Holiday Destination
Attitude Subsystem

Code

Clause Number

Frequency

affecthappiness

afha

2.7, 2.8, 2.10, 3.1, 3.5,
4.1, 4.7

7

affectunhappiness

afun

3.6

1

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

1.8, 2.6

2

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

2.11, 3.4

2

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

2.12

1

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

1.5, 2.1, 2.2, 2.4, 2.5,
2.9, 3.3, 3.9, 4.2, 4.3, 4.6

11

appreciationreactionnegative

aprene

1.6, 3.7, 4.5

3

appreciationcompositionpositive

apcopo

1.1, 1.2, 2.1

3

appreciationcompositionnegative

apcone

3.2

1

appreciationvaluationpositive

apvapo

1.3, 1.4, 1.7, 4.4

4

appreciationvaluationnegative

apvane

3.8

1
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Table A 3.18: Utilitarian (University Elective Subject)
Attitude Summary: Utilitarian – University Elective Subject
Attitude Subsystem

Code

Clause Number

Frequency

affecthappiness

afha

1.3, 2.2, 2.3, 3.5, 4.5

5

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

1.2

1

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

2.8, 3.2, 4.6

3

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

1.4, 1.6, 1.7, 4.8, 4.9

5

judgementsocial esteemcapacitynegative

jusecane

2.6

1

judgementsocial esteemtenacitypositive

jusetepo

4.7

1

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

2.1, 2.4, 2.5, 3.3, 3.4,

8

3.6, 4.3, 4.4
appreciationreactionnegative

aprene

3.1

1

appreciationcompositionpositive

apcopo

1.1, 1.5, 2.7, 4.1

4

appreciationcompositionnegative

apcone

2.9

1

appreciationvaluationpositive

apvapo

4.2

1

appreciationvaluationnegative

apvane
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Table A 3.19: Total Positive-Negative Percentage
Attitude Frequency Summary of Prompting Sheets - Hedonic and Utilitarian
Attitude across Hedonic and Utilitarian

Positive

Negative

Total
Frequency

Attitude Hedonic

30 (83%)

6 (17%)

36 (100%)

Attitude Utilitarian

27 (87%)

4 (13%)

31 (100%)

Total Frequency

57 (85%)

10 (15%)

67 (100%)
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Lexical Density (LD) and Grammatical Intricacy (GI) Analyses of
Developed Scenarios
A 3.4 Hedonic-Holiday Destination
Holiday Destination Scenarios
Lodging resort (Accommodation): Hotel
“Marriot resort” is a luxurious 5 star hotel resort. I stayed in that hotel for a week, while I was on
holiday. The hotel had a wide range of free amenities and services. It includes free spa, breakfast,
and internet. The hotel also had 24 hour room service. I had a big plasma TV in the room to watch
different movies too. Hotel’s price was a bit expensive for me. But I stayed as I thought it would
value for the money. I spent a week in “Marriot resort” and I would definitely recommend this hotel
to others!
Clause Analysis
Simplex

“Marriot resort” is a luxurious 5 star hotel resort.

α

I stayed in that hotel for a week,

β

while I was on holiday.

Simplex

The hotel had a wide range of free amenities and services.

Simplex

It includes free spa, breakfast, and internet.

Simplex

The hotel also had 24 hour room service.

α

I had a big plasma TV in the room

β

to watch different movies too.

Simplex

Hotel’s price was a bit expensive for me.

α

But I stayed

β

β

as I thought

α

it would value for the money.

1

I spent a week in “Marriot resort”

2

and I would definitely recommend this hotel to others!
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Number of Embedded Clauses

0

Number of Clause Simplexes

5

Number of Clauses

14

Number of Clause Complexes

9

Lexical Items

Noun

“Marriot resort” star hotel resort hotel week holiday hotel
range amenities services spa breakfast internet hotel hour
room service plasma TV room movies Hotel’s price bit
value money week “Marriot resort” hotel

Verb

stayed includes watch stayed thought spent recommend

Adverb (i.e., manner,

definitely

sentence)
Adjective

Lexical Number
Grammatical
Items

luxurious wide free free big different expensive

47
Pronouns

I that I It I me I I it I I this others

Determiners

a 5 a The a The 24 a the a the a

Finite verbs

is was had had had was would would

Conjunctions

while and and But as and

Prepositions

in for on of in to in to for for

Adverbs (e.g.,

also too

Temporal, Locative,
339

Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

51

GI = 14/9=1.5
LD = 47/14= 3.3

Food and Drink: Restaurant
My favourite lunch place is called “Bella Mo Benito”. “Bella Mo Benito” was a fine dining Italian
restaurant. They had a wide range of spaghetti selections. The spaghetti Bolognese there was
excellent. It was served with garlic, hot chili, pine nuts, and a glass of wine. They also had a
vegetarian pasta menu, that was pretty popular amongst vegetarians. However, I didn’t get a chance
to try it. I would suggest this restaurant because I loved the food. I also enjoyed the relaxing
atmosphere and I liked the friendly well trained staff.
Clause Analysis
Simplex

My favourite lunch place is called “Bella Mo Benito”.

Simplex

“Bella Mo Benito” was a fine dining Italian restaurant.

Simplex

They had a wide range of spaghetti selections.

Simplex

The spaghetti Bolognese there was excellent.

Simplex

It was served with garlic, hot chili, pine nuts, and a glass of wine.

α

They also had a vegetarian pasta menu,

β

that was pretty popular amongst vegetarians.

α

However, I didn’t get a chance

β

to try it.

α

I would suggest this restaurant
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β

because I loved the food.

1

I also enjoyed the relaxing atmosphere

2

and I liked the friendly well trained staff.

Number of Embedded Clauses

0

Number of Clause Simplexes

5

Number of Clauses

13

Number of Clause Complexes

9

Lexical Items

Noun

favourite lunch place “BellaMoBenito” “BellaMoBenito”
Italian restaurant range spaghetti selections spaghetti
Bolognese garlic chili pine nuts glass wine vegetarian pasta
menu vegetarians restaurant food atmosphere staff

Verb

called dining served get chance try suggest loved enjoyed
relaxing liked trained

Adverb (i.e., manner,
sentence)
Adjective

Lexical Number
Grammatical
Items

fine wide excellent hot popular friendly well

45
Pronouns

My They It They I it I this I I I

Determiners

a a The a a a the the the

Finite verbs

is was had was was had was did would

Conjunctions

and that However because and

Prepositions

of with of amongst to
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Adverbs (e.g.,

there also pretty n’t(not) also

Temporal, Locative,
Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

44

GI = 13/9=1.4
LD = 45/13= 3.4

Food and Drink: Pub
The pub I liked was “Irish Fog”. “Irish Fog” was a small place at a street level. It had a small seating
area, where they served Irish drinks and foods. The background music had a pretty fast rhythm and
it was certainly good for dancing. I met a few cool people at “Irish Fog” too. And I went there every
night after I met them. I really enjoyed the beers and socialisation. However, I did not like the food.
Although the food was extremely greasy and awfully expensive, my overall experience about “Irish
Fog” is positive.
Clause Analysis
Simplex

[[The pub I liked]] was “Irish Fog”.

Simplex

“Irish Fog” was a small place at a street level.

α

It had a small seating area,

β

where they served Irish drinks and foods.

1

The background music had a pretty fast rhythm

2

and it was certainly good for dancing.

Simplex

I met a few cool people at “Irish Fog” too.

α

And I went there every night
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β

after I met them.

Simplex

I really enjoyed the beers and socialisation.

Simplex

However, I did not like the food.

β

Although the food was extremely greasy and awfully expensive,

α

my overall experience about “Irish Fog” is positive.

Number of Embedded Clauses

1

Number of Clause Simplexes

5

Number of Clauses

13

Number of Clause Complexes

9

Lexical Items

Noun

“Irish Fog” “Irish Fog” place street level seating area Irish
drinks foods background music rhythm dancing people
“Irish Fog” night beers socialisation food food experience
“Irish Fog”

Verb

served met went met enjoyed like

Adverb (i.e., manner,

certainly overall

sentence)
Adjective

Lexical Number
Grammatical
Items

small small fast good cool greasy expensive positive

43
Pronouns

It they it I I I them I I my

Determiners

a a a The a a few every the the the

Finite verbs

was was had had was did was is

Conjunctions

where and and for And and However Although and
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Prepositions

at at after about

Adverbs (e.g.,

pretty too there really not extremely awfully

Temporal, Locative,
Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

49

GI = 14/9=1.5
LD = 43/13= 3.3

Destination resort: Island Resort
“Tioman” was my best island experience. “Tioman” was fascinating as it had a very beautiful
mountain at the back of the island. I stayed in “Tioman” for two nights. There were a lot of activities
I did in “Tioman”. It includes surfing at the beach and swimming with turtles. I tried zip-lining too.
However, it was extremely scary. The island also had an exceptional beautiful hiking road but I did
not get a chance to try it. I had a good time in “Tioman”.
Clause Analysis
Simplex

“Tioman” was my best island experience.

α

“Tioman” was fascinating

β

as it had a very beautiful mountain at the back of the island.

Simplex

I stayed in “Tioman” for two nights.

Simplex

There were a lot of activities I did in “Tioman”.

α

It includes surfing at the beach

β

and swimming with turtles.
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Simplex

I tried zip-lining too.

Simplex

However, it was extremely scary.

1

The island also had an exceptional beautiful hiking road

2

α

but I did not get a chance

β

to try it.

Simplex

I had a good time in “Tioman”.

Number of Embedded Clauses

0

Number of Clause Simplexes

6

Number of Clauses

13

Number of Clause Complexes

9

Lexical Items

Noun

“Tioman” island experience “Tioman” mountain island
“Tioman” nights activities “Tioman” beach turtles zip-lining
island road chance time “Tioman”

Verb

stayed includes surfing swimming tried was hiking get try

Adverb (i.e., manner,
sentence)
Adjective

Lexical Number
Grammatical
Items

best fascinating beautiful scary exceptional beautiful good

34
Pronouns

my it I There I It I it I to it I

Determiners

a the the two a lot of the with The an a a

Finite verbs

was was had were did had did had

345

Conjunctions

as and However but

Prepositions

at of in for in at in

Adverbs (e.g.,

very back too extremely also not

Temporal, Locative,
Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

50

GI = 13/9=1.4
LD = 34/13= 2.6

A 3.5 Utilitarian-University Elective Subject
Exam: Final
I took this elective subject as it had a final exam.

The lecturer gave all students a set of simulated

questions. Most simulated questions contained five short essays. I was slightly shocked, when I
reviewed the sample questions as I always preferred multiple choice exams. Hence, I had to work on
my writing skills. I managed to improve my writing skills very quickly. The exam questions were
highly similar to the simulated questions. So I did very well in the exam, and I got a good mark for
this elective subject.
Clause Analysis
α

I took this elective subject

β

as it had a final exam.

Simplex

The lecturer gave all students a set of simulated questions.

Simplex

Most simulated questions contained five short essays.
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α

α

I was slightly shocked,

β

when I reviewed the sample questions

β

as I always preferred multiple choice exams.

Simplex

Hence, I had to work on my writing skills.

Simplex

I managed to improve my writing skills very quickly.

Simplex

The exam questions were highly similar to the simulated
questions.

1

So I did very well in the exam,

2

and I got a good mark for this elective subject.

Number of Embedded Clauses

0

Number of Clause Simplexes

5

Number of Clauses

12

Number of Clause Complexes

8

Lexical Items

Noun

elective subject final exam lecturer students questions
questions essays sample questions choice exams work
writing skills writing skills exam questions questions exam
mark elective subject

Verb

took gave set contained shocked reviewed preferred
managed improve got

Adverb (i.e., manner,

quickly

sentence)
Adjective

simulated simulated short multiple similar simulated well
good

Lexical Number
Grammatical

44
Pronouns

I this it I I I I my I my I I a this
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Items

Determiners

The all a Most five the The the the

Finite verbs

had was had were did

Conjunctions

when as Hence So and

Prepositions

as a of to on to to in for

Adverbs (e.g.,

slightly always very highly very

Temporal, Locative,
Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

47

GI = 12/8=1.5
LD = 44/12= 3.6

Task (Assignment): Report
My favourite assignment for this elective subject was writing the report. I liked this assignment
because the lecturer allowed us to write the report as a group. I usually prefer to work in a group. I
think working in a group is more fun. Hence, my friends and I formed a group. We also choose our
own topic of interest. However, we did not take this assignment too seriously as we thought it would
be too easy for us. I want to admit that we were lucky to get a pass for that report.
Clause Analysis
Simplex

My favourite assignment for this elective subject was writing the
report.

α

I liked this assignment

β

because the lecturer allowed us to write the report as a group.

Simplex

I usually prefer to work in a group.
348

Simplex

I think working in a group is more fun.

Simplex

Hence, my friends and I formed a group.

Simplex

We also choose our own topic of interest.

β

α

However, we did not take this assignment too seriously

β

as we thought

α

it would be too easy for us.

β

I want to admit that

α

we were lucky to get a pass for that report.

Number of Embedded Clauses

0

Number of Clause Simplexes

5

Number of Clauses

12

Number of Clause Complexes

8

Lexical Items

Noun

favourite assignment elective subject report assignment
lecturer report group group group friends group topic
interest assignment report

Verb

writing liked allowed write prefer work think working
formed choose take thought want admit get pass

Adverb (i.e., manner,

seriously

sentence)
Adjective

Lexical Number
Grammatical
Items

fun own easy lucky

38
Pronouns

My this I this us I I my I We our we this we it us I we that

Determiners

the the the a a more a a
349

Finite verbs

was is did would be were

Conjunctions

because Hence and However as that

Prepositions

for to as to in in a of for to to for

Adverbs (e.g.,

usually also not too too

Temporal, Locative,
Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

56

GI = 12/8=1.5
LD = 38/12= 3.1

Class activity: Lecture
The subject’s contents were pretty dull. But the lecturer was very funny. The students also did not
have to prepare anything for the lectures in advance. For these reasons, most of the lectures were
full and packed with the students. I attended most of the lectures too. All the lectures were recorded
on the university’s website. So, students could listen to the lectures, when they were absent or
away. The lecturer also invited a guest speaker for a couple of times and most students liked the
idea as it was a new experience for us.
Clause Analysis
Simplex

The subject’s contents were pretty dull.

Simplex

But the lecturer was very funny.

Simplex

The students also did not have to prepare anything for the
lectures in advance.

1

For these reasons, most of the lectures were full

350

2

and packed with the students.

Simplex

I attended most of the lectures too.

Simplex

All the lectures were recorded on the university’s website.

α

So, students could listen to the lectures,

β

when they were absent or away.

1

The lecturer also invited a guest speaker for a couple of times

2

α

and most students liked the idea

β

as it was a new experience for us.

Number of Embedded Clauses

0

Number of Clause Simplexes

5

Number of Clauses

12

Number of Clause Complexes

8

Lexical Items

Noun

subject’s contents lecturer students lectures advance
reasons lectures students lectures lectures university’s
website students lectures they lecturer guest speaker
couple times students idea experience

Verb

prepare packed attended recorded listen invited liked

Adverb (i.e., manner,
sentence)
Adjective

Lexical Number
Grammatical

dull funny full absent new

36
Pronouns

anything these I it us

351

Items

Determiners

The the The the most the the most the All the the the The
a a most the a

Finite verbs

were was did have to were were could were was

Conjunctions

But and So when or and as

Prepositions

for in For of with of on to for of for

Adverbs (e.g.,

pretty very also not too away also

Temporal, Locative,
Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

59

GI = 12/8=1.5
LD = 36/12= 3

Class activity: Tutorials
The elective subject had an hour of tutorial per week. Attending the tutorial was optional. But I
chose to attend most of the tutorials as I found it helpful for having a good understating of the
subject. The tutorials were always interesting too. Students could have discussions of different
topics with the tutor. Hence, most students really liked the tutor. The tutor was also pretty friendly
and available to answer students’ questions. I emailed my tutor a few times to ask some questions.
The tutor replied my emails very quickly and answered all my questions thoroughly.
Clause Analysis
Simplex

The elective subject had an hour of tutorial per week.

Simplex

Attending the tutorial was optional.

352

α
β

But I chose to attend most of the tutorials
α

as I found it helpful

β

for having a good understating of the subject.

Simplex

The tutorials were always interesting too.

Simplex

Students could have discussions of different topics with the
tutor.

Simplex

Hence, most students really liked the tutor.

Simplex

The tutor was also pretty friendly and available to answer
students’ questions.

α

I emailed my tutor a few times

β

to ask some questions.

1

The tutor replied my emails very quickly

2

and answered all my questions thoroughly.

Number of Embedded Clauses

0

Number of Clause Simplexes

6

Number of Clauses

13

Number of Clause Complexes

9

Lexical Items

Noun

elective subject hour tutorial week tutorial tutorials
subject tutorials Students discussions topics tutor students
tutor tutor students’ questions tutor times questions tutor
emails questions

Verb

Attending chose attend found understating liked answer
emailed ask replied answered

Adverb (i.e., manner,

quickly

sentence)
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Adjective

optional helpful good interesting different friendly
available

Lexical Number
Grammatical
Items

43
Pronouns

I I it I my my my

Determiners

The an the most the a the The the most the The a few
some The all

Finite verbs

had was having were could have was

Conjunctions

But as Hence and and

Prepositions

of per to of for of of with to to

Adverbs (e.g.,

always too really also pretty very thoroughly

Temporal, Locative,
Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

53

GI = 13/9=1.4
LD = 43/13= 3.3
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A 3.6 Hedonic and Utilitarian LD and GI Analyses Summary
Hedonic

Average

Utilitarian

Average

GI

1.5

1.4

1.5

1.4

1.4

1.5

1.5

1.5

1.4

1.4

LD

3.3

3.4

3.3

2.6

3.1

3.6

3.1

3

3.3

3.2
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Mood (Tie-Strength and Source Expertise) Analysis of Developed
Scenarios
A 3.7 Hedonic-Holiday Destination
Lodging resort (Accommodation): Hotel
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
“Marriot resort” is
a luxurious 5 star
hotel resort.

“Marriot
resort”

is

D

I stayed in that
hotel for a week,

I

stayed

D

while I was on
holiday.

I

was

D

The hotel had a
wide range of free
amenities and
services.

The hotel

had

D

It includes free
spa, breakfast,
and internet.

It

includes

D

The hotel also had
24 hour room
service.

The hotel

had

D

I had a big plasma
TV in the room

I

had

D

to watch different
movies too.

-

watch

Imp

Hotel’s price was
a bit expensive for
me.

Hotel’s
price

was

D

But I stayed

I

stayed

D

as I thought

I

thought

D

it would value for
the money.

it

would

would
356

D

Lodging resort (Accommodation): Hotel
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
I spent a week in
“Marriot resort”

I

spent

and I would
definitely
recommend this
hotel to others!

I

Would
definitely

D

Would
definitely

Frequency of Speech Function

D

Statement:

D

13

Ex

Question: Int
Command: Imp
Offer: Mod-Int

357

1

Lodging resort (Accommodation): Hotel
Clause

Modality

Value
Low

it would value for the
money.
I thought

Modalization

Usuality

Total Modalization

2
definitely

Obligation
Modulation

4

Other mood adjunct (e.g.,
temporality, mood)

0

would

Inclination

Total Modulation
Total Expression of Modality

High

would, I
thought

Probability

and I would definitely
recommend this hotel to
others!

Median

2

Total other mood adjunct

0

358

Food and Drink: Restaurant
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
My favourite
lunch place is
called “Bella Mo
Benito”.

My
favourite
lunch
place

is

D

“Bella Mo Benito”
was a fine dining
Italian restaurant.

“Bella Mo
Benito”

was

D

They had a wide
range of spaghetti
selections.

They

had

D

The spaghetti
Bolognese there
was excellent.

The
spaghetti
Bolognese
there

was

D

It was served with
garlic, hot chili,
pine nuts, and a
glass of wine.

It

was

D

They also had a
vegetarian pasta
menu,

They

had

D

that was pretty
popular amongst
vegetarians.

that

was

D

However, I didn’t
get a chance

I

didn’t

D

to try it.

-

try

Imp

I would suggest
this restaurant

I

would

because I loved
the food.

I

loved

D

I also enjoyed the
relaxing
atmosphere

I

enjoyed

D

would
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D

Food and Drink: Restaurant
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
and I liked the
friendly well
trained staff.

I

D

liked

Frequency of Speech Function

Statement:

D

12

Ex

Question: Int
Command: Imp
Offer: Mod-Int

360

1

Food and Drink: Restaurant
Clause

Modality

Value
Low

I would suggest this
restaurant

Median

High

Probability

Modalization

Usuality

Total Modalization

0

Obligation
Modulation

Inclination

Total Modulation
Total Expression of Modality

would

1

1

Other mood adjunct (e.g.,
temporality, mood)

Total other mood adjunct

361

Food and Drink: Pub
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
[[The pub I liked]]
was “Irish Fog”.

[[The pub
I liked]]

was

D

“Irish Fog” was a
small place at a
street level.

“Irish Fog”

was

D

It had a small
seating area,

It

had

D

where they
served Irish drinks
and foods.

they

served

D

The background
music had a
pretty fast rhythm

e
backgroun
d music

had

D

D

and it was
certainly good for
dancing.
I met a few cool
people at “Irish
Fog” too.

I

met

D

And I went there
every night

I

went

D

after I met them.

I

met

D

I really enjoyed
the beers and
socialisation.

I

enjoyed

D

However, I did not I
like the food.

did not

D

Although the food
was extremely
greasy and
awfully expensive,

the food

was

D

my overall
experience about

my overall
experienc

is

D

362

Food and Drink: Pub
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
“Irish Fog” is
positive.

e about
“Irish Fog”

Frequency of Speech Function

Statement:
Question: Int
Command: Imp
Offer: Mod-Int

363

D
Ex

13

Food and Drink: Pub
Clause

Modality

Value
Low

and it was certainly good for
dancing.

Probability

Modalization

Median

High
certainly

Usuality

Total Modalization

1

Obligation
Modulation

Inclination

Total Modulation

0

I really enjoyed the beers and
socialisation.

Total other mood adjunct

Total Expression of Modality
Other mood adjunct (e.g.,
temporality, mood)

Although the food was extremely
greasy and awfully expensive,

364

2

Destination resort: Island Resort
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
“Tioman” was my
best island
experience.

“Tioman”

was

D

“Tioman” was
fascinating

“Tioman”

was

D

as it had a very
beautiful
mountain at the
back of the island.

it

had

D

I stayed in
“Tioman” for two
nights.

I

stayed

D

There were a lot
of activities I did
in “Tioman”.

There

were

D

It includes surfing
at the beach

It

includes

D

and swimming
with turtles.

It

includes

D

I tried zip-lining
too.

I

tried

D

However, it was
extremely scary.

it

was

D

The island also
had an
exceptional
beautiful hiking
road

The island

had

D

but I did not get a
chance

I

did not

D

to try it.

-

try

Imp

I had a good time
in “Tioman”.

I

had

D

365

Destination resort: Island Resort
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
Frequency of Speech Function

Statement:

D

12

Ex

Question: Int
Command: Imp
Offer: Mod-Int

366

1

Destination resort: Island Resort
Clause

Modality

Value
Low

Median

High

Probability

Modalization

Usuality

Total Modalization

0

Obligation
Modulation

Inclination

Total Modulation
Total Expression of Modality

0

Other mood adjunct (e.g.,
temporality, mood)

However, it was extremely scary.

0

Total other mood adjunct

1

367

A 3.8 Utilitarian-University Elective Subject
Exam: Final
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
I took this elective
subject

I

took

D

as it had a final
exam.

it

had

D

The lecturer gave
all students a set
of simulated
questions.

The
lecturer

gave

D

Most simulated
questions
contained five
short essays.

Most
simulated
questions

contained

D

I was slightly
shocked,

I

was

D

when I reviewed
the sample
questions

I

reviewed

D

as I always
I
preferred multiple
choice exams.

preferred

Hence, I had to
work on my
writing skills.

I

had to

D

I managed to
improve my
writing skills very
quickly.

I

managed

D

The exam
questions were
highly similar to
the simulated
questions.

The exam
questions

were

D

So I did very well

I

did

D

always

368

D

Exam: Final
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
in the exam,
and I got a good
mark for this
elective subject.

I

D

got

Frequency of Speech Function

Statement:
Question: Int
Command: Imp
Offer: Mod-Int

369

D
Ex

12

Exam: Final
Clause

Modality

Value
Low

as I always preferred
multiple choice exams.

Median

High

Probability

Modalization

Usuality

Total Modalization

always

1

Obligation
Modulation

Inclination

Total Modulation
Total Expression of Modality

0

1

Other mood adjunct (e.g.,
temporality, mood)

Total other mood adjunct

0

370

Task (Assignment): Report
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
My favourite
assignment for
this elective
subject was
writing the report.

My
favourite
assignmen
t for this
elective
subject

was

D

I liked this
assignment

I

liked

D

because the
lecturer allowed
us to write the
report as a group.

the
lecturer

allowed

D

I usually prefer to
work in a group.

I

prefer

I think working in
a group is more
fun.

I

think

D

Hence, my friends
and I formed a
group.

my friends
and I

formed

D

We also choose
our own topic of
interest.

We

choose

D

However, we did
not take this
assignment too
seriously

we

did not

D

as we thought

we

thought

D

it would be too
easy for us.

it

would

would

D

I want to admit
that

I

want to

want to

D

we were lucky to
get a pass for that

we

were

usually

D

D

371

Task (Assignment): Report
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
report.
Frequency of Speech Function

Statement:
Question: Int
Command: Imp
Offer: Mod-Int

372

D
Ex

12

Task (Assignment): Report
Clause

Modality

Value
Low

I usually prefer to work in a
group
as we thought

Modalization

it would be too easy for us.

I want to admit that

Median

Probability

we
thought,
would

Usuality

usually

Total Modalization

High

3

Obligation
Modulation

Inclination

Total Modulation
Total Expression of Modality

4

Other mood adjunct (e.g.,
temporality, mood)

0

want to

1

Total other mood adjunct

0

373

Class activity: Lecture
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
The subject’s
contents were
pretty dull.

The
subject’s
contents

were

D

But the lecturer
was very funny.

the
lecturer

was

D

The students also
did not have to
prepare anything
for the lectures in
advance.

The
students

did not

For these reasons,
most of the
lectures were full

most of
the
lectures

were

D

and packed with
the students.

-

packed

D

I attended most
of the lectures
too.

I

attended

D

All the lectures
were recorded on
the university’s
website.

All the
lectures

were

D

So, students could
listen to the
lectures,

students

could

when they were
absent or away.

they

were

D

The lecturer also
invited a guest
speaker for a
couple of times

The
lecturer

invited

D

and most
students liked the
idea

most
students

liked

D

have to

could

374

D

D

Class activity: Lecture
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
as it was a new
experience for us.

it

D

was

Frequency of Speech Function

Statement:
Question: Int
Command: Imp
Offer: Mod-Int

375

D
Ex

12

Class activity: Lecture
Clause

Modality

Value
Low

The students also did not
have to prepare anything for
the lectures in advance.
So, students could listen to
the lectures,

High

Probability

Modalization

Usuality

Total Modalization

Modulation

0

Obligation

have to

Inclination

could

Total Modulation
Total Expression of Modality

Median

2

2

Other mood adjunct (e.g.,
temporality, mood)

Total other mood adjunct

0

376

Class activity: Tutorials
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
The elective
subject had an
hour of tutorial
per week.

The
elective
subject

had

D

Attending the
tutorial was
optional.

Attending
the
tutorial

was

D

But I chose to
attend most of
the tutorials

I

chose

D

as I found it
helpful

I

found

D

for having a good
understating of
the subject.

-

having

D

The tutorials were
always interesting
too.

The
tutorials

were

D

Students could
have discussions
of different topics
with the tutor.

Students

could

D

Hence, most
students really
liked the tutor.

most
students

liked

The tutor was also
pretty friendly
and available to
answer students’
questions.

The tutor

was

D

emailed

D

ask

Imp

I emailed my tutor I
a few times
to ask some
questions.

-

really

377

D

Class activity: Tutorials
Clause

Mood Analysis
Subject

Finite
(+Predicator)

Speech Function:
Modality/P
olarity

Statement:

Declarative (D),
Exclamative (Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
The tutor replied
my emails very
quickly

The tutor

replied

D

and answered all
my questions
thoroughly.

-

answered

D

Frequency of Speech Function

Statement:

D

12

Ex

Question: Int
Command: Imp
Offer: Mod-Int

378

1

Class activity: Tutorials
Clause

Modality

Value
Low

The tutorials were always
interesting too.
Students could have
discussions of different
topics with the tutor.

Median

High

Probability

Modalization

Usuality

Total Modalization

always

1

Obligation
Modulation

Inclination

could

Total Modulation

1

Hence, most students really liked
the tutor.

Total other mood adjunct

Total Expression of Modality
Other mood adjunct (e.g.,
temporality, mood)

1

379

A 3.9 Hedonic and Utilitarian Mood Analyses Summary
Hedonic

Utilitarian

Hotel

Restaurant

Pub

Statement

13

12

13

Command

1

1

Question

0

Offer

Island

Total

Average

Final

Report

Lecture

Tutorials

Total

Average

12

50

12.5

12

12

12

12

48

12

0

1

3

0.75

0

0

0

1

1

0.25

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

Modalisation

2

0

1

0

3

0.75

1

3

0

1

5

1.25

Modulation

2

1

0

0

3

0.75

0

1

2

1

4

1

Resort
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APPENDIX 4: GENERATED TEXTS AND LINGUISTICS’
ANALYSIS
Group 1- WOM-Hedonic First (1-A)
Participant:

1Female

- Hedonic WOM

Um, I'm gonna go with the Irish fog. It was really fun atmosphere. It was good pub. Greasy food, but
aside from the greasy food, it was a bit fun atmosphere. Um, So it's a place you should go if you like
Irish music. Um, the Bella, something, had really good pasta, and also had a vegetarian menu, which
I didn't get to try, but, which I wanna try. Um, and then there was another one, something with T,
and it had a lot of cool exercises you could do like, um, the zip line and the, actually the hotel I
stayed in which I don't remember the name had, was a four five star hotel and it had TV, um, 24
hour room service, or I might be wrong about that, and a plasma TV, and, yes, that's all I've got.

Participant:

2Male

- Hedonic WOM

Um, you got a plasma TV and 24 hour room service, and, its apparently very enjoyable there, and
meals are good. Yeah. That's all I've got for that one.

Participant:

3Male

- Hedonic WOM

A holiday destination, um, the hotel was good, the Mariot hotel. Um, they were lots of utilities I
could use, but it was quite expensive to go to. We had free spa, the utilities. Then I went to Irish pub,
the Irish fog, which was good, but it was, pretty expensive, I met a lot of people there socialised but
besides that it was positive experience. Um, also stayed at another resort, which I don't remember
much about, um, yeah! It's about all I remember about the hotel, holiday.

Participant:

4 Female

381

- Hedonic WOM

Um, so I went on this amazing holiday and I stayed in this really cool hotel, and everything was free, I
had spa, i had, like, like the food was included. I stayed about a week, it was really amazing and
during that time I found this really cool Irish pub, um, can't remember the name completely but it
was something “Fog”. The food was pretty shit, it was really greasy and bad, but I've good memories
of it because I have made some amazing friends there, and, so I went back every night and just had a
really good time talking and hanging out. Um,

I also managed to get to

one of the islands over

there, “Tally”, I'm not really sure how to pronounce it, and, when I was there, it was really beautiful
and I got to try zip lining, which to me was really scary, but it was just a really fun time.

Participant:

5Male

- Hedonic WOM

Well, started off, well, we stayed at the “Mariot” hotel I think it was. Um, and it was great because it
had all the various inclusion like the spa and the plasma TV and all that. It was more expensive, but it
was worth it, um, just for the week. Yeah, the extras really made it worth it.

Participant:

6 Female

- Hedonic WOM

So, on my holiday, I went to, the “Mariot Hotel”, I think it was. Um, it was pretty good. It was very
high, um, high quality, um, a good quality hotel. It had a lot of services, which I liked. It was a little bit
expensive for me, but I was happy to pay for those things because I thought it would be, um, better
quality. Um, and, there was good room service and something else I can't remember. um, I also went
out for a dinner to a nice Italian restaurant, that I can't remember the name of, and had a good, they
were lots of options for spaghetti, and I had a really nice one with a chilli and pine nuts and, um,
came with one glass of wine as well, and they were some other good options on there for
vegetarians, um, but I didn't get to try that.

And it was nice atmosphere, and good friendly wait

staff. Um, I also went to an Irish pub, that I can't remember the name of either, and, um, the food
there wasn't that good though, it was quite greasy, I didn't like that but, overall I really liked the
atmosphere and I met a lot of nice people there, and I went back a few times because of that. Um,
and the final thing I did was, I went to an island, and I can't remember what it was called, but, I did
some fun things there, and I went zip lining, which was really scary, and I did I think, what was
surfing, and swimming with turtles, and yeah, which are really beautiful.
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Participant:

7Male

- Hedonic WOM

So, it was an a hotel and it's a good hotel because they have 24 hour, um, room service, although it
was expensive, so we did not really use it that much and, um, there was a restaurant, which was an
Italian restaurant, which was very good because it had pasta with chilli and oil and garlic, and they
had a vegetarian option, which was the most popular dish for vegetarians obviously. And, um, there
was also an Irish pub, which served Irish food and Irish drinks that, it was very like, you could say
enclosed I guess which i found from it and there was like limited sitting I guess, so it had that pub
feel, like with friends, like standing and surrounding, it had a good atmosphere and, there was also
an island resort, which, was an island resort.

Participant:

8 Female

- Hedonic WOM

So, one of the restaurants there was an Italian restaurant. I think was called “Bella Mo, Morito”,
something like that, and even though, the food was greasy, and it was quite expensive, it was a good
experience. Um, so I would recommend going there because it make stake better. Um, they had 24
hour customer service, lines and you could, anything, that you wanted at any time of the night, they
could come and help you. Um, they had heaps of amenities, so, they had, um, I forget, but like, TV, I
don't think gym was mentioned, but something like that.

Participant:

9 Female

- Hedonic WOM

For holiday, we stayed at “Hotel Mariot”, um, had a free spa, free breakfast. There was, i went to a
restaurant and a pub, we didn't like the food there. So the pub, the food wasn't very good, um, it
was slightly expensive as well. The part that I liked about the pub was the socialising and the drinks.
And the hotel was expensive too, but, um, it was value for money, or we thought it was value for
money. The restaurant, we liked the food at the restaurant.
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Participant:

10 Male

- Hedonic WOM

The first island trip, right, or my first island trip then, so that's exciting, I guess.

Selected Corpus with Linguistic Analyses: Group 1- WOM-Hedonic First
(1-A)

Participant:

3Male

- Hedonic WOM

A holiday destination, um, the hotel was good, the Mariot hotel. Um, they were lots of utilities I
could use, but it was quite expensive to go to. We had free spa, the utilities. Then I went to Irish pub,
the Irish fog, which was good, but it was, pretty expensive, I met a lot of people there socialised but
besides that it was positive experience. Um, also stayed at another resort, which I don't remember
much about, um, yeah! It's about all I remember about the hotel, holiday.
Clause Analysis
Simplex
1

2

A holiday destination, um, the hotel was good, the Mariot hotel. III
α

Um, they were lots of utilities II

β

I could use, II

α

but it was quite expensive II

β

to go to. III

Simplex

We had free spa, the utilities. III

1

Then I went to Irish pub, II

2

the Irish fog, which was good, II

3

but it was, pretty expensive, II

4

I met a lot of people there socialised II

5

but besides that it was positive experience. III

α

Um, also stayed at another resort, II

β

which I don't remember much about, um, yeah! III

α

It's about all II
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β

I remember about the hotel, holiday. III

Number of Embedded Clauses

0

Number of Clause Simplexes

2

Number of Clauses

15

Number of Clause Complexes

6

Lexical Items

Noun

holiday destination hotel Mariot hotel utilities spa utilities
Irish pub Irish fog people resort hotel holiday

Verb

use go went met socialised experience stayed remember
remember

Adverb (i.e., manner,
sentence)
Adjective

Lexical Number
Grammatical
Items

good expensive free good expensive positive

31
Pronouns

they I it We I which it I it another which I It I

Determiners

A the the lots the the a lot all the

Finite verbs

was were could was had was was was do 's(is)

Conjunctions

but but but besides that also

Prepositions

of to to to of at about about about

Adverbs (e.g.,

quite Then pretty there much n't(not)

Temporal, Locative,
Degree)
interjections
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Discourse markers/

um Um Um um

Fillers
Reactive tokens

yeah

Grammatical Number

60

GI=15/6=2.5
LD = 31/15=2.06

Participant:
Clause

3Male
Mood Analysis
Subject

Finite
(+Predicator)

- Hedonic WOM

Speech Function:
Modality/P
olarity

Declarative (D),
Statement:
Exclamative (Ex)
Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)

A holiday

hotel

was

D

they

were

D

I could use, II

I

could

but it was quite

it

was

D

to go to. III

-

-

Non-finite

We had free spa,

We

had

D

I

went

D

destination, um, the
hotel was good, the
Mariot hotel. III
Um, they were lots
of utilities II
could

D

expensive II

the utilities. III
Then I went to Irish
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Participant:
Clause

3Male
Mood Analysis
Subject

Finite
(+Predicator)

- Hedonic WOM

Speech Function:
Modality/P
olarity

Declarative (D),
Statement:
Exclamative (Ex)
Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)

pub, II
the Irish fog, which

the Irish fog

was

D

it

was

D

I

met

D

it

was

D

-

stayed

D

I

don't

It's about all II

It

's

D

I remember about

I

remember

D

was good, II
but it was, pretty
expensive, II
I met a lot of people
there socialised II
but besides that it
was positive
experience. III
Um, also stayed at
another resort, II
which I don't

n't

D

remember much
about, um, yeah! III

the hotel, holiday.
III

Frequency of Speech Function

D
Statement:
Ex

387

14

Participant:
Clause

3Male
Mood Analysis
Subject

- Hedonic WOM

Speech Function:

Finite

Modality/P

(+Predicator)

olarity

Declarative (D),
Statement:
Exclamative (Ex)
Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
Question: Int
Command: Imp
Offer: Mod-Int

Participant:
Clause

3Male
Modality

Value
Low

I could use

- Hedonic WOM

Probability
Modalization
Usuality

Total Modalization

0

Obligation
Modulation
Inclination

Total Modulation

388

could

1

Median

High

Total Expression of Modality

1

Other mood adjunct (e.g.,

but it was quite expensive

Total other mood adjunct

temporality, mood)
1

Participant:
Clause Number
1

3Male
Clause

- Hedonic WOM

Attitude Code

A holiday destination, um, the hotel was good, the
Mariot hotel. III

aprepo

2

but it was quite expensive II

apvane

3

We had free spa, the utilities. III

apvapo

4

the Irish fog, which was good, II

aprepo

5

but it was, pretty expensive, II

apvane

6

but besides that it was positive experience. III

aprepo

7

which I don't remember much about, um, yeah! III

jusecane
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Attitude Subsystem Summary: 3Male

- Hedonic WOM

Attitude Subsystem

Code

Text (i.e., participant

Frequency

number. clause number)
affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial esteemnormalitypositive

jusenopo

judgementsocial esteemnormalitynegative

jusenone

judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative

jusecane

judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial sanctionveracitypositive

jussvepo

judgementsocial sanctionveracitynegative

jussvene

judgementsocial sanctionproprietypositive

jussprpo

judgementsocial sanctionproprietynegative

jussprne

appreciationreactionpositive

aprepo

appreciationreactionnegative

aprene

appreciationcompositionpositive

apcopo

appreciationcompositionnegative

apcone

appreciationvaluationpositive
appreciationvaluationnegative
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3.7

1

3.1, 3.4, 3.6

3

apvapo

3.3

1

apvane

3.2, 3.5

2

Group 1- WOM- Utilitarian Second (1-B)
Participant:

1Female

- Utilitarian WOM

So, the lectures, um, are really darn boring, but the lecturer is a really funny person, so you
might enjoy bit of that. Um, the tutes are compulsory, tutorials are compulsory, um, and I
attend them, or they no, they are not compulsory, but I attend them, and they are really
helpful. Um, the exam, helped me improve my writing skills, and the report was good
because I did it with a group of friends and, I enjoy writing reports.

Participant:

2Male - Utilitarian WOM

Um, the lecturer is funny, and you have to do group assignments. It's hard or challenging, and
that's all I could remember.

Participant:

3 Male - Utilitarian WOM

Um, the exam was pretty easy to do, because, um, we had a lot of practice in them to choose
from like the questions, which we could practice, so the exam was not as bad, because it was
quite similar to those, so that's a good bonus. And then the group assignment which in,
needed us to work in peers, which was pretty fun, although it's not easy to get good marks so
you could get a bit carried away hang out with mates. Um, the lectures are really interesting,
the contents dull, but the lecturer is really fun and good to engage with, and also couple of
guest speakers came in, which was really interesting. I found, um, the tutorials are really
useful, taught me about writing skills which are really good, get engaged, and ask questions,
um, and the tutor is really good, nice. Um, overall, it's a good subject besides need a straight
pop on my writing skills in the report, yeah.

Participant:

4 Female
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- Utilitarian WOM

Um, I really enjoyed aspects of the subject. I enjoyed going to my lectures because my
lecturer was funny, and the lecturer liked to do things, that I hadn't had in the other lectures,
like, she brought in a guest speaker, and that was new to me, so a lot of people attended them,
really packed, we just had a good laugh and learn things. Um, the tutorials were actually also
really good because we had a good teacher, who was willing to answer our questions, and
took the time out to get back to us straight away. Um, I did enjoy doing the group activity,
although I didn't put as much effort in to it because I was with my friends and we picked
pretty easy subject. I passed, but I probably should've done better, like next time, maybe not
going with my friends or actually putting the effort in. Um, I also, we had end of year, like
end of semester exam, um which was pretty interesting, not really good at exams but that was
fun, but, yeah, I recommend it.

Participant:

5 Male - Utilitarian WOM

Well, I enjoyed it because, I, well I chose it because of the final exam. Um, it was surprising,
that they were no multiple choice, it was like five mini essay questions, um, but my writing
quickly improved after knowing this. Um, the, although lectures, although the content was
lacking, the lecturer was funny, and we didn't have to do any preparation for the lectures, so,
it was often found to be full, and everyone wanted to learn. The tutorials were very similar,
everyone enjoyed the discussions with the tutor, and you know, got along with them. And the
assignment, the main assignment that I enjoyed the most was a group report, that we had to
write. It was, well, I didn't expect to pass, but, um, we had fun doing it, and it seemed easy,
but, like I said we didn't expect to go particularly well in it.

Participant:

6 Female

392

- Utilitarian WOM

So, the elective subject that I took, um, I really liked it. It was really interesting, fun subject.
Um, there was a final exam which is why I chose it but, the, it was a kind of different
structure to, what I thought, I prefer multiple choice question but, I had to do written answers,
so that was a bit more difficult, but there was a lot of sample questions beforehand, which
was similar to the actual exam, so I got a bit of practice and I went quite well. Um, and then
there was also a group assignment, and, um, which was, I really like group assignment,
because my friends and I just got together and did it together, and we got to choose our own
topic which was from our own interest, which was fun except, I think, that we had a bit of too
much fun and we nearly just passed that assignment. Um, but also the lectures, they were
always little hints in the lectures because we didn't have to do anything to prepare for the
lecture, and the lecturer was really fun and funny, and we had a few guest lecturers
sometimes which students liked, and often, um, they were record of the lectures and put it up
on the university's website, so if you missed it, you could watch it. Um, and then also the
tutorial was quite good because, um, we got to talk in smaller groups and the teacher is really
helpful. She had helped answer a lot of questions and we got to talk about a lot of different
topics, um, and, yeah, that's about it. So, I recommend that subject.

Participant:

7 Male - Utilitarian WOM

Um, so the subject, It was a fun subject, although the final exam was, um, it was very, like,
the final exam was very extensive writing you would say rather than multiple choice. So if
you are good at writing then choose the subject, but if you are better at just remembering
stuff, like key points, don't choose it, because it doesn't have multiple choice questions. Um,
also, there was a report, which if you are fine working with groups easier, it's beneficial
because you got to choose work with friends and choose your own subject, or topic to write
about, and it was collaborative, and rather than working alone, so if you like working with
groups, then it's a good option to choose it. And, um, the lecturer was also very funny, which
would make the, it interesting for you, and there was like there was almost the same thing,
they had, um, guest lecturers as well, so it was always the same. And, um, the tutorials was
optional, so you didn't have to go, all the time. So I would suggest you would have to be
disciplined if you gonna choose this, so that you would take the opportunity to go to the
tutorials rather than if you won't, you just wouldn't go at all, you wouldn't get much out of it I
think.
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Participant:

8 Female

- Utilitarian WOM

So, overall the subject was quite good. Um, I think they had, so you had lectures and you had
tutorials as well. Um, the tutorial was heaps informative, um, and, well, the lecturer that ran
the tutorial, um, was pretty good with her feedback. So, um, any assignment, that we handed
in, we got back relatively fast, and she had good feedback on, what we did well, and, what we
didn't do well. Um, I chose the subject because it had good reviews, um. Um, yeah, that's all I
remember, all the other things was just like they had just like any other subjects, like they had
a lecture and a tutorial each week and they had couple of assignments. But overall subject
wasn't that hard. So, as an elective, I would tell my friend to choose it.

Participant:

9 Female

- Utilitarian WOM

So the subject is broken down in to a final exam, a group assignment, a lecture and a tutorial.
The tutorials are optional, the lecture isn't, you have to go. You have to prepare everything
before the lecture. Um, the group project can't be harder because you are with your friends
and you can choose your group. Um, the tutor is also very friendly, approachable. He answers
your emails very quickly. The final exam is stimulated questions and the teacher gives you
the stimulated questions so raise them what to the final exam questions. And, tutorials are one
hour, lecture are two hours, my memory, maybe, and, the group presentation is hard to do
sometimes, and you can, well, I only got a pass in it, whereas the assignment, the final exam
if you do well, if you do the stimulated questions enough, you will do really well in the final
exam.

Participant:

10 Male - Utilitarian WOM

394

So the tutorial was obviously, a, um, not compulsory, and, but that, because of not
compulsory a lot of people still chose to go as it helped, helped to go and the tutor was also
really friendly, and, um, I found um, the lecture material there was engaging and also the
lectures, there was no required reading or anything to do for them, so that means quite
audience attendance, which you know, helped the learning environment because, because of
people there around you. Um, the assessment, it was, it chose to do a group essay. And so,
obviously that also helped to engage students, or me, apparently, because that was more
helpful, and so that's a positive experience in the elective subject yeah.
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Selected Corpus with Linguistic Analyses: Group 1- WOM- Utilitarian
Second (1-B)

Participant:

1Female

- Utilitarian WOM

So, the lectures, um, are really darn boring, but the lecturer is a really funny person, so you
might enjoy bit of that. Um, the tutes are compulsory, tutorials are compulsory, um, and I
attend them, or they no, they are not compulsory, but I attend them, and they are really
helpful. Um, the exam, helped me improve my writing skills, and the report was good
because I did it with a group of friends and, I enjoy writing reports.
Clause Analysis
1

So, the lectures, um, are really darn boring, II

2

but the lecturer is a really funny person, II

3

so you might enjoy bit of that. III

1

Um, the tutes are compulsory, II

2

tutorials are compulsory, um, II

3

and I attend them, II

4

or they no, they are not compulsory, II

5

but I attend them, II

6

and they are really helpful. III

1

α

Um, the exam, helped me II

β

improve my writing skills, II

2

and the report was good II

3

because I did it with a group of friends II

4

and, I enjoy writing reports. III

Number of Embedded Clauses 0
Number of Clause Simplexes

0

Number of Clauses

14

396

Number of Clause Complexes

Lexical Items

3

Noun

lectures lecturer person bit tutes tutorials exam skills
report group friends reports

Verb

boring enjoy attend attend helped improve writing
writing

Adverb (i.e., manner,
sentence)
Adjective

darn funny compulsory compulsory compulsory
helpful good enjoy

Lexical Number
Grammatical
Items

28
Pronouns

you I them they they I them they me my I it I

Determiners

the the a that the the the a

Finite verbs

are is might are are are are was did

Conjunctions

So but so and or but and and because and

Prepositions

of with of

Adverbs (e.g.,

really really not really

Temporal, Locative,
Degree)
interjections
Discourse markers/

um Um um Um

Fillers
Reactive tokens
Grammatical Number

no
52
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GI=14/3=4.66
LD =28/14=2

Participant:
Clause

1Female
Mood Analysis
Subject

- Utilitarian WOM

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

)

Exclamative
(Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
So, the lectures, um,

the lectures

are

So

D

the lecturer

is

you

might

the tutes

are

D

tutorials

are

D

and I attend them, II

I

attend

D

or they no, they are

they

are not

I

attend

are really darn
boring, II
but the lecturer is a

D

really funny person,
II
so you might enjoy

so, might

D

bit of that. III
Um, the tutes are
compulsory, II
tutorials are
compulsory, um, II

not

D

not compulsory, II
but I attend them, II

D
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Participant:
Clause

1Female
Mood Analysis
Subject

- Utilitarian WOM

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

Exclamative

)

(Ex)
Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)

and they are really

they

are

D

the exam,

helped

D

-

improve

D

the report

was

D

I

did

D

I

enjoy

D

helpful. III
Um, the exam,
helped me II
improve my writing
skills, II
and the report was
good II
because I did it with
a group of friends II
and, I enjoy writing
reports. III

D

Frequency of Speech Function
Statement:

Ex
Question: Int
Command: Imp
Offer: Mod-Int

399

14

Participant:

1Female

- Utilitarian

WOM
Clause

Modality

Value
Low

so you might enjoy bit of that

Probability

Median High

might

Modalization
Usuality

Total Modalization

1

Obligation
Modulation
Inclination

Total Modulation
Total Expression of

0

1

Modality
Other mood adjunct

So, the lectures, um, are really darn

(e.g., temporality, mood)

boring
and they are really helpful.
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Total other mood adjunct

2

Participant:

1Female

- Utilitarian

WOM
Clause Number

Clause

Attitude Code

1

So, the lectures, um, are really darn boring, II

aprene

2

but the lecturer is a really funny person, II

jusecapo

3

so you might enjoy bit of that. III

afha

4

Um, the tutes are compulsory, II

apcone

5

tutorials are compulsory, um, II

apcone

6

or they no, they are not compulsory, II

apcopo

7

and they are really helpful. III

apvapo

8

Um, the exam, helped me II

jusecapo

9

improve my writing skills, II

aprepo

10

improve my writing skills, II

jusecapo

11

and the report was good II

aprepo

12

and, I enjoy writing reports. III

afha

Attitude Subsystem Summary: 1Female

- Utilitarian WOM

Attitude Subsystem

Code

Text (i.e., participant

Frequenc

number. clause

y

number)
affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi
401

1.3, 1.12

2

judgementsocial

jusenopo

esteemnormalitypositive
judgementsocial

jusenone

esteemnormalitynegative
judgementsocial esteemcapacitypositive

jusecapo

1.2, 1.8, 1.10

3

judgementsocial esteemcapacitynegative jusecane
judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial

jussvepo

sanctionveracitypositive
judgementsocial

jussvene

sanctionveracitynegative
judgementsocial

jussprpo

sanctionproprietypositive
judgementsocial

jussprne

sanctionproprietynegative
appreciationreactionpositive

aprepo

1.9, 1.11

2

appreciationreactionnegative

aprene

1.1

1

appreciationcompositionpositive

apcopo

1.6

1

appreciationcompositionnegative

apcone

1.4, 1.5

2

appreciationvaluationpositive

apvapo

1.7

1

appreciationvaluationnegative

apvane
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Group 2- WOM- Utilitarian First (1-B)
Participant:

1Male - Utilitarian WOM

Well, what I can remember, um, it seemed like a good, like an interesting subject, it definitely
seeming interesting because I was reading about it. Um, I think, um, they said the lectures did
not require any, um, preparation material, which I suggest a, like a light content loads, might
be kind of easy if you are looking for an easy subject to do. Um, and tutorials are not
compulsory if you also just want to kind of cruise through on the subject might be something,
um, you are interested in if you want to. It doesn't sound very challenging, um, to me, that
subject, but it sounded very interesting and exciting. The lectures would have been, um, fun,
there is some guest lecture throw in, it's interesting. I don't know if I can remember much
more about it. Oh, the assessments were all, um, the assessment has some essay writing, so if
you are in to multiple choice, that subject might not be for you. Yeah, without knowing what
the subject is really about, I would say if it interests my friend then they should do it.

Participant:

2 Female

- Utilitarian WOM

Ok, so this subject has a final exam. Um, it has five essay questions. You get practice essay
questions before that, um, and they are pretty similar to the same ones in the exam. Um, you
have to do report, but it's in group work, and you can choose, who your groups are, and you
can also choose your topic, but if, um, it's probably trickier than what it seems, and you have
to try really hard otherwise you only just fail, just pass. Um, the lectures, you don't have to do
any preparation for lectures, um, lecturer is really funny and he gets everyone engaged, um,
but they are also recorded and put online, so if you can't go, you can watch them from home.
Um, but the content was pretty boring. And the tutorials, um, they have a lot of group
discussions, they go for an hour. Yep.

Participant:

3 Female

- Utilitarian WOM

Um, I think, from, what I remember, the elective is, interesting enough. The lectures are
helpful, the tutorials are more helpful and the teachers, um, are available to help you when
you require it, which is good.

403

Participant:

4 Male - Utilitarian WOM

It's a really good subject if you want to improve your long answers skills, because that's a bit
focus on the final exam. The lectures can be pretty boring, but the lecturer is funny, so it
helps. Um, the tutorials were engaging enough and, something else that I can't remember. Oh
yeah! You get to do the group project and, um, I would advise not slacking off because we
slacked off and we barely passed.

Participant:

5 Male - Utilitarian WOM

So, the, um lecture is very interactive, the lecturer is very interactive, the students like him a
lot. Um, every week the classes are almost always full. I have attended the classes almost
every week, pretty much every week, um, the tute, the tutorial is just as interactive as well,
the tutor is very liked by the class. Um, the final exam was, come back to that one, the
assignment was a group task, and, um, our group though it would be very easy, but we just
barley scrape through with that one. Um, the final exam was five short answer questions, but
we thought, I thought it would be, um, multiple choice, but, nonetheless, I still got a good
mark with that one.

Participant:

6 Female

- Utilitarian WOM

The lectures are good in the subject, you don't have to do much planning for the lectures, so,
you can just kind of show up and listen, and the lecture is good, so, they are very entertaining,
everyone likes to go, they are generally packed theatres. Um, the assignments aren't too bad,
but you should take them seriously, because I only took the pass, because we didn't take it
very seriously. Um, we had, um, the tutor is interesting, and like, the tutes aren't compulsory,
but they good to go to, because they round out your knowledge. Um, yeah. Oh, and um, the
advance exam is short answer questions and I preferred the multiple choice questions, but we
got given samples questions which helped, because they were very similar to the actual exam
questions.
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Participant:

7 Male - Utilitarian WOM

They said, it was not very good. They said that, they thought, the lecturer was very funny.
Um, the final, it had a final exam, which they liked. Um, there was group work, but they felt
the group work was not very good because they seemed to muck around it and there was not
that much there. But the tutorials were good because it was structured by own end, um, the
tute was very good, and they email the tutor, and he emailed them back fairly easily. So, um. I
would say it's a fairly good subject to go for if you want to go for. Yeah, I think, that's all I
can think of.

Participant:

8 Female

- Utilitarian WOM

Ok, so the subject, um, you don't really need to prepare anything for the lectures, so a lot of
people go to it. Um, the tutors pretty fun, and entertaining, if you ask them questions or email
them, they tend to reply straight away, and they like to have discussions. Um, you write
reports, in a group and you get to choose your own topics, so people find that fun and they
can get in to the groups with their friends. The final exam is, I think it was like five essay
questions, not multiple choice. Um, the content wasn't heaps interesting, but they said that the
lectures were pretty easy and the tutorial was pretty easy as well.

Participant:

9 Male - Utilitarian WOM

I would say overall, the subject is basically enjoyable, especially in lectures and tutorials,
they are both very engaging, they are not, they are not something you will despise doing
which can be at some lectures. The lecturer is interesting. However, the final exam is hard
because there is five essays and that is something you may not enjoy as most people do not
enjoy doing lots of essays one after the other, it's very demanding. So, if you are looking for a
subject, it has a large final push, but it's enjoyable overall to do, I would suggest it.

Participant:

10 Female

- Utilitarian WOM

Um, it has a exam, that contains, um, like written answers, not multiple choice, um, but they
are pretty self-explanatory if you practice with sample questions. The lecturer is really funny,
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um, and you don't have to prepare anything for the lectures, so it's quite relaxing
environment, it makes the lectures really interesting, um, and the tutorials are optional and
um, the tutor, and the tutor is really nice so, it's a plus, and the content was dry, I think.
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Selected Corpus with Linguistic Analyses: Group 2- WOM- Utilitarian
First (1-B)

Participant:

10 Female

- Utilitarian WOM

Um, it has a exam, that contains, um, like written answers, not multiple choice, um, but they
are pretty self-explanatory if you practice with sample questions. The lecturer is really funny,
um, and you don't have to prepare anything for the lectures, so it's quite relaxing
environment, it makes the lectures really interesting, um, and the tutorials are optional and
um, the tutor, and the tutor is really nice so, it's a plus, and the content was dry, I think.
Clause Analysis
1

2

α

Um, it has a exam, II

β

that contains, um, like written answers, not multiple choice, um, II

α

but they are pretty self-explanatory II

β

if you practice with sample questions. III

1

The lecturer is really funny, um, II

2

and you don't have to prepare anything for the lectures, II

3

so it's quite relaxing environment, II

4

it makes the lectures really interesting, um, II

5

and the tutorials are optional II

6

and um, the tutor, and the tutor is really nice II

7

so, it's a plus, II

8

and the content was dry, II

9

I think. III

Number of Embedded Clauses 0
Number of Clause Simplexes

0

Number of Clauses

13

Number of Clause Complexes

2
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Lexical Items

Noun

exam answers choice practice sample lecturer
questions lectures environment lectures tutorials
tutor plus content dry tutor

Verb

contains written prepare makes think

Adverb (i.e., manner,
sentence)
Adjective

multiple funny interesting optional nice self
explanatory relaxing

Lexical Number
Grammatical
Items

29
Pronouns

it they you you anything it it it I

Determiners

a The the the the the the a the

Finite verbs

has are is do have are is was 's(is) 's(is)

Conjunctions

that but and so and and and so And

Prepositions

like if with to for

Adverbs (e.g.,

really really really pretty not quite n't(not)

Temporal, Locative,
Degree)
interjections
Discourse markers/

Um um um um Um um

Fillers
Reactive tokens
Grammatical Number

55

GI=13/2=6.5
LD = 29/13=2.23
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Participant:
Clause

10 Female
Mood Analysis
Subject

- Utilitarian WOM

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

)

Exclamative
(Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
Um, it has a exam,

it

has

D

-

contains

D

they

are

D

you

practice

D

The lecturer

is

D

you

don't

n't, have to

D

it

's

so

D

it

makes

II
that contains, um,
like written
answers, not
multiple choice, um,
II
but they are pretty
self-explanatory II
if you practice with
sample questions.
III
The lecturer is
really funny, um, II
and you don't have
to prepare anything
for the lectures, II
so it's quite relaxing
environment, II
it makes the lectures

D

really interesting,
um, II
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Participant:
Clause

10 Female
Mood Analysis
Subject

- Utilitarian WOM

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

Exclamative

)

(Ex)
Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)

and the tutorials are

the tutorials

are

D

the tutor

is

D

so, it's a plus, II

it

's

and the content was

the content

was

D

I

think

D

optional II
and um, the tutor,
and the tutor is
really nice II
so

D

dry, II
I think. III

D

Frequency of Speech Function
Statement:

Ex
Question: Int
Command: Imp
Offer: Mod-Int
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13

Participant:

10 Female

- Utilitarian

WOM
Clause

Modality

Value
Low

and you don't have to prepare

Median High

Probability

anything for the lectures

Modalization
Usuality

Total Modalization
Obligation

0
have to

Modulation
Inclination

Total Modulation
Total Expression of

1

1

Modality
Other mood adjunct

The lecturer is really funny, um

(e.g., temporality, mood)

so it's quite relaxing environment
and um, the tutor, and the tutor is really
nice
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Total other mood adjunct

3

Participant:

10 Female

- Utilitarian

WOM
Clause Number

Clause

Attitude Code

1

but they are pretty self-explanatory II

apcopo

2

The lecturer is really funny, um, II

jusecapo

3

so it's quite relaxing environment, II

apcopo

4

it makes the lectures really interesting, um, II

aprepo

5

and the tutorials are optional II

apcopo

6

and um, the tutor, and the tutor is really nice II

jusenopo

7

so, it's a plus, II

apcopo

8

and the content was dry, II

aprene

Attitude Subsystem Summary: 10 Female

- Utilitarian WOM

Attitude Subsystem

Code

Text (i.e., participant

Frequenc

number. clause

y

number)
affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial

jusenopo

esteemnormalitypositive
judgementsocial

jusenone

esteemnormalitynegative
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10.6

1

judgementsocial esteemcapacitypositive

jusecapo

10.2

1

judgementsocial esteemcapacitynegative jusecane
judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial

jussvepo

sanctionveracitypositive
judgementsocial

jussvene

sanctionveracitynegative
judgementsocial

jussprpo

sanctionproprietypositive
judgementsocial

jussprne

sanctionproprietynegative
appreciationreactionpositive

aprepo

10.4

1

appreciationreactionnegative

aprene

10.8

1

appreciationcompositionpositive

apcopo

10.1, 10.3, 10.5, 10.7

4

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

appreciationvaluationnegative

apvane
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Group 2- WOM-Hedonic Second (1-A)
Participant:

1Male - Hedonic WOM

I would say, um, I would say to my friend I went on a holiday in this place earlier and it was
overall good, overall I enjoyed it, I had a good time, the hotel was nice. The, there was a great
little restaurant that I enjoyed going to, I really had a really wonderful time, good food, it's
quite nice. Um, and afterwards you could always go to a nice little bar and have some drinks,
the bar wasn't great itself, but overall, pretty nice, like you have a good time there. Um, and
the holiday destination itself had so many wonderful things, many wonderful activities you
could do, like get outdoors and see the sights, and yeah, I had a really good time there, you
should totally go, to my friend, I would say.

Participant:

2 Female

- Hedonic WOM

Um, so, the place I stayed that was the “Mariot Resort”, it's a five star luxury hotel. They had
free internet, breakfast, and 24 hour room service, the room has a plasma screen TV. Um, you
can use, have free access to the spa. Um, there is a pub called the “Irish frog” and they have
good music that you can dance to. Um, they serve Irish drinks but the food is really greasy.
Um, there is a resort called the “Tioman Resort”. Um, it's got a mountain on the back of the
island. I stayed there for two days. Um, Yeah.

Participant:

3 Female

- Hedonic WOM

So, the resort that, um, yeah. The resort, um, was a little bit expensive, but I think it was
worth it, because, um, you know, it was a good value, good value for the money. Um, there is
some good Italian, there is a good Italian restaurant, I think “Isabella” or something or rather,
um, which served good pasta. And an Irish pub, I think it was the “Irish frog”, or “Frog
Irish”, no “Irish Frog”, I think it was. Um, if you, um, if you wanna get down bogie town,
there are some good dancing there, and some good people. Um, yep. Overall it’s pretty good
quality if you think you are going there. Yeah, yeah, nice.

Participant:

4 Male - Hedonic WOM
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So, the hotel I stayed in was very nice. Very expensive, but I thought it was worth the money.
Had free pools, free spas, free food and drink, um, has a nice size room, we think was pretty
good. Um, there was an Italian restaurant called “Bellano” something or other and the
spaghetti bolognaise there was great, got served with a glass of wine, that was a really nice
restaurant. The “Irish Frog” was the pub that I went to, that was really nice, the food was
awful but it was nice to meet people, it’s great place to dance. And the Island, “Tiomond” I
believe. Spent two nights there, that was really fun, there was a nice mountain at the back.
Um, there was a wide selection activities, spent time on the beach, I went paragliding, I
believe or maybe skydiving, I can't remember, but, yeah, it was a good holiday.

Participant:

5 Male - Hedonic WOM

I went to a island called “Tieman”, which had a really beautiful mountain on it, and it was
good water views all around. It was a very beautiful experience. The, I went to a bar called
the “Irish fog”, which was the food was a bit too greasy and a bit expensive for my liking but
it was a good atmosphere nonetheless. Um, I went, I stayed at the “Mariot Hotel” which is a
very beautiful location, the room was spectacular. Um, it was a really high quality place, and
the restaurant was “Benezo Ma”, “Benez”, oh my gosh, what was the name, “Benzo Ma
Gro”, oh, I can't recall the name, but had a really good menu, very good fantastic food. I had
a vegetarian menu too, I didn't manage to try that one at the time, but, the quality of the food,
it was amazing.

Participant:

6 Female

- Hedonic WOM

On the holiday, I went to a restaurant and they had lots of pasta and spaghetti. There was a
vegetarian option, that looked pretty popular, but I didn't try it, but the other spaghetti was
really good. Um, there was a pub and the food was really greasy, I didn't like the food, but I
made some new friends and the overall atmosphere was pretty good. I went to an island and
that was pretty good too.

Participant:

7 Male - Hedonic WOM
415

It was staying at “Mariot Resort”. It was a nice hotel. It had lots of amenities, that came with
it, 24 hour room service, breakfast, the pool, um, very big telly, but was a bit expensive to go
to, but it was a five star hotel, so, obviously you expect a certain amount of expectation in all
that, um, it was a good place to go, it was nice, nice and warm, nice and hot um, so, it was a
good spot to go to.

Yeah. The other option was, the “Tioman Island Resort”, which was the

other option. It was ok. It was a bit off the beaten track and far away. Um, it was a bit hard to
get to, but it was nice because it was a bit secluded from everything else.

Participant:

8 Female

- Hedonic WOM

The hotel I think was called the “Mariot” and it had like a big plasma screen in the room, it
was pretty expensive but they thought it was worth the money. Um, there was room service,
24 hours, I’m pretty sure they said, and they had spa and excellent facilities, and they said
there was a good Italian restaurant, it was like “Bella”, “Bella No” something, oh “Bento” I
think it was, “Ben” something, and they had Italian food, they also, like a good spaghetti, and
they also had a vegetarian option, but the person didn’t get around to trying it. Um, I think
there was pub called, I think it was the “Green Fog” or “Frog”, um, the food there wasn’t
very good but the socialisation aspect was, and it kept them coming back to it. Um, oh, the
last place, I think it was another hotel, or another location and it had like a big mountain in
the background, and a path, a hiking path I think it was, yeah, and they wanted to hike it but
they did get time to do it.

Participant:

9 Male - Hedonic WOM

So the holiday destination is interesting place. Overall, foods are expensive, but it seems to be
a culture. At the pubs specifically, is rather enjoyable, seemed like a place, where I would like
to go and you might enjoy as well, so, yeah. Don't have that great memory of it, so, it was a
while ago.
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Participant:

10 Female

- Hedonic WOM

So I stayed at a hotel, I don't remember the name of it, but it was 5 star, it was really nice, had
a plasma TV, internet, um, and it was a pretty expensive, but it was worth it. And I stayed at
the resort on an island, it was a really beautiful, and I went zip lining, um, which was scary,
um, and that's all I could remember.
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Selected Corpus with Linguistic Analyses: Group 2- WOM-Hedonic Second
(1-A)

Participant:

6 Female

- Hedonic WOM

On the holiday, I went to a restaurant and they had lots of pasta and spaghetti. There was a
vegetarian option, that looked pretty popular, but I didn't try it, but the other spaghetti was
really good. Um, there was a pub and the food was really greasy, I didn't like the food, but I
made some new friends and the overall atmosphere was pretty good. I went to an island and
that was pretty good too.
Clause Analysis
1

On the holiday, I went to a restaurant II

2

and they had lots of pasta and spaghetti. III

1

α

There was a vegetarian option, II

β

that looked pretty popular, II

2

but I didn't try it, II

3

but the other spaghetti was really good. III

1

Um, there was a pub II

2

and the food was really greasy, II

3

I didn't like the food, II

4

but I made some new friends II

5

and the overall atmosphere was pretty good. III

1

I went to an island II

2

and that was pretty good too. III

Number of Embedded Clauses 0
Number of Clause Simplexes

0

Number of Clauses

13

Number of Clause Complexes

4
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Lexical Items

Noun

vegetarian option spaghetti pub food food atmosphere
island

Verb

looked try like made new friends went

Adverb (i.e., manner,

overall

sentence)
Adjective

Lexical Number
Grammatical
Items

popular good greasy good good

21
Pronouns

I they that I it I I I an that There there

Determiners

the a lots a the other a the the some the

Finite verbs

had was was was was did was was did

Conjunctions

and and but but and but and and

Prepositions

On to of to

Adverbs (e.g.,

pretty really really pretty pretty too n't(not) n't(not)

Temporal, Locative,
Degree)
interjections
Discourse markers/

Um

Fillers
Reactive tokens
Grammatical Number

58

GI=13/4=3.25
LD = 21/13=1.61
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Participant:
Clause

6 Female
Mood Analysis
Subject

- Hedonic WOM

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

)

Exclamative
(Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
On the holiday, I

I

went

D

they

had

D

There

was

D

that

looked

D

but I didn't try it, II

I

didn't

but the other

the other

was

D

spaghetti was really

spaghetti

there

was

D

the food

was

D

I

didn't

I

made

went to a restaurant
II
and they had lots of
pasta and spaghetti.
III
There was a
vegetarian option, II
that looked pretty
popular, II
n't

D

good. III
Um, there was a pub
II
and the food was
really greasy, II
I didn't like the

n't

D

food, II
but I made some

D

new friends II
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Participant:
Clause

6 Female
Mood Analysis
Subject

- Hedonic WOM

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

Exclamative

)

(Ex)
Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)

and the overall

the overall

was

D

atmosphere was

atmosphere

I

went

D

that

was

D

pretty good. III
I went to an island
II
and that was pretty
good too. III

D

Frequency of Speech Function
Statement:

Ex
Question: Int
Command: Imp
Offer: Mod-Int
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13

Participant:

6 Female

- Hedonic

WOM
Clause

Modality

Value
Low

Median High

Probability
Modalization
Usuality

Total Modalization

0

Obligation
Modulation
Inclination

Total Modulation
Total Expression of

0

0

Modality
Other mood adjunct

but the other spaghetti was really good

(e.g., temporality, mood)

and the food was really greasy

Total other mood adjunct

2
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Participant:

6 Female

- Hedonic

WOM
Clause Number

Clause

Attitude Code

1

that looked pretty popular, II

aprepo

2

but the other spaghetti was really good. III

aprepo

3

and the food was really greasy, II

aprene

4

I didn't like the food, II

afun

5

but I made some new friends II

jusecapo

6

and the overall atmosphere was pretty good. III

apcopo

7

and that was pretty good too. III

aprepo
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Attitude Subsystem Summary: 6 Female

- Hedonic WOM

Attitude Subsystem

Code

Text (i.e., participant

Frequenc

number. clause

y

number)
affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial

jusenopo

6.4

1

6.5

1

esteemnormalitypositive
judgementsocial

jusenone

esteemnormalitynegative
judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative jusecane
judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial

jussvepo

sanctionveracitypositive
judgementsocial

jussvene

sanctionveracitynegative
judgementsocial

jussprpo

sanctionproprietypositive
judgementsocial

jussprne

sanctionproprietynegative
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appreciationreactionpositive

aprepo

6.1, 6.2, 6.7

3

appreciationreactionnegative

aprene

6.3

1

appreciationcompositionpositive

apcopo

6.6

1

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

appreciationvaluationnegative

apvane
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Group 3- eWOM-Hedonic First (2-A)
Participant:

1Male- Hedonic - eWOM

The “Marriot Hotel” sounds amazing. I’ve always like the idea of spending a week in a five
star hotel. It seems like a good deal, too. Free spa, twenty-four hour room service, although
you said it was expensive, I think you should have gone out more. You don’t want to spend
the whole trip inside watch movies on the plasma t.v. Although it seems you got your
money’s worth. I’m glad you enjoyed it.

Participant:

2Male- Hedonic - eWOM

I had a great time. It would be something worth doing, the nightlife is great. The pubs here
are a great place to meet different people and have a great vibe. It is definitely up your alley.
We should catch up soon to talk more.

Participant:

3Female- Hedonic - eWOM

The one I would recommend the most would be the hotel stay as it seemed to be the best for
the money spent. There were so many extras given and it would be a relaxing getaway. Also
all the extra’s would mean you don’t have to account for many more expenses which is a
relief, since you don’t have to stress and can relax. Also 24 hour room service is great
meaning you rarely have to leave the hotel!

Participant:

4Female- Hedonic - eWOM
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I reccomed going, here are some of the places I went and the things I enjoyed;
1. Marriot hotel:Very expensive but you get what you are paying for – lots of cost included
amenties such as wifi and room service, also a big tv, (room service is available 24 hrs)
2. Irish pub: people and music/dance atmosphere was good but the food was greasy and
expensive – overall experience was good
3. Island plas starting with T: I only stayed for two nights so I could not enjoy the road hike
but heard it wsa god, I did go surfing and snorkelling with turtles though and that was fun
4. Italaian restraint: lots of pasta options spag bol was yummy, also vegetarian options which
was people with vegetarians – I didn’t get a chance to try it though

Participant:

5Male- Hedonic - eWOM

Hi Friend, my holiday was great fun and I recommend going. The Marriott hotel was very
luxurious – great for relaxing and treating yourself though a bit expensive. There’s a great
restaurant nearby that does some great Italian food – as well as a bar with a great atmosphere
(and greasy food too). The locals are great fun so there’s that added bonus too! The island
was great fun too – packed with activities and things to do which is great after a week
relaxing at the hotel. I went swimming with turtles and the island is very picturesque.

Participant:

6Male- Hedonic - eWOM

Dear friend,
My holiday was amazing and I would happily do the same trip again. I was able to meet
so many new people at the local pub and had the best spaghetti at the local Italian restaurant.
Despite the cost of the room being higher then I anticipated and would prefer to pay the
overall amenities offered were diverse and I overly liked the 24 hour room service, especially
after a long night at the pub considering their food was overly greasy and expensive. Perhaps
next time we are both free we can go on a similar trip and I can show you all the best places,
also because I would really like to try the vegetarian option at the Italian restaurant.
Talk soon.
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Participant:

7Female- Hedonic - eWOM

I had a wonderful time at the holiday resort, I really enjoyed all the people I got to meet at the
Irish Fog pub. I really liked spending my nights with them there, even though the food was
quite oily and expense, the music was very fasted paced so it was very good to dance too.
I loved all the activities we got to do, the mountain at the back of the island would wonderful
to look at everyday, a view you have to see to believe. I really enjoyed my time away and I
think you would have even more fun, its defiantly a good place to relax and spend some time
away from everyday life. I would defiantly recommend going to the Irish Fog pub as it is a
great place to meet people and go every night.

Participant:

8Female- Hedonic - eWOM

I would recommend the holiday that I went on. The place that I stayed at, for the week,
originally seemed pricy, however after considering the additional benefits and staying there
myself I would highly recommend it. The Italian restaurant that I visited had delicious food. I
had the spaghetti bolognaise and it was nice. Also many people had the vegetarian option and
seemed satisfied with It. The Irish pub, that I visited, had good music and the social side of it
was amazing. The only downside was that the food was not that appetising. The Island that I
visited for two days was nice.

Participant:

9Female- Hedonic - eWOM

I stayed in the Marriott Hotel when I was there.

It was a little pricy but the luxury was

worth it, you know me I love staying in style 

If you want a drink, there’s a little pub

called the Irish Fog which I really enjoyed. There’s plenty of interesting people to talk to
but avoid the food, it’s not worth the money and it’s pretty greasy.
called Bella something or other?

Try the Italian restaurant

The pasta there is amazing! My fave was the spaghetti

Bolognese, yum  I really enjoyed it! You’re going to have an awesome time!
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Participant:

10Male- Hedonic - eWOM

Hey mate the holiday was amazing, we stayed at a 5 star luxury resort. It was a very relaxing
holiday that involved a lot of great views and fun activities although I didn’t get to do all the
activities I still had a nice and relaxing time whilst enjoying my 24 hour room service while
watching movies on my massive TV screen that was in the room! So overall man it was just a
nice and relaxing holiday for me you should definantly go some time
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Selected Corpus with Linguistic Analyses: Group 3- eWOM-Hedonic First
(2-A)

Participant:

1Male- Hedonic - eWOM

The “Marriot Hotel” sounds amazing. I’ve always like the idea of spending a week in a five
star hotel. It seems like a good deal, too. Free spa, twenty-four hour room service, although
you said it was expensive, I think you should have gone out more. You don’t want to spend
the whole trip inside watch movies on the plasma t.v. Although it seems you got your
money’s worth. I’m glad you enjoyed it.
Clause Analysis
Simplex

III The “Marriot Hotel” sounds amazing III

α

I’ve always like the idea II

β

of spending a week in a five star hotel. III

Simplex

It seems like a good deal, too III

1

β

Free spa, twenty-four hour room service, although you said II

α

it was expensive, II

α

I think II

β

you should have gone out more. III

α

You don’t want to spend the whole trip inside II

β

watch movies on the plasma t.v. III

β

Although it seems II

α

you got your money’s worth. III

α

I’m glad II

β

you enjoyed it.

III

Number of Embedded Clauses 0
Number of Clause Simplexes

2

Number of Clauses

14
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Number of Clause Complexes

Lexical Items

7

Noun

“Marriot Hotel” idea week star hotel spa hour room
service trip movies plasma t.v money’s worth

Verb

sounds like spending seems deal said think gone want
spend watch seems got enjoyed

Adverb (i.e., manner,
sentence)
Adjective

Lexical Number
Grammatical
Items

amazing good Free expensive glad whole

36
Pronouns

I It you it I you You it you your I you it

Determiners

five The the a a a more the the twenty-four

Finite verbs

was should have do ’m(am) ’ve(have)

Conjunctions

although Although

Prepositions

of in like to on

Adverbs (e.g.,

always too out inside n’t(not)

Temporal, Locative,
Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

41
431

GI = 14/7=2
LD = 36/14=2.57

Participant:
Clause

1Male- Hedonic - eWOM
Mood Analysis
Subject

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

)

Exclamative
(Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
III The “Marriot

The

Hotel” sounds

“Marriot

amazing III

Hotel”

I’ve always like the

I

’ve

-

-

Non-finite

It

seems

D

you

said

D

it was expensive, II

it

was

D

I think II

I

think

D

you should have

you

should

sounds

D

always

D

idea II
of spending a week
in a five star hotel.
III
It seems like a good
deal, too III
Free spa,
twenty-four hour
room service,
although you said II

I think,
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D

Participant:

1Male- Hedonic - eWOM

Clause

Mood Analysis
Subject

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

Exclamative

)

(Ex)
Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)

gone out more. III
You don’t want to

should
You

don’t

want to, n’t

-

-

Imp

it

seems

D

you

got

D

I

’m

D

you

enjoyed

D

D

spend the whole trip
inside II
watch movies on the
plasma t.v. III
Although it seems
II
you got your
money’s worth. III
I’m glad II
you enjoyed it.

III

D

Frequency of Speech Function

12

Statement:
Ex
Question: Int
Command: Imp
Offer: Mod-Int
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1

Participant:
Clause

1Male- Hedonic - eWOM
Modality

Value
Low

I’ve always like the idea

Median High
I think

Probability

always

(I think) you should have gone
out more.

Modalization
Usuality

You don’t want to spend the
whole trip inside

Total Modalization

2
should

Obligation
Modulation
Inclination

Total Modulation
Total Expression of

want to

2

4

Modality
Other mood adjunct

0

Total other mood adjunct

(e.g., temporality, mood)
0
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Participant:

1Male- Hedonic - eWOM

Clause Number

Clause

Attitude Code

1

The “Marriot Hotel” sounds amazing III

aprepo

2

I’ve always like the idea II

afha

3

of spending a week in a five star hotel. III

apcopo

4

It seems like a good deal, too III

apvapo

5

Free spa, twenty-four hour room service, although
you said II

apvapo

6

it was expensive, II

apvane

7

you got your money’s worth. III

apvapo

8

I’m glad II

afha

9

you enjoyed it.

III

afha
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Attitude Subsystem Summary: 1Male- Hedonic - eWOM
Attitude Subsystem

Code

Text (i.e., participant

Frequenc

number. clause

y

number)
affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial

jusenopo

esteemnormalitypositive
judgementsocial

jusenone

esteemnormalitynegative
judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative jusecane
judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial

jussvepo

sanctionveracitypositive
judgementsocial

jussvene

sanctionveracitynegative
judgementsocial

jussprpo

sanctionproprietypositive
judgementsocial

jussprne

sanctionproprietynegative
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1.2, 1.8, 1.9

3

appreciationreactionpositive

aprepo

appreciationreactionnegative

aprene

appreciationcompositionpositive

apcopo

appreciationcompositionnegative

apcone

appreciationvaluationpositive
appreciationvaluationnegative
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1.1

1

1.3

1

apvapo

1.4, 1.5, 1.7

3

apvane

1.6

1

Group 3- eWOM- Utilitarian Second (2-B)
Participant:

1Male - Utilitarian- eWOM

That tutorial does sound pretty good. I like how the tutor is friendly about the course. I
always like it when tutors are willing to help on an individual level, even to answer e-mails
about the subject out of class time. I’ll definitely take this tutorial into consideration when I
pick my electives.

Participant:

2Male - Utilitarian- eWOM

Hello, if you are interested in the elective, it was worthwile even though the lectures are a bit
boring. If you go you can still get something out of it. The tutors are really good though, they
make you want to stay and do well. I would recommend it as it is kind of the best of both
worlds because even if you don’t go to the lectures, you will struggle. So there is the
challenge aspect and the fun aspect also. Would recommend.

Participant:

3 Female - Utilitarian- eWOM

The Elective subject offered by the university was really good in terms of how they taught the
content. It was enjoyable to have entertaining teachers which made learning so much easier,
there were also many other students attending so there was plenty of people to ask for help if
needed. There was plenty of opportunity to ask questions and discuss different idea’s with our
teachers. Also I felt I learnt more ways of explaining my thoughts as the testing method for
the subject differed from simple multiple choice.

Participant:

4 Female - Utilitarian- eWOM

438

I would recommend this subject for the following reasons:
Final exam: Was based off responses we had to complete for class – if you do these you are
likely to score well in the final exam NB the final exam is an essay based question
Lecture: You don’t have to prepare any material before the lecture. Granted the subject
material is boring but the lecturer is funny. If you need to skip a lecture you can watch it
online
Tutorials: Not compulsory, but they were interesting and if you attend you get a better
understanding of the course material
Why you might not want to take this subject:
Also consider that this subject contains a group assignment. Whilst working with friends is
more fun, you must put in effort because I only just passed this assessment.

Participant:

5Male - Utilitarian- eWOM

Hi there! So far I have enjoyed the course. Both my lecturer and my tutor are really good –
the help make the course interesting, get back with any questions I have really quickly and I
enjoy the way they teach. However make sure you’re interested in the subject as the content
can be a little boring at times. The assessment is fairly good – it has a mix of group work and
exams. The group work is fun, just make sure you get a motivated group, and whilst I was
nervous about the final exam because it was a fair amount of writing, I found it improved my
writing skills a lot, so I was happy with that. Overall I would recommend the course.

Participant:

6Male - Utilitarian- eWOM

Dear friend,
The subject as a whole was pretty boring despite the great tutor and lecturer, however,
if I was to provide any advice it would probably be to choose a different elective. The lecturer
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and my tutor were amazing and the most redeeming quality of the subject, however, there is
always the possibility that the lecturer will change and you could get a different tutor to me.
With that in mind If I was in your shoes I probably would choose a more interesting elective
considering the course was relatively dry and unappealing.
Hope that helped with your decision.

Participant:

7Female - Utilitarian- eWOM

The elective has an final exam, which is good if you like to complete your exams instead of
focusing on tutorials and assignments. I really enjoyed the group task as it is very
customisable for anyone who wants to complete the course. I was able to choose who I
worked with and what topic we focused on, it’s a good idea but I would recommend choosing
a group of people who you know you will get the work done with. We got very distracted and
were very lucky to even pass that assignment.
I enjoy the lectures a lot as the lecturer is very funny and involves the students a lot, even
though the subject material is quite boring he is able to make it fun. The one hour tutorials are
optional but I recommend going as I have learnt a lot from them.

Participant:

8 Female - Utilitarian- eWOM

The elective subject was very good. The lecturers were very helpful and although there was a
exam at the end the information provided was enough to ensure that you did not go into it
blindsided. I originally was worried when I found out that the exam was not multiple choice
as I prefer them, however, you are given plenty of time to improve your writing skills. We
were given sample questions to work on and if you practice those it is highly likely that you
will do well in the exam. I would recommend that you place a large amount of consideration
on this elective as I found that it was a good experience for me.
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Participant:

9 Female - Utilitarian- eWOM

If you’re considering taking the subject, then definitely go to all the lectures and tutes.
They’re not compulsory I know but I got heaps out of going, and the lecturer is really
entertaining  he brings in guest lecturers too which was different for me, but so good!

FYI

though, watch out for the report assignment! My friends and I were pretty slack with it and
we only just scraped a pass, so don’t leave it to the last minute like we did.

Participant:

10 Male - Utilitarian- eWOM

Hey man, the elective isn’t so bad, they’ve got a really boring lecture you don’t really learn
much but the lecturer is really funny so its sort of enjoyable. The tutorial class is the really
helpful if you are like me and don’t understand much about the subject so I would
recommend going to that as often as you can. We have an end of session exam that really
stumped me as its not a multiple choice exam so you should brush up on your writing skills,
the assignments are mainly reports so I wouldn’t stress about that too much man.
Have fun with the subject!
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Selected Corpus with Linguistic Analyses: Group 3- eWOM- Utilitarian
Second (2-B)

Participant:

2Male - Utilitarian- eWOM

Hello, if you are interested in the elective, it was worthwile even though the lectures are a bit
boring. If you go you can still get something out of it. The tutors are really good though, they
make you want to stay and do well. I would recommend it as it is kind of the best of both
worlds because even if you don’t go to the lectures, you will struggle. So there is the
challenge aspect and the fun aspect also. Would recommend.
Clause Analysis
β
α

Hello, if you are interested in the elective, II
α

it was worthwile II

β

even though the lectures are a bit boring. III

β

If you go II

α

you can still get something out of it. III

1

The tutors are really good though, II

2

α

they make you II

β

want to stay II

3
α

β

and do well. III
α

I would recommend it II

β

as it is kind of the best of both worlds II

β

because even if you don’t go to the lectures, II

α

you will struggle. III

Simplex

So there is the challenge aspect and the fun aspect also. III

Simplex

Would recommend. III

Number of Embedded Clauses 0
Number of Clause Simplexes

2
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Number of Clauses

15

Number of Clause Complexes

6

Lexical Items

Noun

elective lectures tutors kind worlds lectures challenge
aspect aspect bit

Verb

go get make want stay recommend go struggle
recommend

Adverb (i.e., manner,

well

sentence)
Adjective

Lexical Number
Grammatical

interested worthwile boring good best fun

26
Pronouns

Items

you it a you you something it they you I it it you you
there

Determiners

the the The the both the the the

Finite verbs

are was are can are do would is do will is Would

Conjunctions

though though and as because and

Prepositions

if in If of to of of if to

Adverbs (e.g.,

still really even out even So also n’t(not)

Temporal, Locative,
Degree)
interjections

Hello

Discourse markers/
Fillers

443

Reactive tokens
Grammatical Number

59

GI=15/6=2.5
LD = 26/15=1.73

Participant:
Clause

2Male - Utilitarian- eWOM
Mood Analysis
Subject

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

)

Exclamative
(Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
Hello, if you are

you

are

D

it was worthwile II

it

was

D

even though the

the lectures

are

D

If you go II

you

go

D

you can still get

you

can

The tutors

are

interested in the
elective, II

lectures are a bit
boring. III

can

D

something out of it.
III
The tutors are really

D

good though, II
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Participant:
Clause

2Male - Utilitarian- eWOM
Mood Analysis
Subject

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

)

Exclamative
(Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
they make you II

they

make

D

want to stay II

-

want

D

and do well. III

-

do

D

I would recommend

I

would

it

is

you

don’t

n’t

D

you

will

will

D

there

is

So

D

-

Would

Would

D

would

D

it II
as it is kind of the

D

best of both worlds
II
because even if you
don’t go to the
lectures, II
you will struggle.
III
So there is the
challenge aspect
and the fun aspect
also. III
Would recommend.
III

D

Frequency of Speech Function
Statement:

Ex
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15

Participant:
Clause

2Male - Utilitarian- eWOM
Mood Analysis
Subject

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

)

Exclamative
(Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
Question: Int
Command: Imp
Offer: Mod-Int
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Participant:
Clause

2Male - Utilitarian- eWOM
Modality

you can still get something out

Value

Probability

Low

Median High

can

will

of it.
I would recommend it

Modalization
Usuality

you will struggle
Would recommend

Total Modalization

2

Obligation
Modulation
would,

Inclination

Would

Total Modulation
Total Expression of

2

4

Modality
Other mood adjunct

you can still get something out of it.

(e.g., temporality, mood)

The tutors are really good though
because even if you don’t go to the
lectures
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Total other mood adjunct

3

Participant:

2Male - Utilitarian- eWOM

Clause Number

Clause

Attitude Code

1

Hello, if you are interested in the elective, II

aprepo

2

it was worthwile II

apvapo

3

even though the lectures are a bit boring. III

aprene

4

you can still get something out of it. III

aprepo

5

The tutors are really good though, II

jussprpo

6

and do well. III

jusecapo

7

I would recommend it II

afsa

8

as it is kind of the best of both worlds II

aprepo

9

you will struggle. III

afun

10

11
12

So there is the challenge aspect and the fun aspect
also. III
So there is the challenge aspect and the fun aspect
also. III
Would recommend. III

apcone

aprepo
afsa
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Attitude Subsystem Summary: 2 Male - Utilitarian- eWOM
Attitude Subsystem

Code

Text (i.e., participant

Frequenc

number. clause

y

number)
affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial

jusenopo

2.9

1

2.7, 2.12

2

2.6

1

2.5

1

esteemnormalitypositive
judgementsocial

jusenone

esteemnormalitynegative
judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative jusecane
judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial

jussvepo

sanctionveracitypositive
judgementsocial

jussvene

sanctionveracitynegative
judgementsocial

jussprpo

sanctionproprietypositive
judgementsocial

jussprne

sanctionproprietynegative
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appreciationreactionpositive

aprepo

2.1, 2.4, 2.8, 2.11

4

appreciationreactionnegative

aprene

2.3

1

appreciationcompositionpositive

apcopo

appreciationcompositionnegative

apcone

2.10

1

appreciationvaluationpositive

apvapo

2.2

1

appreciationvaluationnegative

apvane
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Group 4- eWOM- Utilitarian First (2-B)
Participant:

1Female - Utilitarian- eWOM

Dear Friend,
I would recommend this subject as I think you would enjoy it as much as I did. It involves
group work (so maybe consider whether you like group work), and the lecturer is amusing
and keeps you entertained throughout the session. There is an end of session exam that you
will need to prepare for, and it does involve a writing component so make sure you practice,
but overall the subject was not too stressful and I think it would be a great option for you.
Make sure you attend the lectures as they are useful and entertaining but also be prepared for
the tutorials every week. Other than that, it was a great elective and I hope you decide to do
it!
Regards,
Me

Participant:

2Male - Utilitarian- eWOM

Hey mate,
This elective is quite interesting. However, don’t go into it thinking it’s going to be easy. I
took that approach and barely passed. In saying that the lectures and tutorials are really
informative and interesting and the staff who run the elective are friendly and approachable. I
would definitely recommend doing this elective if you have an interest in the subject and if
you think it is going to help you later on in life when you are looking for work.
Regards

Participant:

3 Male - Utilitarian- eWOM

The elective subject does not have a Final exam.
It does however, have an assessment which is comprised of 5 questions, which are primarily
short response essays.
It seems people are generally used to Multiple Choice examinations at University and this
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may form a barrier.
There was also a group report to be done in the subject. In the past, people found this to be
more enjoyable i.e. working with friends. Some people have not taken the report seriously in
the past, or as seriously as it should be taken and as a result found their marks reflected this.
It was not as easy as they originally anticipated.

Participant:

4 Female - Utilitarian- eWOM

Hi!
The course is pretty good- if you’re interested in it from the course description then I’d say
you’d enjoy it.
There are group tasks (try to pick people you don’t know well but that you think you’d work
well with), lectures which I found really informative and tutorials which are also super
helpful- the tutor is great with corresponding and answering any questions you may have 

Participant:

5Male - Utilitarian- eWOM

The subject in question it would seem takes a fair degree of self-discipline to succeed, there is
a lot of responsibility on the part of the student as attendance in lectures and tutorials are
optional. The subject is entertaining and the staff members associated are friendly and
approachable, the lecturer has a way of making the lectures entertaining which helps to get
you through participating in the subject.

Participant:

6 Female - Utilitarian- eWOM

It was a subject that required no prior preparation for lectures, these lectures where filled with
students. There was a group essay that had interesting topics, my friends and I thought it was
too easy and did not put as much effort into it. This resulted in us getting a pass mark.
Tutorials were one hour every week, they were optional. In my experience we spoke about
boring and dull topics, but where useful to go to. The tutor was funny and approachable. The
subject did have a final exam, usually I have been exposed to M/C exams. The lecturer
provided practice essays, that where helpful in the exam.
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Participant:

7Male - Utilitarian- eWOM

My overall experience with the elective subject was great, the lecturer was funny and there
were no pre readings involved. It does have a final exam which is essay based not multiple
choice so if you are confident with this it should be no problem. There is also group work
involved in this elective.

Participant:

8 Female - Utilitarian- eWOM

The lectures are boring in content but the lecturer makes it fun. You also do not need to do any
work before the weekly lecture. There is an exam at the end of the session but you get practice
questions that are similar to the final questions throughout the session so that you know what to
expect. There is a group report assignment. I had a lot of fun doing this with my friends but
probably should have tried harder in it instead of socialising. The tutorials go for one hour a
week and we are able to discuss the content and go over any questions we have about the course
in them as well which I found really helpful.

Participant:

9 Female - Utilitarian- eWOM

This seems like a very interesting subject however I don’t know how I feel about the final
exam. The listed teachers seem like fun… and I do like the idea of non compulsory tutorials,
but because they aren’t compulsory I don’t know if I’d ever go. The report seems like a major
task but it’d be interesting to see how much it is worth in comparison to the exam.

Participant:

10 Male - Utilitarian- eWOM

The subject is pretty good, the tutorials aren’t mandatory but are usually pretty fun. Lectures
don’t really require much either. There is a group assignment that you should take seriously
though, we only just managed a pass so actually think about doing that. The tutor is cool as
well, they’ll answer your questions and the class gets into discussions sometimes. It’s a pretty
decent class, enjoyable with only a little bit of work.
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Selected Corpus with Linguistic Analyses: Group 4- eWOM- Utilitarian
First (2-B)

Participant:

10 Male - Utilitarian- eWOM

The subject is pretty good, the tutorials aren’t mandatory but are usually pretty fun. Lectures
don’t really require much either. There is a group assignment that you should take seriously
though, we only just managed a pass so actually think about doing that. The tutor is cool as
well, they’ll answer your questions and the class gets into discussions sometimes. It’s a pretty
decent class, enjoyable with only a little bit of work.
Clause Analysis
1

The subject is pretty good, II

2

the tutorials aren’t mandatory II

3

but are usually pretty fun. III

Simplex

Lectures don’t really require much either. III

1

There is a group assignment [[that you should take seriously though]], II

2

we only just managed a pass II

3

so actually think about doing that. III

1

The tutor is cool as well, II

2

they’ll answer your questions II

3

and the class gets into discussions sometimes. III

Simplex

It’s a pretty decent class, enjoyable with only a little bit of work. III

Number of Embedded Clauses 1
Number of Clause Simplexes

2

Number of Clauses

11

Number of Clause Complexes

5
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Lexical Items

Noun

subject tutorials Lectures group assignment tutor class
discussions questions class work bit

Verb

require managed pass think answer gets

Adverb (i.e., manner,

actually

sentence)
Adjective

Lexical Number
Grammatical
Items

good mandatory fun cool decent enjoyable

25
Pronouns

There we they your It

Determiners

The the much either a a The the a a little

Finite verbs

is are do is doing is ’ll(will) ’s(is)

Conjunctions

but that so as and

Prepositions

about into with of

Adverbs (e.g.,

pretty usually pretty really well pretty n’t(not) are

Temporal, Locative,

n’t(not) just only sometimes only

Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

46

GI=12/5=2.4
LD =25/11=2.27
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Participant:
Clause

10 Male - Utilitarian- eWOM
Mood Analysis
Subject

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

)

Exclamative
(Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
The subject is pretty

The subject

is

D

the tutorials

aren’t

n’t

D

-

are

usually

D

Lectures

don’t

n’t

D

There

is

D

we

managed

D

-

-

Imp

The tutor

is

D

they

’ll

good, II
the tutorials aren’t
mandatory II
but are usually
pretty fun. III
Lectures don’t
really require much
either. III
There is a group
assignment [[that
you should take
seriously though]],
II
we only just
managed a pass II
so actually think
about doing that. III
The tutor is cool as
well, II
they’ll answer your

’ll

questions II
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D

Participant:
Clause

10 Male - Utilitarian- eWOM
Mood Analysis
Subject

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

Exclamative

)

(Ex)
Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)

and the class gets

the class

gets

D

It

’s

D

into discussions
sometimes. III
It’s a pretty decent
class, enjoyable
with only a little bit
of work. III

D

Frequency of Speech Function

10

Statement:
Ex
Question: Int
Command: Imp
Offer: Mod-Int
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1

Participant:

10 Male - UtilitarianeWOM

Clause

Modality

Value
Low

but are usually pretty fun

Median

High

Probability

they’ll answer your questions

Modalization
usually, ’ll

Usuality

(will)

Total Modalization

2

Obligation
Modulation
Inclination

Total Modulation
Total Expression of

0

2

Modality
Other mood adjunct

Lectures don’t really require much

(e.g., temporality, mood)

either.
we only just managed a pass
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Total other mood adjunct

2

Participant:

10 Male - Utilitarian- eWOM

Clause Number

Clause

Attitude Code

1

The subject is pretty good, II

aprepo

2

the tutorials aren’t mandatory II

apcopo

3

but are usually pretty fun. III

aprepo

4

Lectures don’t really require much either. III

apcopo

5

There is a group assignment [[that you should
take seriously though]], II

apcone

6

we only just managed a pass II

apcone

7

The tutor is cool as well, II

jusenopo

8

9

10

It’s a pretty decent class, enjoyable with only a
little bit of work. III
It’s a pretty decent class, enjoyable with only a
little bit of work. III
It’s a pretty decent class, enjoyable with only a
little bit of work. III
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aprepo

aprepo

apcone

Attitude Subsystem Summary: 10 Male - Utilitarian- eWOM
Attitude Subsystem

Code

Text (i.e., participant

Frequenc

number. clause

y

number)
affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial

jusenopo

esteemnormalitypositive
judgementsocial

jusenone

esteemnormalitynegative
judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative jusecane
judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial

jussvepo

sanctionveracitypositive
judgementsocial

jussvene

sanctionveracitynegative
judgementsocial

jussprpo

sanctionproprietypositive
judgementsocial

jussprne

sanctionproprietynegative
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10.7

1

appreciationreactionpositive

aprepo

10.1, 10.3, 10.8, 10.9

4

appreciationreactionnegative

aprene

appreciationcompositionpositive

apcopo

10.2, 10.4

2

appreciationcompositionnegative

apcone

10.5, 10.6, 10.10

3

appreciationvaluationpositive

apvapo

appreciationvaluationnegative

apvane
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Group 4- eWOM- Hedonic Second (2-A)
Participant:

1 Female- Hedonic

Dear Friend,
My holiday was awesome, I definitely recommend doing something similar. The hotel was
great for the week I stayed there, but one of my highlights would have to be the Irish Pub. I
loved the food and drinks they provided and I think you will too. The activities I did were
also fun and you should definitely do some of them but be careful of the ziplining as it was
quite scary. Otherwise, I think you should see what takes your fancy and just try different
things, but the Meriton was a good value option for accommodation so I would suggest it.
Have fun on your trip!
Me

Participant:

2 Male- Hedonic

Hey mate,
My holiday was fantastic. If you haven’t found accommodation I recommend the Marriot. It’s
a bit pricey but they offer a lot of things like pool, breakfast buffet and movies in your room.
As far as eating and drinking goes, there are heaps of good places. There’s an Italian place
that does the best spaghetti Bolognese and there’s also a pub where you can eat and drink. On
top of that there are numerous activities you can do. My personal favourites were surfing and
zip lining (although I’ll admit, zip lining was a bit scary). I had an awesome time on holiday
at this place and you definitely will if you decide to go.
Regards
…………………………….

Participant:

3 Male- Hedonic

In the holiday, the guests stayed at the “Marriot”. The Marriot is a very well-known chain of
accommodations around the world. It is quite expensive however, people who have been
believe it to be value for money. There are spas, and flat screen tv’s in the rooms etc.
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A nearby Island provides great outdoor activities such as swimming with turtles, snorkling
and even ziplining is an option.
There is also a vibrant nightlife and social scene and the Irish Pub there is quite popular. It
had great live music and was good for dancing etc.
Overall, the accommodation and holiday would seemingly be recommended to travellers.

Participant:

4 Female- Hedonic

HI,
Nice to hear from you,
I found the accommodation rather expensive but worth it for a short one-off stay. How much
are you wanting to spend?
Went to a few very nice food places- what do you enjoying eating?
Will you be taking the kids with you?
Hear from you soon!

Participant:

5 Male- Hedonic

Overall the holiday was a positive experience, the hotel I stayed at, The Mariott, whilst
expensive seemed to be good value for money, room service was 24 hours, which was a very
enjoyable luxury, The irish pub I frequented was the place I spent a majority of my spare time
in the evening, I made lots of new friends and the music was great for dancing, the food
however, was very expensive and greasy, which was not to my liking. I would highly
recommend the island “Tioman” as it was without a doubt my favourite destination on
holiday. All in all a very satisfying experience!

Participant:

6 Female- Hedonic

My week stay at this resort was relaxing and fun, even though in was expensive I would
recommend this resort to my friends. They had a dinner that served spaghetti and wine, they
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also offered vegetarian pizza. The resort provided a range of services and facilities such as
24/7 room service, wifi and TV’s in every room. I spent every night at their bar, as I met
fiends there and they offered cheap drinks.

Participant:

7 Male- Hedonic

The hotel, whos name I cannot remember, was fantastic and had lots of facilities, it was a
little expensive but was worth the money. The Italian restaurant I visited was also very nice
and had a great range of spaghetti meals so if you like them I would suggest visiting. There
was a nice irish pub that had the word “Frog” in the name which was good however stay
away from the food. I also visited an island resort which was quite nice.

Participant:

8 Female- Hedonic

The hotel I stayed in was great. It was a little bit pricey but I believe the facilities and overall
experience of my stay there made it worth it. It includes breakfast and internet and access to
the pools. The TV in the room is also very good to watch movies on. The Italian restaurant
was very yummy, especially the spaghetti bolognaise with pine nuts. They also had great
vegetarian options. The Frog Pub was a great place to socialise and meet people after dinner.
I wouldn’t recommend eating there for dinner though as the food is very greasy and not as
tasty as the other places. The attractions and activities are also very good but some of them
are a bit scary.
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Participant:

9 Female- Hedonic

Definitely a great opportunity, you should definitely consider going! I stayed at the Mariott
Hotel, it was a 5 star resort and although it was a little expensive it is definitely worth it, it
included a large plasma television in the bedroom which is a great feature for some
downtime.
I had the best Spaghetti at an Italian restaurant, the recipe had garlic, pine nuts, chilli and was
served with a glass of wine. If you have time definitely check out “Mo Benito” (?) There
were also many vegetarian options however I did not get the chance to try these.
You should definitely check out the island “Tioman”. i stayed there for two nights and even
got the chance to swim with turtles. It has great scenery and was such a lovely place to visit.

Participant:

10 Male- Hedonic

The holiday inn (Hotel Marionetta?) is good, if a tad expensive. You do get a big plasma tv
which is cool, and it’s a nice place. It’s worth it if you can afford it.
Irish Fog is alright, the food is really greasy and too expensive for the lacklustre quality but I
met some good people there. If you’re not keen on socialisation then maybe give it a miss,
otherwise it is a decent place.
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Selected Corpus with Linguistic Analyses: Group 4- eWOM- Hedonic
Second (2-A)

Participant:

7 Male- Hedonic

The hotel, whos name I cannot remember, was fantastic and had lots of facilities, it was a
little expensive but was worth the money. The Italian restaurant I visited was also very nice
and had a great range of spaghetti meals so if you like them I would suggest visiting. There
was a nice irish pub that had the word “Frog” in the name which was good however stay
away from the food. I also visited an island resort which was quite nice.
Clause Analysis
1

α

The hotel was fantastic II

β

, whos name I cannot remember, II

2

and had lots of facilities, II

3

it was a little expensive II

4

but was worth the money. III

1

The Italian restaurant [[I visited]] was also very nice II

2

and had a great range of spaghetti meals II

3

1

so if you like them II

2

I would suggest visiting. III

α

There was a nice irish pub [[that had the word “Frog” in the name
[[which was good]] ]] II

β

however stay away from the food. III

Simplex

I also visited an island resort [[which was quite nice]]. III

Number of Embedded Clauses 4
Number of Clause Simplexes

1

Number of Clauses

12

Number of Clause Complexes

4
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Lexical Items

Noun

hotel name facilities worth money Italian restaurant
range spaghetti meals irish pub island resort food

Verb

remember visited like suggest visiting stay

Adverb (i.e., manner,
sentence)
Adjective

Lexical Number
Grammatical
Items

fantastic expensive nice great nice

26
Pronouns

them it whos I a you I There I

Determiners

lots a little The a the the the an

Finite verbs

can was was had would was had was was

Conjunctions

and but and however

Prepositions

of of if from

Adverbs (e.g.,

Away not also very so also

Temporal, Locative,
Degree)
interjections
Discourse markers/
Fillers
Reactive tokens
Grammatical Number

41

GI=16/4=4
LD = 26/12=2.16
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Participant:
Clause

7 Male- Hedonic
Mood Analysis
Subject

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

)

Exclamative
(Ex)

Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)
The hotel was

The hotel

was

D

I

cannot

-

had

D

it

was

D

-

was

D

The Italian

The Italian

was

D

restaurant [[I

restaurant

-

had

D

you

like

D

I

would

There

was

fantastic II
, whos name I

cannot

D

cannot remember, II
and had lots of
facilities, II
it was a little
expensive II
but was worth the
money. III

visited]] was also
very nice II
and had a great
range of spaghetti
meals II
so if you like them
II
I would suggest

would

D

visiting. III
There was a nice

D
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Participant:
Clause

7 Male- Hedonic
Mood Analysis
Subject

Speech Function:

Finite

Modality/

(+Predicator

Polarity

Declarative (D),
Statement:

Exclamative

)

(Ex)
Question: Interrogative (Int)
Command: Imperative (Imp)
Offer: Modulated Interrogative
(Mod-Int)

irish pub [[that had
the word “Frog” in
the name [[which
was good]] ]] II
however stay away

-

-

Imp

I

visited

D

from the food. III
I also visited an
island resort
[[which was quite
nice]]. III

D

Frequency of Speech Function

11

Statement:
Ex
Question: Int
Command: Imp
Offer: Mod-Int
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1

Participant:
Clause

7 Male- Hedonic
Modality

Value
Low

whos name I cannot remember

Median High

Probability

I would suggest visiting

Modalization
Usuality

Total Modalization
Obligation
Modulation
would

Inclination

Total Modulation
Total Expression of

cannot

2

2

Modality
Other mood adjunct

Total other mood adjunct

(e.g., temporality, mood)
0
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Participant:

7 Male- Hedonic

Clause Number

Clause

Attitude Code

1

The hotel was fantastic II

aprepo

2

and had lots of facilities, II

apcopo

3

it was a little expensive II

apvane

4

but was worth the money. III

apvapo

5

The Italian restaurant [[I visited]] was also very nice
II

aprepo

6

and had a great range of spaghetti meals II

aprepo

7

so if you like them II

afha

8

I would suggest visiting. III

afsa

9
10
11

There was a nice irish pub [[that had the word
“Frog” in the name [[which was good]] ]] II
however stay away from the food. III
I also visited an island resort [[which was quite
nice]]. III
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aprepo
aprene
aprepo

Attitude Subsystem Summary: 7 Male- Hedonic
Attitude Subsystem

Code

Text (i.e., participant

Frequenc

number. clause

y

number)
affecthappiness

afha

affectunhappiness

afun

affectsecurity

afse

affectinsecurity

afin

affectsatisfaction

afsa

affectdissatisfaction

afdi

judgementsocial

jusenopo

esteemnormalitypositive
judgementsocial

jusenone

esteemnormalitynegative
judgementsocial esteemcapacitypositive

jusecapo

judgementsocial esteemcapacitynegative jusecane
judgementsocial esteemtenacitypositive

jusetepo

judgementsocial esteemtenacitynegative

jusetene

judgementsocial

jussvepo

sanctionveracitypositive
judgementsocial

jussvene

sanctionveracitynegative
judgementsocial

jussprpo

sanctionproprietypositive
judgementsocial

jussprne

sanctionproprietynegative
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7.7

1

7.8

1

appreciationreactionpositive

aprepo

7.1, 7.5, 7.6, 7.9, 7.11

5

appreciationreactionnegative

aprene

7.10

1

appreciationcompositionpositive

apcopo

7.2

1

appreciationcompositionnegative

apcone

appreciationvaluationpositive

apvapo

7.4

1

appreciationvaluationnegative

apvane

7.3

1
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